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At NEW YORK 
INTERNATIONAL AIRPORT 
Allied Fueling 

of New York, Inc. 








Shown are some of Allied Fueling of New York, Inc. Brodie Meter 
equipped trucks in their fleet of over 60 refuelers. Brodie BiRotor 
Meters also are installed at the racks where these refuelers are loaded. 


[n one of the world’s largest refueling operations, 
Allied Fueling of New York, Inc. employs Brodie BiRotor Meters 
on over 60 tank trucks in its fleet servicing all planes at busy New 
York International Airport for foreign and transcontinental flights. 
Many of these meters have measured well over five million gallons 
in less than two years, with no major maintenance. In this operation, 
where exact gallonage measurement and fast accurate service are 
essential to flight safety and close schedules, Brodie BiRotor Meters 
have proved themselves for high sustained accuracy and trouble-free 
performance. For the finest in meter performance at lowest mainte- 
nance cost, investigate Brodie BiRotor Meters. Write today for full 
information. Typical Brodie BiRotor Meter installation on 

large trailer type refueler. 





ALL-STEEL 


Die Bik! METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 2, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Ill. 221 9th Ave. N. 5401 E. Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 











Cebout- the 1956 “Drive More” program 


National advertising expanded for 
2nd year of “Drive More" program 


During 1956, the “‘Drive More” story will be brought to 
millions more motorists . . . forming an even broader 
national base for your own plans. 

The most important addition to Ethyl’s advertising 
efforts is the inclusion of LIFE magazine in the schedule. 
And, of course, “Drive More” advertisements will also 
appear in The Saturday Evening Post, Collier’s, and 
Reader’s Digest. In 1956, each of the advertisements 
will reach about 50,000,000 people! 

Many of the promotion materials . . . so effective in 
1955 . . . will continue to be used this year. And new 
items are being added to the list. Some or all can be of 
help to you in making your own “Drive More’’ plans. 

The greatest market potential ever awaits the oil indus- 
try in the coming year. With your help, ‘‘Drive More”’ 
can put more mileage on the nation’s cars—and increase 
all service-station sales. 








Again in 1956, Ethy! will have available suggested merchandising materials which 
you can use to put the program to work in your marketing area. In addition, you can develop your 
own promotion items—using the ‘Drive More’’ symbol in any way which seems most effective to 
you. Here are some suggestions along these lines: 


program symbol can be used to tie your own 
advertising to the national campaign. 


1. National advertising magazine reprints can 
be posted in service stations and offices . . . or 


z -d out in quantity to customers and dealers. ; . 
handed out in quantity ' 6. Television commercials can tell the “Drive 


More”’ story very effectively. The symbol can be 
displayed during regular commercials, and special 
messages can be used at the end of programs 
without cutting down on commercial time. 


2. Direct-mailing pieces were used by many com- 
panies in 755. These companies found it an excel- 
lent way to tie the story of their own products 
and services to the “Drive More’”’ appeal. 

7. Radio commercials can be used in the same way 


3. Handout materials can be distributed at serv- as TV. Public-service messages on the ‘“‘Drive 





ice stations, touring bureaus, or through motels, 
hotels and other places benefiting from motoring. 


4. Exhibits and displays are attention getters at 
company, dealer, or industry meetings. And 
service-station displays have real eye appeal for 
customers on the driveway. 


5. Newspaper advertising is always an effective 
means of hitting home. Mats and art work of the 


More’’ theme will not cut into commercial time 
allowed radio-program sponsors. 


Other tie-in suggestions include many prac- 
tical ways to work “Drive More’’ into individual 
advertising and promotional plans. Among these 
are postage-meter designs, billboards, local pub- 
licity, and shows. All of them can help make 
“Drive More’’,“*. . . one of the best known and 
most rewarding promotions yet devised.”’ 
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ETHYL CORPORATION 


NEW YORK 17, N. Y. 
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OPW tank whistle 


TANK FILL SAFETY SIGNAL 


Whistle sounds constantly while tank is being filled. 
root l Whistle stops immediately and automatically when liq- 
uid level in tank reaches bottom of tube. 
Tank always fills to proper level. Length of tube deter- 
mines desired liquid level, and safety expansion zone. 
9 tube, standard length furnished can be easily cut to 
size required for a consistent fuel level in tank. 
Fill-up time anytime, day or night from outside the 
building, whether customer is at home or away. No over- 
flows, no seepage, no odors, no delivery disturbances, no 
irate customers. Controlled fill by ear. 
High-grade gray iron casting, cadmium plated, clean, 
rust-proof, lifetime operation. 
Write for complete descriptive Bulletin F-30. 


OPW CORPORATION 2735 Colerain Ave., Cincinnati 25, Ohio 
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the world go ‘round! 


For everything that runs, there is a correct 


Flying Red Horse Lubricant! 


HOUSANDS of years ago some obscure genius in- 

vented the wheel. With it he made possible most 
of today’s mechanical marvels—and at the same time 
created a need— Lubrication! 

This need has become so vital over the centuries 
that today transportation and industry could not 
function without lubricants and lubrication knowl- 
edge. The Socony Mobil Oil Company is a leader in 
this specialized field. 

For over 90 years Socony Mobil has met the 
lubrication requirements of pioneers in many fields. 


Aviation’s Wright Brothers ... early car makers... 
the inventor of the Diesel engine are only a few who 
have called on the Flying Red Horse for specialized 
lubricants. 

Today, new developments such as atomic power, 
jet engines and gas turbines pose new and complex 
lubrication problems. Socony Mobil Oil is proud that 
it’s being called on to solve these problems and plans 
to continue to devote its facili- 
ties and products to keeping 
the wheels of the world moving. 





The Leader in Lubrication for nearly a Century! 


SOCONY MOBIL OIL CO., INC., and Affiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. 


for the wheels that make 





NEW YORK 4, N. Y. 
WISCONSIN—907 South First St. « KANSAS CITY 
Lindell Blvd. « DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building 

Socony Mobil maintains many other conveniently located service offices = give 4 close and fast cooperation 


26 Broadway e CHICAGO 5, ILLINOIS—59 E. 
ry 13, MISSOURI—925 Grand 


Van_ Buren St. 


e BALTIMORE 18, MARYLAND—1914 North Charles St. ¢ MILWAUKEE 1, 
Ave. « DETROIT ye" ge ger West Grand Blvd. 


« LOS 54, CAL.—General Petroleum Corp., 612 


¢ ST. LOUIS 8, MISSOUR 
§ Flower St. 
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BIRTHDAY MUSINGS 


HEN SOMEONE gets to be 47, there’s a tendency to pass 
up the birthday observation. 

After all, 47 is not ordinarily an outstanding year to com- 
memorate. It’s well beyond 40, which many celebrate as their 
entry into middle age. And it falls short of golden 50. So for 
many, 47 is an age to be ignored altogether. 

An exception is NATIONAL PETROLEUM News, which has 
just turned 47, going on 48. 

For magazines, 47 years mark a long time. Since 1909 when 
NPN was founded by Warren C. Platt, many magazines have 
come and gone. A number of magazines, born since NPN, 
also have grown and flourished. So while NPN has been 
around a long time, I don’t consider that it is getting old. 
Instead, it is demonstrating the durability of an established 
institution—which NPN has become in the industry. 

As an institution, NPN is not set in its ways. It underwent 
a big change in 1954, when publishing frequency was switched 
from weekly to monthly. Since then we have introduced in- 
novations and features designed to make NPN more useful 
and more readable. 

Two that have become popular, and that you probably are 
familiar with, are Money-Making Ideas and What They’re 
Saying. “MMI,” as it’s called around the office, contains an 
assortment of ideas, plans, techniques and stunts that oil and 
TBA marketers have employed to turn an extra buck. The 
other feature, “Sayings,” is a collection of current utterances, 
noteworthy and meaningful to oil marketers for the thoughts 
expressed and the way they’re expressed. 

In the past, you have found Sayings mid-way through NPN 
and MMI near the end. From now on, you'll find them in the 
pages following this one. 

Reason? We think we can make it easier for readers to get 
into NPN by giving them a bigger bite of editorial content in 
the early pages. (Incidentally, the high readership those two 
features enjoyed in their old locations satisfies us that the 
back half of NPN is as well read as the front half.) 


BRODY’S NIGHT RIDE 


Our fuel oil editor, Brody (Cornelius Brodersen, it says on 
the payroll), undertook a memorable ride two nights before 
Christmas. The ride came out of this question: How much 
different is it delivering fuel oil when it’s very cold than when 
it’s just cold? 

Brody set out to learn. He accompanied a driver from early 
afternoon until after midnight, bouncing around the New 
York suburbs in ear-muff weather. The answer Brody found: 
it’s a lot more rugged. On returning, he said simply, “I prefer 
to ride my typewriter.” 

For an amusing account of Brody’s night ride, turn to p. 98. 

HARRY WADDELL, publisher 



























FACE LIFTING MODERNIZES 
RED SEAL METERS... 


still highly accurate after 
17 years in busy bulk plant 


tiv 


Switching from round dial to Print-O-Meter registers lightens 
load on yard man, reduces chance of human error. Print-O- 
Meters are already on Cities Service trucks, so every man 
now has definite check on day’s work. 


Seventeen years of hard work had so little effect on the accuracy 
of nine Red Seal meters at the Cities Service Mt. Vernon, N. Y., 
bulk plant it was decided to convert them to new Print-O-Meter 
registers . . . and keep them on the job! All had their original 
measuring chambers. Some had never been opened for repairs. 





This is just one more example of the savings you too can make 
with Red Seal’s sustained accuracy and low maintenance. No 
need to worry over unsuspected meter inaccuracy losses. A meter 
that changes so little in 17 years can be relied upon to hold 
steady as a rock between your regular tests. Red Seal’s calibra- 
tion adjustment itself is a positive, gear-locked device, and 
can’t “drift.” 


Red Seal meters are available for every tank truck and bulk 
plant application, including remote control systems, to 1,000 gpm. 
Ask your Red Seal representative or jobber for details. 





NEPTUNE METER COMPANY 


19 WEST SOTH STREET © NEW YORK 20, N. Y. BE Res 








What Red Seal Meters are doing for others: 


_— 


Flexible installation . . . ability to adapt in the field to right or left- 
hand or angle-type installations . . . is just one of many reasons 
Red Seal “compacts” are preferred for dual-metered tank trucks. 


“Our Red Seals have given us excellent performance .. . never any 
trouble’, says D. L. Besanceney, Operations Manager of Conserva- 
tive Gas Corp’n, New Hyde Park, L. |. In LP-Gas, too, Red Seal 
meters lead, with a meter designed specifically for the job. 





Where accuracy counts most: Guided by critical experience, the 
State of lowa has again selected Red Seals as the master meters in 
their new trailer-mounted calibration units . . . another expression of 
confidence in Neptune’s sustained accuracy. 





Accurate operating and stores records for railroads are At Neptune’s modern ‘proving grounds,” the wear and tear of a lifetime are 
provided by Red Seal Print-O-Meters installed at refuel- compressed into a short period to see how these new meters will stand up in 
ling stations for Diesel locomotives. actual service. After 35,000,000 gal., meter at right is still going strong! 
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B. F. Goodrich hose stays flexible 
even in freezing weather 


A full-flow, kink-resistant hose for faster fuel oil deliveries 


H™:; a fuel oil hose that handles 
easily, reels readily, saves many 
minutes each day. It speeds deliveries 
by keeping a full, unobstructed flow 
of oil moving from truck to tank, even 
in sub-zero temperatures. 


Flexibility won't “freeze up” 
A special kind of rubber keeps the hose 
flexible, easy to bend in the coldest 
weather. Braided construction elimi- 
nates the need for wire reinforcement. 
This means B. F. Goodrich hose will 
not crush if accidently run over. 


Full-flow at all times 
Tube won't flatten or collapse on the 


reel, to choke off flow or slow it down. 
Strong braided construction keeps this 
hose round, even when empty on the 
reel. Oilproof tube won’t swell to re- 
duce inner diameter. No flaking to 
roughen the inside surface and de- 
crease flow. 


Lasts longer 
Its thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driveways won't 
tear it. Letting it stand in gasoline, oil 

or grease won't damage it. 
Either one-time Permalock or re- 
attachable couplings can be used. Dou- 


ble static wire bonded to coupling at 
each end of hose. 

Ask your B. F. Goodrich distributor 
to show you a sample and tell you 
more about Type 83 fuel oil hose— 
an improved hose that’s easier to 
handle, can make faster deliveries, 
and reduce operating costs. The 
B. F. Goodrich Company, Dept. M-556, 
Akron 18, Ohio. 


B.F Goodrich 


INDUSTRIAL PRODUCTS 
DIVISION 
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To THE EpiTor: 

Today the oil and oil burner indus- 
tries are starting a big drive to sell 
the public oil heat instead of gas. To 
combat gas, it isn’t necessary to assure 
the public that we are doing a won- 
derful job. We still have this wonderful 
job to do. People change to gas be- 
cause they are willing to pay more to 
get the cleanliness and convenience 
they miss in oil burners. Let our 
campaign then first educate ourselves. 


“Horse and buggy stage . . .” 

Oil burners today are where the 
refrigerator was 25 years ago. Com- 
paratively, we are still putting a 
compressor in the cellar and a coil 
in the kitchen icebox. Burner makers 
have made no progress in these 25 
years. Admittedly they have gone from 
a single to a double pole transformer 
and have a pump unit instead of a 
single pump valve and strainer units. 
But we’re still in the horse and buggy 
stage. No design money has been 
spent to bring out something revo- 
lutionary, something new. 

Last year, I went to an oil burner 
manufacturers’ convention. It was just 
like going to a wake, with the ex- 
hibitors going around like undertakers. 
They certainly didn’t reassure the 
dealers, who wanted to see some new 
equipment. Many major manufac- 
turers were not represented. My im- 
pression was that the manufacturers 
had just about decided that oil burners 
were a thing of the past and that they 
were going to concentrate on making 
gas equipment. 

I'm no designer or engineer. My 
first job was in the burner manufac- 
turing business back in 1930. The 
only decent looking burners made then 
went to shows or were showroom 
models. The rest were disgraceful 
things that had to be put in the cellar 
where they wouldn’t show. I can’t see 
any basic design change since that 
time. 

But look at the refrigerator. Today, 
after it is unpacked, it is plugged in 
and runs for the next 5-10 years with 
no service. 


“Half-engineered ideas .. .” 
The public should get the same 


thing from us. But new. burners 
come through with half-engineered 
ideas, with defective parts that are 


never properly tested. The customer, 





Twenty-Five Years of Progress? 


as a result, is likely to have a non- 
operating service call the first day the 
equipment is installed. We tell him 
the equipment is made to work to- 
gether, but in most cases the compo- 
nents pull against each other. Burners 
are often not designed for the boiler, 
fans are often too large for the amount 
of oil being burned in the unit. 

One of the strangest things about 
the burner industry is that the largest 
companies—they produce the best 
cars, the best refrigerators, the best 
appliances — make the worst oil 
burners. 

What should be done about it? The 
industry should become aware of how 
little it has progressed. It should 
change design methods and come out 
with a better way to make a burner 
and a better way to make a piece of 
unitary equipment. Let manufacturers 
find a basic burner design—like the 
peanut unit in a refrigerator—that is 
really quiet, clean and service-free. 
Let them come up with a code of 
ethics that will build a strong, re- 
sponsible dealer organization, set up 
standard installation procedures with 
approved or licensed mechanics. 


“Dregs for the burners . . .” 


What about those who supply the 
fuel oil? Fuel oil is one of the best 
dollar-makers for the producers. But 
the fuel oil industry is treated like a 
stepchild. In the early days, quality 
was fairly good. But since the war, the 
oil industry is refining more and more 
out of the fuel oil, leaving the dregs 
for the burners. Today we have an 
unstable product that becomes heavy 
with sediment in storage, has to have 
additives to make it burn and seda- 
tives to keep it from eating the storage 
tanks. 

Because regular oil won’t burn in 
many burners, people buy a more ex- 
pensive grade, but this doesn’t sit 
well with them. In contrast, the in- 
dustry has kept pace with the times 

(Continued on p. 10) 





You are more than welcome to 
write—if you feel like criticizing an 
article, commenting on the news or 
putting your views on paper. 

Write to: 
Editor, 
National Petroleum News 
330 West 42nd St. 
New York 36. N. Y- 
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EVER-TITE 
Standard Adapter 
and Coupler 























| EVER-TITE 


-the best quality 
QUICK COUPLINGS 

















You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 








Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 





EVER-TITE There are no sliding 
Adapter and rings—no springs, 
Coupler 


ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 
of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 





EVER-TITE EVER-TITE COUPLING CO. INC. 
| Shank Hose 254 West 54th Street 
New York 19, N. Y. 


Coupling 






Dust Cap 
EVER-TITE Dust Protectors 

















































































































































































































































































































UISTANDING 


Priced right, 
made right ... Canfield 10W-30 multi-weight 
Motor Oil enables you to handle a.complete 
line . . . to compete profitably in any market. 
Also available in tank cars, transports, drums. 

5W-20 Grade available if desired. 


WRITE, WIRE OR PHONE FOR DETAILS TODAY '! 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


PLANTS: Coraopolis, Pa., Cleveland, Ohio, Jersey City, N. J., Memphis, Tenn. 


= 7 letters 


(Continued from p. 9) 

with gasoline, improving it drastically 
because the motor industry demanded 
—and got—good products. Major oil 
companies seem to have no interest 
in fuel oil and should be condemned 
for foisting such a horrible product 
on the public. Burner makers should 
stand up in righteous wrath and refuse 
to burn the “stuff” the oil industry 
hands them. 

What manner of people deliver this 
product? Too many of them are in 
the broken-down plumber and iceman 
class. This is especially true in the 
metropolitan areas. Oil suppliers have 
done nothing to improve the situation. 
They sell to anyone with a 275-gal. 
tank and a pair of roller skates under 
it to move it. They are not interested 
in making their dealers strong. In 
some areas, they have cut dealer mar- 
gins by their own manipulations and 
by offering their own retail competi- 
tion, even though they deliver only 
about 15% of the retail oil. 


“Suppliers have a duty” 
Suppliers have a duty to perform. 
They should sit down with burner 
equipment and component manufac- 
turers and design a decent piece of 
equipment. Their lab workers should 
sit down with burner makers and 
come up with a fuel that is exactly 
what is required for the burner. They 
should see that the quality of that 
fuel is consistent. They should revise 
their fuel oil marketing program to 
set up a procedure that means strong 
dealers who can give good service to 
the public. They should establish a 
margin for these dealers to enable 
them to give both service and parts 
replacement at no charge to the 
public. When all this is accomplished. 
we will then be in a position to 

fight gas. 

RUSSELL O. BURNS 
General Manager 
Home Fuel Oil Co. of Ridgewood 
Ridgewood, N. J. 


Mr. Burns raises some provocative con- 
siderations for oil companies and equip- 
ment manufacturers. Any comments?— 
ED. 


“"S00-0-0-ie-e-e”’ 


To THE EpITor: 

The picture of me (NOJC Threat- 
ens Call for Government Help, Dec., 
*55, p. 30) looks as though I was com- 
peting for the National Hog Calling 
Championship. The only possible ad- 
dition I might have (to the story) was 
my comment from the floor, after 
the Economic Concentration Commit- 
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tee report, at which time | stated that 

the earning discrepancies of 10.2% 

et, 1.6% net and io of 1% net, be- 

tween the integrated companies, job- 

bers and dealers, did not represent a 

fair and equitable distribution of the 
over-all income within the industry. 

Mites M. MILLs 

President 

Oils, Inc. 

Des Moines, lowa 


Dealer TBA Plan 


To THE EDITOR: 


The article on Shell’s TBA budget 
selling plan for dealers (Jan., p. 115) 
comes up with some real meat, and 
obviously the results that were ob- 
tained were the direct result of the 
enthusiasm and energy of the local 
man. 

It is my opinion that we have all 
been negligent and perhaps lacked 
courage to approve the expense neces- 
sary to train dealers in the operation 
and administration of a good budget 
plan. 

I. A. MATHIAS 
TBA manager 
Fleet-Wing Corp. 
Cleveland, Ohio 


To THE EpITor: 

We, also, are very much aware of 
the great need for establishing a sound 
dealer budget program for credit sale 
of TBA, other than our regular Credit 
Card Extended Terms Program (see 
story on Shell’s TBA budget plan for 
dealers.) 

Currently, it seems improbable that 
an oil company will put up the cash 
to finance its dealers’ budget programs 
but, as Shell, we have had both suc- 
cessful and less successful attempts to 
establish a simple budget program 
with selected dealers using their own 
working capital. 

Where better dealers have carefully 
followed through, there unquestion- 
ably has been a terrific surge in their 
TBA sales. Most dealers, however, 
soon find their budget program’s scope 
exceeds their available back-up capi- 
tal, and they have to curtail their 
activity. 

Thus far, I have seen very few in- 
stances where groups of service station 
dealers have been able to maintain a 
successful budget selling program over 
a long period of time. 

R. G. Mut HoLLANn 
Manager, TBA sales 
Atlantic Refining Co. 

Philadelphia, Pa. 





Trade Mark Registered ' 3 
and Patent Pending 


STEEL GASOLINE 
PUMP ISLAND FORMS 


For that new service station or remodeling job. 

. Reduce gasoline pump installation costs .. . 
Saves concrete . . . Plenty of room to make 
suction pipe, electrical, water or air connections. 


No Chipping or Cracking 
Sa Stays Neat and Attractive for Years... 


WRITE FOR INFORMATION OR PRICES 


W. B. GOODE COMPANY 


2915 W. LEIGH ST. * RICHMOND 21, 








BUYING OR USING 


@ You'll never go wrong dealing with 
experience. 


@ Now when it comes to making 
color sound motion pictures for the 
Petroleum or TBA industries we're 
about as experienced as anybody 
around. 


@ We're proud of the dozens of films 
we've made about your business... 
We're proud of the effective jobs 
they've done. 


@ You may find that good color mo- 
tion pictures can be produced by 
experienced people for less money 
than you think. 


<a — 


THE CALVIN CO. 


1105 TRUMAN ROAD 
KANSAS CITY 6. MISSOURI — HA. 1230 
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MR. WERNER F. HESSENKEMPER, owner, tells below how the many 
advantages of a National System have aided his operation. 


‘Our Plational System SAVES US *2400 





FAST, COURTEOUS SERVICE and the control of a modern National System have 
helped build a successful business for Werner's ‘‘66" Service in St. Louis, Mo. 


eae 


A YEAR...pays for itself every I2 months!” 


—Werner’s “66” Service, St. Louis, Mo. 


“Since we installed our National Sys- 
tem with a full shelf control plan,” 
says Mr. Hessenkemper, “we now 
balance merchandise as easily as cash. 
Every penny and every piece of mer- 
chandise is quickly accountable. 
“Our National has individual cash 
drawers so that each attendant is 
responsible for cash and merchandise 
handled. At the end of the day it 
takes just a few moments to check 
transactions against the locked-in 
audit r-cord and get a complete pic- 
ture of all business done. These indi- 
vidual records have also helped in- 


THE NATIONAL CASH REGISTER COMPANY, Dayton9, Ohio 


crease employee incentive. 


“Our National has so many auto- 
matic features that it has cut book- 
keeping time by 12 hours weekly. 
Automatic addition has stopped mis- 
takes that were cutting into profit, 
while the complete recording of charge 
sales has also cut losses and helped 
build customer good will. 


“Our National System saves us an 
estimated $2,400 a year, paying for 
itself every 12 months. We don’t feel 
that we could successfully operate 
our station without it.” 


977 OFFICES IN 94 COUNTRIES 


Is your present method stopping costly 
profit leaks? Investigate a National Sys- 
tem to get protection that saves money, 
information that makes money. Your 
nearby National representative, listed in 
the yellow pages of your phone book, will 
gladly give you complete details. 


STRADE MARK REG. U.S. PAT. OFF, 
Walional 


CASH REGISTERS » ADDING MACHINES 
ACCOUNTING MACHINES 
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Money-Making Ideas 


$ A sideline in Sovasuds Car Wash has 
been developed by J. D. Vinson, a Mag- 
nolia consignee in Woodville, Tex. He 
talked a nearby druggist into trying 
Sovasuds as a dishwashing detergent, 
and now sells it in 5-gal. pails to a 
number of local eating and drinking 
places. 


$ 


There’s more and more of a ten- 
dency for dealers to skip any allow- 
ance for a customer’s old battery when 
selling him a new one. The extra 
couple of dollars represented by the 
scrap value of the old battery is always 
a temptation. It may be a dangerous 
practice, says Canadian Oil Com- 
panies. Customers often compare notes 
with friends who have bought from 
competitors, and the result may be an 
unpleasant reaction. 


$ 


In Wichita Falls, Tex., Stetson hats 
are very popular among Humble Oil 
service station personnel. Charlie 
Wyatt, local manager of Humble’s 
bulk plant there, presents the hats to 
winning dealers and agents in a motor 
oil ratio-boosting contest he runs 


there. 
$ 


Pick-up and delivery service can 
work for tourists, too. At a Standard 
of Kentucky station a half mile from 
Silver Springs, Fla., a driver can leave 
his car for service and be driven to 
Silver Springs in dealer Shepard’s 
courtesy car. There he is handed a 
card bearing the Shepard phone num- 
ber. He uses a nickel attached to the 
card to phone for a pick-up when he 
is ready to leave. 


$ The idea of doing an interior vacuum 
cleaning job on cars left for lubrication 
is not new. But Socony Mobil dealer 
Verlun Scholl, Corvallis, Ore., believes 
in making the job easy by means of an 
overhead rig. The vacuum cleaner in his 
station is suspended from a pulley and 
counter-balanced. It can be pushed up 
out of the way when not in use, but is 
always in easy reach when needed. 


$ 


A new wrinkle on personal solicita- 
tion calls is practiced by a Signal Oil 
Co. dealer in Seattle. He carries along 
a book of service and product prices, 
and quotes from it whenever a 
question of cost comes up. Looking it 
up in the book, he finds, makes more 
of an impression than quoting from 
memory. 


$ 


When Jim Kirkland—salesman for 
Benton Oil Co., Phillips jobber in 
Lubbock, Tex.—started on a vacation 
tour, he hitched a small trailer behind 
his car. On the trailer’s rear end he 
had a sign painted: “Vacation with 
Phillips Flite-Fuel” along with the 
Phillips shield trade mark, and the 
name, Benton Oil Co., in big letters. 
He covered 4,000 miles and says he 
drew many inquiries along the way. 


$ 


Dealers can control advertising ex- 
pense and get the most good out of it, 
says Shell Oil Co., by laying out a 
schedule for the year. Shell cites the 
example of dealer Jim Cecere’s station 
in Hamilton, Ohio, a town of 60,000. 
$1,400 a year is spent on advertising, 
broken down as follows: 65% for 


(Continued on p. 14) 
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MAJOR OIL 
MARKETERS 


... here's 
the inflator 
everybody likes! 


NELSON 
4 mga 


INFLATOR 


MERCHANDISERS LIKE ‘EM because 
they bring customers back, build 
station traffic with faster, more ac- 
curate inflation. 


ENGINEERS LIKE ‘EM because they 
connect to any %” airline—no in- 
stallation headaches. 


SERVICE MEN LIKE ‘EM because 
they're rugged, can be recalibrated 
right on the airline with no parts to 
buy or exchange! 


OPERATORS LIKE ‘EM because 
they're fast, accurate, easy to use — 
no gauge watching]! 


BUYERS LIKE ‘EM because they offer 
truly automatic inflation at less than 
the cost of a good fountain pen! 


APPROVED ON EVERY TEST! 


You can please everybody when 
you specify them for your stations 
—why settle for less? Write today 
for details, prices, liberal trade-in 
allowances. nN 


IVT sald 4 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 
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COMPRESSOR PARTS PROMPTLY! 


SERVICE PARTS DEPOTS 


R 


am 


DOZENS OF SERVICE DEPOTS 
STOCK MAJOR PARTS FOR 
KELLOGG-AMERICAN COMPRESSORS 


Parts and service ina hurry... 
no matter where you're located, 
that’s what these strategically 
situated depots guarantee you! 
Each Kellogg-American service 
parts depot carries a comprehensive 
assortment of parts and complete 
assemblies, to keep your Kellogg- 
American compressors operatin £ 
at top efficiency! 

Because a compressor is only 
as good as the service organization 
behind it, we’ve selected only the 
best qualified firms to function 
as service parts depots. Check the 
accompanying list . . . get to 
know the men in the Kellogg- 
American depot nearest you . oe 
they have the training and the 
experience to serve you well! 
Kellogg Division, American 
Brake Shoe Company, 

97 Humboldt St., Rochester 9, N.Y. 


OU EQUIPMENT 108 


Kellogg-American 


AIR COMPRESSORS 





[AMERICAN 


Brake Shoe | 





LOCATION PARTS DEPOT 


Alabama (Birmingham)... .Pump Shop, Inc 
Arizona (Phoenix)........Shields, Harper & Co 


California (Los Angeles 
Oakland and Sacramento) Shields, Harper & Co 


Colorado (Denver). ......Eaton Metal Products Co 
Georgia (Atlanta). . . Equipment Sales Co 
lilinois (Chicago). . . The Amco Corp 


Indiana (Indianapolis).....Indiana Oil Equipment Co 
Inc. 


Kansas (Hutchinson) 
Louisiana (New Orleans). .Alon Equipment Co., Inc 
Massachusetts (Boston). . Gerard Electric Co 
Michigan (Detroit)....... 
Minnesota (Minneapolis). . Products, Inc. 

Mississippi Gackson).....Petroleum Equipment Co 
Missouri (St. Louis) Downey Equipment Co. 
Montana (Billings) Eaton Metal Products Co 
Nebraska (Omaha) Eaton Metal Products Corp 
New Jersey (Linden) The Amco Corp 


The Amco Corp. 


New Mexico 

(Albuquerque) . Eaton Metal Products Co. 
New York 

(Long island City) 
North Carolina 

(Greensboro) Collson-Murray Co. 
Ohio (Cleveland and Toledo) The Amco Corp. 


The Amco Corp. 


Oklahoma (Oklahoma City) Land Equipment Co. 
Oregon (Portiand)........Shields, Harper & Co 


Pennsylvania 
(Philadelphia) The Amco Corp. 
(Philadelphia) Emco Service 


Tennessee (Knoxville).... The RBM Co 

Texas (Dallas) United Pump Supply, Inc 
Utah (Salt Lake City)... . .Eaton Metal Products Co 
Washington (Seattle) Shields, Harper & Co. 
Wisconsin (Milwaukee)....C & H Electric Co. 


Eaton Metal Products Corp. 











—fqW ™-m-i 


(Continued from p. 13) 
newspapers; 8% for telephone di- 
rectory; 20% direct mail; 15% civic, 
religious and fraternal groups; 2% 
basketball team. 
$ 

Hard tires drive away lube custom- 
ers, says Shell Oil Co. of Canada—the 
customer is likely to blame his hard- 
riding car on poor lubrication. Deal- 
ers should check tire pressure on every 
car in for lube work, says Shell. The 
car will ride best when tire inflation 
is just right: neither too low nor too 
high. 


™m 


2 


Humble Oil service station agent 
J. T. Pogue, Cotulla, Tex., took an 
obsolete battery stand, welded casters 
to the bottom, and made himself a 
display rack to put outside of his sta- 
tion. He says the outdoor rack serves 
two purposes: it reminds customers of 
the products they need, and reminds 
his salesmen to sell the customers. 


A good way to make sure a sealed 
beam installation works the first time 
is to provide a good contact, says 
Carter Oil Co. in a bulletin to dealers. 
The secret: run a contact-point file 
into the adapter slots, where corrosion 
often causes poor contact. It’s quick 
and easy, and a time-saver in the end. 


$ 


A new market in license plate 
brackets is opening up on the West 
Coast. Service Station Supply of Los 
Angeles has taken on a new line of 
brackets, and calls attention to state 
iaws in Arizona, California and Ore- 
gon adopting a uniform 6” x 12” li- 
cense plate for 1956. The state of 
Washington is also scheduled to adopt 
the new size in January for new-car 
and out-of-state registrations. 


$ 


Proof that letters to new customers 
pay off received national publicity in 
a letter to the editor of Printers’ Ink. 
A Louisville motorist wrote that he 
was much impressed by a thank-you 
letter from Kentucky Standard dealer 
Fred Russell, sent shortly after the 
motorist made an initial visit to the 
Russell station. “Of course I’ll go back 
there again,” concluded the pleased 
customer. 
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What Theyre Saying 


“Just change the antitrust laws so 
we can legally talk to each other op 
gasoline prices. As of now we need 
either better laws or better lawyers. A 
meeting of minds by oil companies is 
the only solution to price wars.” 
Dwight T. Colley, vice president, At- 
lantic Refining Co. 


“Congress must take some affirma- 
tive action on highways in 1956. The 
mere propounding of a national high- 
way program has caused states, cities 
and counties to defer action on pro- 
grams of their own. Further indeci- 
sion on their part, understandable 
though it may be, will do positive 
harm to our people.” George T. Mec- 
Coy, president, American Assn. of 
State Highway Officials. 


? 


“A substantial amount of our re- 
search effort is being devoted to new 
and improved oil-finding techniques. 
None of our presently known methods 
will find oil directly. They will only 
locate geographical conditions favor- 
able to the accumulation of oil and 
gas. We must drill wells to prove the 
existence of oil or gas in commercial 
quantities.” Edgar F, Snow, president, 
Stanolind Oil and Gas Co. 


“During the [mild] months repre- 
sented by a small number of degree 
days, consumption per degree day is 
substantially greater than in . . . cold 
weather. During the winter months, 
burners apparently are more efficient 
and you can get the necessary heat 
with a lot less oil per degree day.” 
Albert J. McIntosh, chief economist, 
Socony Mobil Oil Co., Inc. 


69 


“The vapors of one gallon of gaso- 
line are equal in destructive force to 
84 lb. of dynamite. That amount of 
dynamite requires respect. Let’s de- 
velop the same respect for gasoline 
when handling it.” Ralph D. Gardner, 
assistant state fire marshal, Penna. 


e* 


“The pump island ‘store,’ striking 
color combinations, pumps with 
‘traveling messages’ and pumps that 
talked have come and gone. Novelties 
are not sufficient for progress. We 
need solid advancements in service 
station equipment.” B. L. Ray, vice 
president, Esso Standard Oil Co. 


“This year, people will earn even 
more money than they did last year. 
Consumer spending will rise to $261 
billion. These figures . . . are coupled 
with a significant change in automo- 
tive buying habits that make prospects 
for our business look bright.” L. W. 
Smead, sales manager, Ford Division 
of Ford Motor Co. 


e? 


“This year undoubtedly will see the 
emergence of gas as the No. 1 fuel 
for the nation’s residential central 
heating systems, surpassing oil systems 
for the first time. Gas central heating 
systems will exceed nine million by 
the end of the 1956-57 heating sea- 
son.” W. F. Rockwell, Jr., president, 
Gas Appliance Manufacturers Assn. 


“We are opposed to price-fixing, 
unwarranted regulations or restric- 
tions, regardless of the source from 
which they emanate. We are opposed 
to centralized control of prices. We 
do not want to control them ourselves 
and we do not want them controlled 
by any governmental body or by any 
group or organization within the in- 
dustry.” Willard W. Wright, general 
sales manager, Sun Oil Co. 


“The real leaders in this council [of 
gas utilities favoring regulation of 
wellhead prices] are utilities that are 
charging consumers the highest prices 
and taking the largest part of the con- 
sumer’s dollar. Brooklyn Union Gas 
Co. is a prime example. Brooklyn 
Union gets gas that producers sold for 
an average of 7.8¢ Mcf and it charges 
$2.22 Mcf to its customers. The pro- 
ducer gets 3.5% of the customer’s dol- 
lar, Brooklyn Union gets 85.5%.” 
Frank O. Prior, president, Standard 
Oil Co. (Indiana). 


oe 


“We always have felt the jobber has 
just as much to gain from a good pub- 
lic relations program as the supplying 
companies. However, until there can 
be a more compatible relationship be- 
tween the supplying companies and 
the jobbers, we do not feel that the 
jobbers will be too anxious to go ‘all 
out’ for any program sponsored by the 
major companies or the industry as a 
whole.” Kenneth C. King, Secretary, 
Wisconsin Petroleum Assn. . 
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BOWERS 


BATTERIES 


ways 


BOWERS BATTERY & SPARK PLUG CO., READING, PA. 














closes for advertising 
the first of each month 
for the next month’s issue. 


Sole exception: The Mid-May 


NPN FACTBOOK 
which closes April 16th. 


REPRESENTATIVES 
at McGraw-Hill Publishing Company offices 


ATLANTA 3 

Stokes T. Henry, 801 Rhodes-Haverty Blidg., 
Walnut 5778 

CHICAGO 11 

George C. Hodgson, 520 North Michigan Ave., 
Mohawk 4-5800 

CLEVELAND 15 

Walter G. Berger, 1510 Hanna Bldg., 
Superior 1-7000 

DALLAS 1 

James H. Cash, First National Bank Bidg., 
Douglas C. Billian 

Prospect 7-5064 

LOS ANGELES 17 

Carl Dysinger, 1111 Wilshire Bivd., 

Madison 6-4323 

NEW YORK 36 

James B. Dunn, 330 West 42nd St., 

Longacre 4-3000 

PHILADELPHIA 3 

Charles J. Jefferis, Architect’s Bldg., 17th & 
Sansom Sts., Rittenhouse 6-0670 

SAN FRANCISCO 4 

T. Evans Wyckoff, 68 Post St., Douglas 2-4600 














CLOSURES 
give 
PAN-AM 


safe packaging 
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PA NA z »  Tri-Sure Closures protect Panalube drums 






SERV ICE 


4 NAL. ubh ! 
2 





from leakage and losses 






One of the best heavy-duty motor oils is Panalube— 
made especially for trucks, tractors, busses and other 
equipment operating under severe conditions. 







Panalube is shipped to all parts of the world by 
Pan-Am Southern Corporation, of New Orleans. 







Pan-Am equips every drum with Tri-Sure Closures 


Tri-Sure Closures add sales features because experience has proved that the exclusive 
Tri-Sure assembly is the best protection for their 


to Panalube’s utility cans products. 










Customers like Panalube’s utility cans, be- 
cause they are equipped with Tri-Sure’s* pop- 
ular utility closures which make pouring easy 
—and make the can easy to clean and re-use. 







The Sign of a Perfect Seal 


*The “Tri-Sure” Trademark is a mark of reli- When you order drums, pails or cans, play safe with your 













ability backed by over 35 years serving industry. product’s security by specifying ‘‘Tri-Sure Closures.’’ 








AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. ¢ NILES, OHIO e¢ LINDEN, N. J. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1. London, England 
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Sohio Outside Ohio?—Keep an eye on the suit against 
Standard of Ohio filed in a federal court by Standard of 
Indiana. There is every indication Sohio will expand rapidly 
outside its home state if it wins the case. Indiana Standard’s 
suit charges Sohio with marketing at four stations across 
the Ohio-Indiana line. Sohio filed its briefs in the case last 
month. 


Highway Action—House Democratic leaders want high- 
way legislation on the floor by March 1. Two committees— 
Public Works and Ways and Means—will hold hearings on 
the matter. The committee chairmen hope to be under way 
by mid-February. Democratic leaders are pushing another 
pay-as-you go tax plan for highway finance, but plans can 
still be changed. Some oil men say they’d prefer a bill 
sponsored by Rep. T. Ashton Thompson (D., La.), which 
would use direct Treasury money for funds. But the in- 
dustry wouldn’t oppose new taxes strongly, if they were 
spread a bit wider than proposed last year. 


New Brake Coming?—Brake service at stations will be 
changed radically, and the demand for it will drop off 
sharply, if cars adopt the metal-disc brakes used on General 
Motors’ Firebird II experimental gas turbine car. Evidence 
is strong that the new brake may be on some models in the 
next couple of years. If so, brake adjustments will be 
needed much less frequently, because the brakes are air- 
cooled and the metal’s longer wearing. 


Pay-as-You-Go Pumps—Bowser, Inc., plans to adapt its 
“coin-a-day” Petinco system to permit private-brand station 
operators to pay for gasoline dispensing pumps as they use 
them. The coin box, similar to those on “25¢-a-day” tele- 
vision sets, now is used to allow station operators to pay for 
gasoline dumped into their tanks as they dispense it. 


Fuel Injection Due—Fuel injection may be introduced 
before the gas turbine engine, Detroit now hears. One auto 
company man tells NPN the timetable is all set and in- 
troduction is “very near.” 


Remote Price Dip—A General Electric executive predicts 
a smaller differential between conventional and submerged 
service station pump units. The prediction came with the 
announcement that prices will go up for GE’s above-ground 
pump motors, and that prices of submersible motors have 
been cut about 9%. He says the “rapidly shifting demand 
from above-ground to submersible” pump units is behind 
the converging price levels. 
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res Ahead of the News 





Turbine Test Lab—A research organization may open a 
laboratory this year to test developments in the gas turbine 
field. The aim would be to show oil company sponsors how 
far along the turbine is. The tests would help oil companies 
anticipate the turbine’s fuel and lube needs. 


New API Format—Marketers may be able to catch all 
the highlights of API’s mid-year marketing meeting this 
May in Atlanta because of a new program format. A series 
of workshops presented by individual committees was in- 
troduced last year. The sessions were popular, but it was 
impossible for one man to make all of them because they 
were held in scattered rooms at conflicting hours. This 
year, they will be staged consecutively in one place. 


No Federal Refunds—Chances are slim for legislation 
allowing gasoline distributors refunds of federal taxes paid 
on product destroyed by fire or other casualty. Treasury 
Department—backed by Capitol Hill tax experts—feels it 
would open too wide a field for rebates on other goods. 
Distributors also are unlikely to see a switch in the gasoline 
tax from the refiner to retailer level. This would save on 
evaporation losses for marketers and free capital now tied 
up in inventory. Treasury doesn’t want to collect from 
thousands of retailers when it can collect from a few 
refiners. 


Smog Studies Coming—Four federal air pollution stud- 
ies are set for fiscal 1956, by Bureau of Mines in co-opera- 
tion with Public Health Service. One, at Bartlesville, Okla., 
will seek ways of eliminating or reducing undesirable 
industrial exhaust gas pollution. Three others—in Pitts- 
burgh—will examine effects of operating incinerators, 
sulfur-dioxide removal from stack gases and processing 
plants, and obtaining and analyzing industrial plant stack- 
exhaust samples. Congress has set aside $98,000 for the 
program. 


No-Snow Asphalt Stalled—Success still eludes engineers 
who have been trying to perfect a snow-melting asphalt, 
but experiments are continuing. The object is to develop 
an asphalt with a chemical additive that melts the snow. 
So far, engineers say, the product has had some effect on 
light snow in the first season of application; but the chem- 
ical leaches out in the following month, and doesn’t work 
the second winter. Tests on the product, first developed in 
Germany, have been conducted there and in Canada. 


For More Ahead of the News > 
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fF) ahead of the news 


Arkansas Hospitality—Two New York jobbers will be 
back in National Oil Jobbers Council—as delegates from 
Arkansas. John Harper and Tom Brown, both members 
of the important NOJC Highway Committee, were lost to 
the group when Empire State Petroleum Assn. dropped out 
of the national organization. So Arkansas Petroleum Mar- 
keters Assn. invited them in as “house guests” to get them 
back on the job. Harper, who will make another try this 
year to get ESPA back into NOJC (see p. 133), commented, 
“What are the dues? I’ve got to be practical.” 


Price-Hike Fight—Heating oil distributors in one eastern 
state may challenge suppliers to cut their own margins if 
any more price increases come along this season. Protesting 
the latest boost, they say the cost of oil heat is getting too 
close to gas heat. They point out that they are losing an 
important selling point. 


Tax Campaign Pledge—If campaigning legislators keep 
their promises, Louisiana marketers need have no fear of a 
state gasoline tax boost over the next couple of years. 
Questionnaires sent out by Louisiana Oil Marketers Assn. 
show 72 of the 74 state Senate and House hopefuls who 
answered oppose an increase. 


Too Cold for Canopies—An eastern jobber doesn’t think 
station canopies will catch on in cold-weather areas, even 
though they are going strong in the West. It would cost too 
much to build a canopy that would support snow and ice, 
he says. 


Oil and Fertilizer Mix—A New Jersey heating oil dis- 
tributor plans to enter the national liquid fertilizer market 
as soon as he perfects his product. He will compound his 
own formulas and test them in seed beds when warm 
weather comes. He also is planning to make a spray ma- 
chine that will deliver fertilizer under 200-lb. pressure. 


Safety-Belt Law—Cars sold in New York State after Jan. 
1, 1959, will have to be equipped with safety belts if a 
proposed bill gets through the legislature. A seat-belt law 
goes into effect July 1 in Illinois, but the New York pro- 
posal is stronger. Illinois requires only that cars sold there 
after that date be designed so belts can be installed. 


‘Price War’ With Gas—A heating oil distributor in York, 
Pa., which has a very low natural gas rate, wants heating 
oil suppliers to declare the area a depressed market and 
make price concessions. He says it’s necessary, to put dis- 
tributors on a better competitive footing with the rival fuel. 
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More Terminals—tThis will be a big terminal-building 
year for Union Oil Co. of California. It will finish its new 
Los Angeles Terminal this month. Work will begin this year 
on a new terminal at Richmond, on the east shore of San 
Francisco Bay. Two gasoline terminals at Colton, Calif., 
and Phoenix, Ariz. will tie in with Southern Pacific Rail- 
road’s new Los Angeles-Phoenix products pipe line. The 
Colton plant will consolidate the present Riverside, Red- 
lands and San Bernardino terminal operations. 
















Oil Heat Film—An oil-heat group plans to spend about 
$15,000 on a 14-minute color movie boosting automatic oil 
heat. Prints will be released to local television stations and 
shown to local business and fraternal groups. 











Committee Revision—API's meeting assistance commit- 
tee probably will be revamped, because there’s not enough 
work to keep 20 committeemen busy. It was formed to 
help line up speakers-—especially prominent industry figures 
—for regional marketing organizations. Opinion is that 
a watchdog committee of possibly three men can do the 
job, now that the program is set up. 




















Tax Refund Dispute—The state jobber group won’t back 
Eastern Pennsylvania heating oil distributors who want a 
state tax refund on gasoline used to run truck pumps. Job- 
bers fear the request will open the door to similar refund 
demands by farmers and others. Then the jobbers would 
have to keep track of the money. 















More Turbine News—A series of developments will be 
coming up in the gas turbine field, opened by General 
Motors’ announcement in December of its second turbine 
car. One auto company is due to announce expansion of its 
turbine research program. Another is expected to unveil its 
own turbine-driven passenger car. Spokesman for a third 
said his company’s next move will be to combine the tur- 
bine with a free-piston engine. 


















Show Space Scarce—The oil heat exposition (June 11-15 
at the New York Coliseum) will be sold out by March 1 
if space sales continue at their present rate, says the spon- 
soring Oil-Heat Institute of America. 















Asphalt Supply Strong—Asphalt producers can meet 
the demands of any highway program the federal govern- 
ment might decide to enact this year, says Asphalt Institute 
in answer to “rumors of a looming shortage in paving as- 
phalt.” Sales for 1955 totaled about 17 million tons, says 
the Institute, a 16% increase over 1954. 
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PETROLEUM INDICATORS 









NPN PRICE AVERAGES* 
Refinery/Terminal 


(¢ a gal.) 
Jan. Dec. Jan. 
1956** 1955 1955 
Gasoline 11.81 11.81 11.28 
Kerosine 10.74 10.51 10.69 
Distillate 9.33 9.11 9.22 
Residual 5.07 4.96 4.18 
4 principal 
products 9.36 9.29 8.81 
Lube oil 20.72 20.47 16.48 
Crude at 
well ($ 
per bbl.) 2.83 2.83 2.82 
*Weighted average price, prin- 
cipal markets. 
**Through Jan. 6. 
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MONTHLY PETROLEUM STATISTICS Jam Dec. Jan, 

Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 169,012 165,803 169,562 
Distillate fuel oil (thous. bbl.) 107,269 112,003 86,692 
Kerosine (thous. bbl.) ......... Ses SKE 26,345 27,281 23,266 
Residual: foei of (bows. Bb) ........ eke enes 39,719 39,850 49,457 
Crude oil—B. of M. (thous. bbl.) .. Kos ae 260,098 262,033 260,156 





Refinery Activity 


Crude runs to stills (thous. bbl. daily) ............ 8,020 7,764 7,379 
Foreign crude included (thous. bbl. "asily) Bea nan 793 863 732 
% of refinery capacity operated ....... ea ashe 95.3 93.1 86.2 
Refinery Output 
Gasoline (thous. bbl. daily) ................... 3,883 3,855 3,557 
Kerceme: (tlagum.. SUE GRE) su. 5 ce at eee 349 360 409 
Distillate fuel oil (thous. bbl. daily) ............. 1,929 1,774 1,740 
Residual fuel oil (thous. bbl. daily) .............. 1,271 1,263 1,235 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) ...... 7,026 6,955 6,761 
Crude oil imports (thous. bbl. daily) ............. 818 852 740 


*Through Jan. 6. 
Source of Data: API Weekly Reports, except Jan. 1955, Bureau of Mines. 






MONTHLY MARKET TRENDS Latest Month Previous Month Year Ago 


Petroleum products in secondary storage (thous. bbl.) 56,464 (Oct.) 57,212 53,806 
Exports of crude and refined products (thous. bbl.) 11,751 (Oct.) 11,154 11,579 
Average station gasoline price, ex tax (¢ per gal.) .. 21.64 (Jan.) 21.20 21.26 
**Gasoline consumption (million gal.) ........... 4,659 (Sept.) 4,990 4,378 
Service station permits (number) .............. 946 (June) 972 884 
Passenger cars—domestic shipments (thous.) ...... 721 (Nov.) 492 478 
Trucks and busses—domestic shipments (thous.) .... 99 (Nov.) 82 73 
Automotive replacement tire shipments (thous.) .... 3,592 (Oct.) 4,460 3,558 
Replacement battery shipments (thous.) .......... 3,036 (Oct.) 3,039 2,667 


Oil burner shipments (thous.) ................... 95 (Oct.) 108 102 
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R APID growth in heating oil sales 

has intensified the oil companies’ 
problems in refining and handling dis- 
tillate fuel oil, one half of which goes 
into heating oils. 

Their difficulties are further in- 
creased by the concentration of heat- 
ing oil consumption in limited geo- 
graphical areas in the U. S. The 
combined East Coast and Gulf Coast 
refining districts supply over half the 
total U. S. distillate demand, princi- 
pally to meet the heating oil needs of 
the Northeast and New England. The 
combined Indiana - Illinois - Kentucky 
and Oklahoma-Kansas-Missouri refin- 
ing districts, serving the middle east- 
ern states and the Midwest, together 
supply around 28% of the total U. S. 
distillate demand. 

Together, these four refining dis- 
tricts shipped out over 80% of all the 
distillate fuel oils moved in the U. S. 
during 1955. The accompanying table 
shows demand for this product in all 
districts in the 1954-55 winter periods. 

Principally because of the increase 
in heating oil sales, total demand for 
distillate fuel oil at U. S. refineries has 
more than doubled since World War 
II, increasing from a 746,300 b/d avg. 
in 1946, to 1,508,400 b/d in 1954. By 
comparison, the demand for gasoline 
at refineries has grown only about 
63% in the same period. 

Demand for distillate fuel oil at re- 
fineries fluctuates widely over the year, 
because of the seasonal nature of heat- 
ing oil consumption. Shipments in 
1954 ranged from 932,000 b/d in July 
to 2,515,000 b/d in December. 

These two characteristics of this re- 
finery product—the large volume cur- 
rently handled and the seasonal 
changes in its demand—pose problems 
for the refinery suppliers. In summer, 
the chief concern is to build up ade- 
quate storage to meet winter demands 
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DISTILLATE demand this winter is pulling ahead of totals for ‘54-55 season 


for heating oils without upsetting the 
balance in refinery operations. In 
winter, the problem is to have the 
storage distributed so it can be fed 
into marketing channels without in- 
terruption of supplies. 

From the end of March to the end 
of October, in 1954, U. S. refiners put 
nearly 79,000,000 bbl. of distillate 
fuel oil into storage against winter 
heating oil needs. Total stocks Oct. 31 
(139,128,000 bbl.) were about 93 
days’ supply at the daily average rate 
of consumption in 1954. By compari- 
son, refiners built up their gasoline 
inventories from the end of Septem- 
ber, 1953, to the end of March, 1954, 
by only 39,395,000 bbl. 

In the districts where distillate de- 
mand is greatest, refiners resort to 
various means to try to level off their 
own plant operations over the year 
and still meet the seasonal fluctuations 
in distillate demand. Among them: 

e They shift their product yield, to 
give the largest proportional output of 
distillate fuel oil from the crude run to 
their stills in the season of largest heat- 


ing oil demand. 

e They arrange for adequate “dead” 
storage—where the products will not 
be withdrawn for a long period—in 
the summer season of building up dis- 
tillate inventories. 

e They offer price discounts and, 
through other plans, try to induce the 
heating oil distributors to fill their own 
and consumers’ storage during the 
summer and thus carry some part of 
the over-all inventory load. 

Refiners have installed additional 
steel storage in recent years, to pro- 
vide for building up distillate inven- 
tories during the spring and summer. 
Esso Standard Oil Co. has solved its 
summer heating oil storage problem, 
at least in part, by converting an 
abandoned slate quarry at Wind Gap, 
Pa., to store 1,000,000 bbl. of oil. 

From all indications, heating oil 
sales will continue to increase in com- 
ing years. So suppliers will continue to 
face the problem of cushioning their 
plant operations over the year against 
the large seasonal swings in heating oil 
demand. a 


Supply and Demand for Distillate Fuel Oil, by Refinery Districts, Winter Periods 1954-1955 


(000 bbi.) 
Last 3 Months 1954 First 3 Months 1955 Last 3 Months 1955 
Draft D/avg. Draft D/avg. Draft D/avg. 
Refinery Districts Prod. onStocks Demand Demand Prod. on Stocks Demand Demand Prod. on Stocks Demand Demand 
Bast Cet os ec sa sees 25,696 — 7,493 33,189 360.8 27,033 —16,487 43,520 483.6 24,666 -—11,655 36,321 3948 
co ft Ree er 55,478 — 2,145 57,623 626.3 59,365 — 8,927 68,292 758.8 57,106 — 2,265 59,371 645.4 
Total Goastal ... 2. ss see 81,174 — 9,638 90,812 987.0 86,398 —25,414 111,812 1,242.4 81,772 —13,920 95,692 1,040.2 


Appalachian ........... 2,973 — 
ie RY, 6 ccc cveses BS 
Okla.-Kans.-Mo. ........ 14,628 
ON, i ako von vas 11,320 — 
Total Malens | ic ek as 52,766 


133,940 
14,334 


Total East of California .... 


Cee | i Koken ene 


Total 
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— 6,307 
— 1,580 


— 9,051 
—18,689 
— 1,228 








148,274 —19,917 





3,328 36.2 3,810 — 884 4,694 
30,152 327.8 26,848 — 9,578 36,426 
16,208 176.2 14,419 — 5,135 19,554 
12,129 131.8 12,466 — 1,357 13,823 
61,817 672.0 57,543 —16,954 74,497 








152,629 1,659.0 
15,562 169.2 
168,191 1,828.2 





14,483 — 3,319 











143,941 —42,368 186,309 
17,802 
158,424 —45,687 204,111 


2,070.2 





2,268.0 








52.2 3,419 — 1,151 4,570 49.7 
404.7 25,758 — 9,095 34,853 378.8 
217.3 15,422 — 3,917 19,339 210.2 


153.6 12,536 — 1,343 
827.8 57,135 —15,506 


138,907 —29,426 
14,951 — 2,284 
153,858 —31,710 


13,879 150.9 
72,641 789.6 


168,333 1,829.8 
17,235 = 187.2 
185,568 2,017.0 
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Be first 


IN YOUR COMMUNITY 
De orrer ERIE 


Liy-CleaneL” 
=~ OIL 


First developed by Erie Meter 
Systems during World War II to 
remove water from aviation gaso- 
line, the Erie Dehydrator is widely 
used in fuel oil and gasoline service. 
Water, sludge, scale and dirt are 
completely removed by the Erie 
Method, an investment that helps 
both your customers and you. Get 
the facts, learn how to eliminate 
water condensation problems once 
and for all. Contaminated fuel oil is 
“dry cleaned” to burn at top efficien- 
cy with no spluttering, no clogging. 
For greater sales and lower service 
costs—-mail the handy coupon today. 
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A sure way TO BOOST FUEL OIL SALES 
and REDUCE BURNER SERVICE CALLS.... 






the ERIE | 


“Dry Cleaned” a 
gine HAND ‘BILLS 
Sales Plan BLOTTERS 

Includes RADIO. SPOTS 
a 


FILL-IN AND MAIL COUPON FOR DETAILS 


ee METER evi; INC. 
Box 559, Erie, Pennsylvania 


I want to know more about Erie Dehydrator 
"Eek Chee rare ee 
details. 


COMPANY 
ADDRESS. | 
city ZONE STATE 
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Here's the deal... LOOK IT OVER f 


A big profit for dealers... with a handsome 
ELECTRO-SERVER for the dealer’s wife, sweetheart 
—or to use himself—at a give-away price! 


1. 26 Fastest Selling, most profitable Purolator re- 
fills. All are new stock—with the fabulous Alu- 


minum Body—at regular prices. 


2. Electro-Server. Sturdy aluminum construc- 
tion. 7-cup capacity. Keeps liquids hot. 


3. Deal comes in sturdy carton for shipment. 


DEALER COST... . $35.52 


(For filters and Electro-Server) 


DEALER PROFIT... . $25.16 


(Plus profit on oil changes) 


PUROLATOR’S AIM: To give you the quickest, 
CLEANEST stocking deal in the history of the 
industry! 


SO—STOCK ALL YOUR DEALERS—NOW—For 
this month’s Bonanza profits . . . for Purolator 
Filter Check-Time sales and profits! 


NEXT MONTH —JUST AROUND THE CORNER... 
Purolator’s Annual Spring Filter Check-Time! 
Will be backed by the most powerful selling 
campaign in Purolator history. 


PUROLATOR PRODUCTS, INC. 
Rahway, New Jersey and 
Toronto, Ontario, Canada 


‘Purolator’’ and ‘‘Micronic,’’ Reg. Trade-Marks, U.S. Pat. Off 


PUROLATOR 


. . » America’s No. 1 OIL FILTER 
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“Oh, kick me!” cries Merchant Neal, V, . 


In a posture hardly genteel. Y 


He bought trucks in haste, 
Then the costly fact faced, 
That he’d missed the Dodge Dealer’s Deal! 


POCO O EOE EOE EERE EEE EEE EEE EEE E EEE ES SEE EEE TEESE EE ESE EEE EES SESE SEEES SEES ESESE SESE ES EH ESHE ESE TOOHESEE TESS SESE ES 


If you buy a new truck after looking at 
& only one make, it’s like making a deal in the 
dark. A smarter way to buy is to “‘spotlight”’ 
real truck value—weigh and compare com- 
petitive claims with these Dodge truck facts: 


Most standard V-8 horsepower of all leading makes— 2- 
ton through 3%-ton range. You'll make faster trips— 
get more work done! 


Shortest turning radius. You’ll maneuver in traffic, and 
park more easily. 


Biggest cabs, with biggest wrap-around windshield. You’ll 
enjoy more comfort, safer vision. 


Highest payload capacities . . . pick-ups providing up to 
22% more payload than others. 


Prices down with the lowest. 


Next truck you buy, don’t deal in the dark. 
@ Turn a bright light on the facts. See Dodge 
/ before you buy. 


Cates: THE DODGE 
DEALER'S DEAL 


<—~ | BEFORE YOU DECIDE 


Job-Rated 


TRUCKS 


WITH THE FORWARD LOOK > a 
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Motor oils compounded with 


give your customers what they want 


Reduced engine wear 


Rust protection 
Performance under all types of operation 


Corrosion protection 


En gine cl 


Your customers are 
aware of the greater demands placed on motor 
oils by the modern, high-compression engine. 
And with superior oil performance and engine 

I I $ 
protection provided by Oronite lube oil additives, 
you can gain a better sales position with your 
finished oils. With Oronite additives you can 
prove “reduced engine wear” to your customers. 


Oronite’s flexible program of custom-formulation 
to your base oil and individual needs can provide 
your customers with an exclusive, tailored-to- 
order motor oil. Why not talk it over with an 
Oronite lube oil additive specialist. Contact 

the Oronite office nearest you. 


Custom-formulation for individual oil marketer 
—an Oronite specialty! 


ORONITE CHEMICAL COMPANY 


200 Bush Street, San Francisco 20, California 


ORONITE 30 Rockefeller Plaza, New York 20, New York 
CHEMICAL 20 North Wacker Drive, Chicago 6, Illinois 
COMPANY 714 W. Olympic Blivd., Los Angeles 15, California 


Mercantile Securities Building, Dallas 1, Texas 
Carew Tower, Cincinnati 2, Ohio 
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Carry more, earn more, 
with Butler rural 


Big capacity and plenty of TBA space — these are features that really pay 
off in rural delivery truck tanks. They mean more deliveries and larger 
drops with fewer trips. They mean less back-tracking, less driving time and 
faster service to your rural customers. | 

Both of these features and all these advantages are yours in Butler ( 
Truck Tanks designed and built especially for rural routes. 

But Butler offers even more to make rural deliveries more profitable. 
Butler’s gradual bend piping speeds emptying. Reels, pumps, meters, when 
specified, and TBA storage are all located for easiest use on rural routes. 
Deep-dished double bulkheads provide greater safety when multiple fuels 
are carried. Overhang on 84-in. CA trucks has been kept to a minimum for 
easier handling and turn-around on narrow roads. 
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You have a wide choice of sizes and capacities in Butler rural delivery 
Truck Tank models. There’s the feature-packed ROUTE MASTER available 
in 1000, 1200 and 1500 gallon capacity. Or, if you do a big volume in TBA 
and barrel deliveries, you may want the extra storage space of the dual- 
purpose CARGO model. It serves as both a truck tank AND a pick-up — often 
saves the cost of an extra delivery truck. There’s a Butler Truck Tank in 
the proper capacity to best serve you — at a moderate price. 


amas ss 
RS AO A NAT RE Bits OS BH 


a oo i fi 





Most all models and sizes are available for IMMEDIATE DELIVERY. For 
details, mail coupon to nearest Butler office. 





OP aut © 
Phone Stet ling 605 


Cw 9066 
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cut back-tracking 
delivery truck tanks 


READ WHAT OWNERS SAY 


“1 carry more gallons and handle more customers 
per trip with my new Butler Truck Tank (top picture),’’ 
says Mr. Cleo Clothier, driver-owner of Clothier-Skelly 
Service of Stafford, Kansas. “It exactly fits my route 
and makes my work easier. I’ve been using it eight 
hours a day, seven days a week and it’s stood up 
perfectly with only routine lubrication.” 


“Before we bought our new Butler CARGO Truck 
Tank (middle picture), we needed an extra pick-up for 
TBA and barrel deliveries,” reports Mr. H. E. Doyle, 
driver for Donovan Oil Co., Emmetsburg, lowa. ‘Now, 
with the CARGO’s extra storage space at the rear, we 
don’t need the pick-up. We figure our dual-purpose 
CARGO saves us a lot of call-backs, time and miles.” 


“Our big-capacity Butler ROUTE MASTER 1500 is 
saving miles and driver time (bottom picture),’’ says 
Mr. W. A. Dunaway of the Arkansas Fuel Oil Co., the 
Cities Service distributor for Pine Bluff, Arkansas. ‘‘Its 
extra capacity gives us more deliveries per trip.’’ 
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Manufacturers of Oil Equipment - Steel Buildings 








Farm Equip t+ Dry Cl s Equi t 


P 






Outdoor Advertising Equipment + Special Products 









Factories located at 





Kansas City, Mo. * Minneapolis, Minn, 
Galesburg, Ill. * Richmond, Calif. 
Birmingham, Ala. * Houston, Tex. 


Burlington, Ontario, Canada 
















For prompt reply, address the office nearest you 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 

954 Sixth Avenue, S.E., Mi polis 14, Mi t 

Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 
913 Avenue W, Ensley, Birmingham 8, Alabama 

Dept. 40, 624 South Michigan Avenue, Chicago 5, Illinois 


Please send full information about Butler Truck Tanks to: 





Name 
Company 
Street : aes bane 


City Zone State 
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5-STAR 


‘ 
DEALER AID PLAN 
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Sinclair learns from Dealers 


how to Help Dealers More 


The man at the pump knows the retailing help he needs. But getting his 
ideas to the “top” is another matter. 


Not so with Sinclair Dealers. Sinclair rolled up its sleeves, conferred with 
1,500 dealers in 38 states, asked them man-to-man, shirt-sleeves questions 
about every phase of the service station business. And Sinclair Dealers 
answered those questions — frankly gave their own opinions on their 

own needs — and asked questions themselves. 


The result: Sinclair knows Sinclair Dealers’ real needs. And Sinclair’s 
Dealer Aid Plan is therefore tailored-to-measure to fit the real needs of real 
dealers with a realistic merchandising program. 


Sinclair Can Help YOU Too! 


Now’s the time to switch to Sinclair, and benefit from this practical 
Dealer Aid Plan. See your Sinclair Representative or write 

Sinclair Refining Company, 600 Fifth Avenue, New York 20, N. Y. 
And be sure to ask about the Sinclair TBA Franchise, 

featuring Goodyear, the greatest name in rubber. 


“Leads the industry in dealer assistance” 








t 
Ask about Sinclair's /\ 7” 
5-STAR “<i 
\ 


Dealer Aid Plan 


Y™, 
(a part of the Sinclair Dealer Franchise) 
% Sinclair Retail Selling Plan 
% Dealer Councils 
% Demonstration Stations 
% Dealer Survey 
% Dealer Conferences 


The Sinclair Franchise 
Builds Successful Dealers 
Because Sinclair Does More 
to Help its Dealers Make More 
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The President's Message 
and Marketers 


WO points in President Eisenhower’s state of 

the union message are of particular interest 

to marketers: disaster assistance and highway 
legislation. 

As Congress goes into the second month, it 
appears that action will be taken on at least one, 
and possibly both. Because they mean so much 
to oil men, it would be well for marketers to watch 
the developments closely and be prepared to get 
in touch with their Congressional representatives 
in Washington. 

Two aspects of highway legislation that mar- 
keters should insist on are: 

e A stipulation that free competition be pre- 
served. This can be accomplished through a pro- 
vision that states not permit service stations or 
other commercial stores to be constructed or 
located on rights of way of the national highway 
system. 

e An equitable form of financing. Gasoline is 
always eyed as the most convenient source of 
revenue. So the drive to increase gasoline and 
diesel taxes will be strong again. Before these 
taxes are touched, though, legislators should study 
other road-user aspects as possible sources, such 
as all motor vehicles, owners of roadside property, 
automotive parts, paving materials and paving 
equipment. 

It is too early to say what the most equitable 
formula could be. But the point here is that if 
financing is to be done on the road-user principle, 
a broad road-user base should be considered. 

Midwest, West Coast and Eastern marketers wel- 
comed the President’s remarks about disaster 
assistance, because many of them were hard-hit by 
the floods of *51 and ’54. Said Eisenhower: “Dis- 
aster assistance legislation requires overhauling 
and an experimental program of flood-damage 
indemnities should be undertaken. The Adminis- 
tration will make detailed recommendations on 
these subjects.” 

These recommendations will bear close scrutiny. 
While the spirit of the statement is commendable, 
the application and consequences of the actual 
measures are what really matters. 
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EDITORIALLY SPEAKING 


Its About Time 


T LAST New York state is talking about 
earmarking state gasoline taxes for highway 
construction. 

New York is the third largest gasoline-consum- 
ing state (after California and Texas), burning 
about 312 billion gallons annually. With a state 
tax of 4¢ per gallon, the yield is some $140,000,- 
000. New York is among the states that divert 
gasoline tax money to other uses than highway 
construction, although theoretically that was the 
reason for levying a state gasoline tax. 

New York has ignored importunings that it 
not divert taxes. Now a move is under way to 
enact a constitutional amendment that would ban 
diversion of motor fuel taxes. 


Medical Bulletin 


HE general health of the oil marketing indus- 
try is fine. Almost everyone concedes that. 
But how fine? 

A partial medical checkup comes in the form 
of a projection of service station construction this 
year (unofficial) and a comprehensive report on 
the trend up to the last census (official). Most 
marketing companies refer to their building plans 
as expansion programs and are budgeting for 
about the same rate as last year or a higher one. 

For the most part, they are building larger sta- 
tions. Seldom do new stations allow for one-man 
operations any more. The rise of these installations 
from little business to good-sized business is seen 
in the sales totals reported by the Bureau of 
Census (See stories on pp 31, 32). 

The checkups, it should be noted, do not take 
into account the ailments and afflictions—in the 
form of manpower and operating problems. One 
might conclude that so long as the body is consti- 
tutionally healthy, it can withstand the ailments 
and afflictions. 








Station Building Plans for Six Major Companies This Year 


Outlets, ‘55 


5,000 


37,500 


24,000 


8,700 


4,800 


2,700 


Outlets, ‘54 


5,000 


35,000 


24,000 


8,100 


4,400 


2 ,600 


Stations Planned, ‘56 


60 





Stations Built, ‘55 


60 


Here's the '56 Station Building Outlook 


_. Spree CONSTRUCTION of new sta- 
tions is the ’56 story for 20 major 
oil companies surveyed by NPN. Chief 
objective is to get larger, more modern 
stations to replace old, small-gallonage 
outlets. There’s a lot of remodeling and 
rebuilding scheduled, too. 

Since most majors are not interested 
in sheer numbers, it’s hard to say what 
will happen to the total number of out- 
lets. NPN’s survey indicates a slight 
rise, but many marketers expect a 
small decline. This much is certain: 
the emphasis is on quality rather than 
quantity. 

Gulf Oil Co. is a good example. 
There were about 1,300 new and re- 
modeled stations flying its flag last 
year, with about the same number ex- 
pected to go up this year. Gulf’s total 
number of outlets, however, is ex- 
pected to remain about 36,000. 

Number of outlets includes garages 
and grocery stores, as well as full- 
fledged service stations. 

Cities Service added about 700 new 
and remodeled stations last year, but 
its dealer total rose by only 242, to 
19,365. The company plans to add 
between 800 and 1,000 new stations 
this year. But, says Cities Service, the 
total number of outlets won’t change 
much more than it did last year. Total 
cost will run about $25-$30 million. 
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Union Oil Co. built about 166 new 
stations last year, and expects to do 
the same this year. Its station total, 
however, showed a slight decline be- 
tween 1954 and 1955 and is now 
about 4,700. 

One Midwest major says its total 
number of outlets holds fairly steady 
because “changing traffic patterns and 
obsolescence result in the closing of 
stations that are no longer profitable.” 

The Texas Co., on the other hand, 
plans to build nearly 1,000 new sta- 
tions this year, and has also been 
adding to its total outlets at a good clip. 
Texaco outlets number about 37,500, 
up 2,500 over ’54. The company built 
975 stations last year. Its ’57 plans 
call for a “continuing program to 
strengthen its marketing facilities.” 

Sinclair Refining Co. expects to add 
800 to 1,000 outlets to its current fig- 
ure of about 29,000. The company 
will spend more money for rehabilita- 
tion than for new stations. 

Costs—They’re going up. A Mid- 
west major figures its new stations will 
cost about $35,000 this year, 10% 
higher than last year. Most majors sur- 
veyed plan to spend between $30-$35,- 
000 a station, although a Southwest 
marketer will keep his cost around 
$22,000. These costs cover land and 
equipment. 


Because of high prices, many com- 
panies are taking a closer look at pre- 
fabricated stations. At least 700 of 
them are expected to be built this year 
by such companies as Cities Service, 
Esso Standard, Gulf, Shell, Socony 
Mobil, and Texaco. Prefabs run about 
$12,000 for a two-bay station, the 
building alone. (See story about an- 
other low-cost station on p. 35.) 

Locations—Most of the building 
will be done in suburban areas, much 
of it in cities where the companies had 
no representation before. This con- 
tinues the trend shown by the Bureau 
of Census reports on stations (see op- 
posite page). 

Skelly Oil Co. plans 60 new stations 
this year, with half of them to go up 
in cities where the company had no 
outlets, either direct or through job- 
bers. The same was true for Skelly last 
year. 

D-X Sunray Oil Co. is planning an 
expansion program that will take it 
into several new marketing areas 
(story on page 38). American Oil 
Co. is building stations in six Texas 
cities, a new state for Amoco. 

After °56—Most majors say their 
station building programs will hold 
fairly steady. But one marketer 
quipped, “Any estimate beyond 1956 
isn’t worth a damn.” s 
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Census Shows Four Marketing Trends 


] Stations with employees are on the rise, as 


one-man operations decline 


Sales hit new highs—they’re up 60%-100% 


in many states. A few are even higher 


stations follow population shifts 


Number of stations is down in 18 of 29 states 


3 Heaviest growth is in suburban areas, as 


reported so far. North Carolina, New Jersey, 
New York show biggest losses 


THOSE IMPORTANT TRENDS 
stand out sharply in the U. S. Census 
Bureau’s current look at the nation’s 
service station business. 

An NPN analysis of more than half 
the reports from the Bureau’s 1954 
census of retail business develops this 
picture: fewer and larger stations carv- 
ing out a bigger share of a steadily 
growing market. (See next page for 
a table showing state-by-state results.) 
The ’54 census was the first since 1948 
in the retail business field. 


Total Going Down? 


The evidence now indicates a drop 
of about 3% in the number of U. S. 
stations between 1948 and 1954, al- 
though complete returns could alter 
this. Reports from 29 states and the 
District of Columbia show a net de- 
cline of 3,399 stations—down from 
102,486 to 99,087. All sections of the 
country, except the Midwest, are well 
represented in the first reports. 

Three states bore the brunt of the 
decline in total stations. They were 
North Carolina, New Jersey and New 
York. Together, they lost nearly 3,000. 

If the downward trend continues, 
oil marketers may have to change one 
of their conversational reference 
points. Many oil men have used a 
round figure of slightly over 200,000 
stations for the U.S. total. But the 
drop so far indicates the ’54 total may 
fall short of the ’48 figure of 188,253. 
It may run about 183,000. 

However, the Census Bureau’s fig- 
ures do not include all retail gasoline 
outlets. Businesses that sell gasoline, 
but earn more money selling some- 
thing else—like groceries—are not 
covered. This means a lot of retail 





gasoline outlets do not show up in the 
Census reports. NPN’s 1955 Factbook 
puts the over-all total at 332,000 out- 
lets, with 81 companies reporting. 

Overbuilding—Charges by some oil 
marketers that major companies are 
overbuilding are not confirmed by re- 
turns so far. Even the final returns 
are not likely to settle this question. 
The lion’s share of complaints about 
overbuilding arise in particular areas 
and usually concern those areas. It 
calls for an extremely close analysis 
of local population and station growth, 
which the reports don’t provide. 


Fewer One-Man Stations 


Most pointed facts developed so 
far are the drop in one-man stations 
and an increase in the number of out- 
lets with at least one employee. The 
census shows 67% of the stations had 
workers on the payroll in °54. The 
figure was only 59% in 1948. 

Growth of the station with a pay- 
roll isn’t big enough, however, to off- 


set the drop in one-man outfits. This 
accounts for the over-all drop as shown 
in this table: 


1948 1954 % Change 





One-man 42,023 32,656 —22% 
With payroll 60,463 66,431 +10% 
Total 102,486 99,087 — 3% 


These figures show a drop of 3,399 
stations, based on a decline of 9,367 
one-man operations, and an increase 
of 5,968 outlets with more than one 
employee. 

Decline of the one-man outlets is 
not unexpected, since most savvy mar- 
keters have been concentrating on the 
bigger outlets and letting the small 
ones go by the board. 

Most graphic example of this two- 
way trend is California. The Golden 
State lost over 1,300 one-man stations 
and gained over 1,800 outlets with 
more than one employee. California 
had 14,768 stations at the end of ’54, 
tops in the nation. Slightly over 4,000 
of these were one-man operations. 

New York followed the general 
trend with nearly 1,600 fewer one- 
man outlets, and 614 more stations 
with payrolls. 

In New Jersey, widespread price 
wars apparently took a heavy toll. 
One-man operations dropped by more 
than 1,000. There was an increase of 
36 stations with payrolls. 

North Carolina registered a drop 
of 988 stations, biggest of any state 
reported so far. 

Trend Breakers—Booming Florida 
didn’t pay any attention to the trends. 
It showed gains in both classes of 
stations. Payroll outlets rose by 635, 
for a total of 3,033. 

Other states showing net gains were: 
Arizona, Delaware, Maryland, Ne- 
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Station Sales Soar in Rapid-Growth Areas 


Metropolitan No. of Stations 
Area 54 48 
Baltimore 1,026 939 
Cleveland 1,224 1,209 
Denver 744 672 
Los Angeles 
Basin 6,179 5,895 
Miami 712 566 
New York 10,143 8,471 
San Francisco 2,173 2,083 
Seattle 905 980 
Washington, 
D.C. 422 832 


Average Station Sales % Increase 


54 48 in Sales 

$77,744 45,382 71% 
79,891 48,016 66 
70,569 41,112 72 
89,380 42,500 110 
71,572 47,852 50 
66,389 33,478 98 
81,992 48,892 68 
67,163 37,606 79 
113,506 72,084 57 
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vada, New Mexico, Oregon, South 
Carolina, Tennessee, and West Vir- 
ginia. 

Sales Booming 

While the station total was going 
down, sales registered a dramatic in- 
crease. Commerce Department's latest 
report set 1955 station sales at $12.4 
billion, up almost $1 billion over 1954. 

The census reports for 29 states and 
the District set up the ’54 figure at 
more than $6 billion, compared with 
$3.6 billion for ’48. That’s an increase 
of 70%, with nearly 3,400 fewer sta- 
tions sharing in it. The average take 
per station was $61,192 compared with 
$34,791 in °48. 

(It’s worth remembering, however, 
that retail gasoline prices, including 
taxes, increased about 16% between 
*48 and ’54. The Census Bureau’s sales 
figures include both federal and state 
taxes.) 

Nevada recorded the biggest rela- 
tive gain, 135%. Motorists paid out 
$33.5 million there in 1954 at 349 
stations. The figure was $14.2 million 
six years earlier, with one less station. 
Arizona came in a close second with 
a 120% increase, from $40.7 million 
to $89.5 million. 


increases of 100%. Florida’s total 
rose from $134.3 million to $268.7 
million. In Maryland, sales were up 
from $81.5 million to $162.6 mil- 
lion. 

California led the nation in total 
sales with better than $1 billion. That 
was a 94% increase over 1948. Hold- 
ing second place was New York, with 
sales of $710 million, a 61% increase. 

Other states showing big percentage 
increases were South Carolina and 
New Mexico (90%), Georgia and 
Virginia (85%) and New Hampshire 
(80%). 

In “war-torn” New Jersey, sales 
totaled $323 million, an increase of 
65% over °48. That averages out at 
about $60,000 per station, not quite 
the national average. New Jersey sta- 
tions averaged about $31,000 in 1948, 
a little above the national average. 


Move to Suburbs 

Reports covering leading metropoli- 
tan areas show a marked trend to 
higher sales outside the cities as shop- 
ping centers and stations follow people 
to the suburbs. Increase in average 
station sales in some area has been 
phenomenal. 






while sales were up only 54% in the 
city proper. 

Number of stations in metropolitan 
Washington dropped sharply, from 
832 to 422. This drop, plus rising con- 
sumption, increased the average sales 
per station in this area from $72,084 
to $113,506. 

In metropolitan New York, the 
move to suburbia also stands out. 
Suburban sales were up 75%, com- 
pared with New York City’s 56% rise 
and Newark-Jersey City’s 50% in- 
crease. 

(Metropolitan New York includes 
the city’s five boroughs, Nassau, Rock- 
land, Suffolk and Westchester Coun- 
ties in New York; plus Bergen, Essex, 
Hudson, Middlesex, Morris, Passaic, 
Somerset, Elizabeth and Union Coun- 
ties in New Jersey.) 

In the Los Angeles Basin, heart of 
business and population expansion in 
California, average station sales have 
more than doubled. The Basin covers 
Los Angeles and Orange Counties, 
where sales totaled $527 million in ’54. 
In ’48, sales were only $262.6 million. 
Number of stations in the Basin 
dropped by about 300, to 5,895 while 
average station sales shot up from 
$42,500 in ’48 to more than $89,000 


Washington, D. C., provides the best 
example. Suburban sales rose 155%, 











Florida and Maryland showed sales in *54. " 








Service Station Population and Sales Story for 29 States 















No. of Stations Stations with Employees One-man Operations Dollar Sales (add 000) % increase 
States "54 "48 54 48 54 "48 54 "48 in sales 
Arizona £315 1,126 893 684 422 442 89,485 40,671 120% 
Arkansas 2,102 2,401 1,282 1,250 820 1,151 91,765 59,357 55 
California 14,768 14,296 10,754 8,934 4,014 5,362 1,150,941 593,325 94 
Colorado 2,026 2123 1,382 1,281 644 842 124,906 78,418 59 




















Connecticut 2335 2,668 1,671 1,518 662 1,150 142,945 94,588 51 








Delaware 475 434 297 251 178 183 27,465 16,382 68 
Dist. of Col. 422 429 398 404 24 25 55,627 36,129 54 
Florida 4,715 3,950 3,033 2,398 1,682 1,552 268,713 134,251 100 




















Georgia 4,113 4,148 2,629 2,654 1,484 1,494 222,455 120,295 85 
Maine 1,212 1,425 780 785 432 640 60,655 41,294 47 
Maryland 2,301 2,076 1,719 1,362 582 714 162,622 81,475 100 
Massachusetts 4,467 4,888 3,095 3,113 1,372 1,775 257,965 165,208 56 
Minnesota 4,226 4,598 2,628 2,828 1,598 1,770 220,088 173,090 27 











Nevada ...... aie 349 348 265 206 84 142 33,458 14,230 135 









New Hampshire 812 858 516 456 296 402 40,177 22,269 80 
New Jersey 5,403 6,378 3,561 3,525 1,842 2,853 323,278 195,914 65 
New Mexico 1,233 1,077 763 640 470 437 67,632 35,682 90 


















New York 11,565 12,536 . 7,695 7,081 3,870 5,455 710,018 441,979 61 
N. Carolina 5,176 6,164 2,822 2,898 2,354 3,266 245,354 140,200 Ta 
Cie ..... 8,756 8,992 6,228 5,660 2,528 3,352 616,977 378,914 63 
Oregon .. 2,929 2,411 1,651 1,343 874 1,068 143,574 90,341 59 











Rhode Island 1,065 568 556 388 509 45,872 30,646 50 
S. Carolina 2,684 2,519 1,662 1,481 1,022 1,038 127,415 66,905 90 








South Dakota 1,040 1,236 664 694 376 542 49,226 43,179 14 
Tennessee 3,388 3,211 2,380 2,228 1,008 983 200,602 112,731 78 
WUE 6 bk sea weiss eat 534 663 352 377 182 286 24,626 17,638 40 






























Virginia 4,039 4,083 Zt 2,423 1,262 1,660 232,122 125,686 85 
Washington 3,335 3,550 2,191 1,868 1,144 1,682 195,008 122,659 39 
W. Virginia 2,242 2,198 1,394 1,183 848 1,015 98,106 64,139 53 
Wyoming 575 635 381 382 194 253 34,269 28,008 22 











99,087 102,486 66,431 60,463 32,656 42,023 $6,063,346 $3,565,603 Av. 70% 
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“We're looking for audiences . . . to tell 
people this wonderful story of oil” 


OlIC's Miller Takes a Look 


Pp REDICTING the 1956 _ fortunes 
of the oil industry would be 
risky. But one thing is sure: the Oil 
Industry Information Committee will 
be in there plugging its “Oil Serves 
You” message. 

OIIC, the public relations arm of 
American Petroleum Institute, is going 
into its ninth year under its executive 
director, Rear Adm. Harold B. (Min) 
Miller, USN (Ret.). In 1956, Adm. 
Miller and his crew will be shooting 
at these seven targets: 

e Raise the number of OIIC volun- 
teers from 30,000 to 36,000. 

e Expand the OIIC education pro- 
gram to reach 10,000 schools. 

e Broaden the employee informa- 
tion program by adding workers. 

e Enlist more jobbers and dealers 
through association meetings. 

e Lead an all-out drive to recruit 
more women into OIIC activities. 

e Add 2,000 contacts to the press 
project (making a 10,000 total). 

e Improve Oil Progress Week. 

“We're looking for audiences,” says 
Adm. Miller, an energetic ex-naval 
aviator who is still in his early fifties. 
“We’re looking for a chance to tell 
people this wonderful story of oil.” 

Adm. Miller is a transplanted Iowan 
whose Navy career ranged from flying 
at sea to public relations administra- 
tion in Washington. His OIIC job is a 
big one: last year his travel mileage 
hit 150,000. But at his headquarters 
in New Y¥o6rk’s bustling Rockefeller 
Center, the atmosphere is optimistic. 

“Our 30,000 volunteers—that’s a 


“We've made all kinds of mistakes . . 
but I think we’re over the hump” 


terrific army,” says Adm. Miller. “And 
we're studying ways to get more. It’s 
a problem to balance your paid staff 
and your volunteers. We have a paid 
staff of about 100 now. We've made 
progress—it snowballs as you build 
your team, it accelerates. 

“Within the industry, well, we’ve 
got a real start there. If you could get 
the dealer on fire you’d solve the 
whole thing. The percentage of dealers 
who regard OIIC as a real income 
producer—which it is—is small.” 

Adm. Miller is happy about OIIC’s 
work with the public. “We hope to be 
in 10,000 schools, a third of the U.S. 
total, by March. We’re in 9,000 now. 
It's a good program, moving nicely. 
And the women’s program—excellent. 

“Now in our advertising, we're 
backing off a bit, dollar-wise.” (OIIC’s 
1956 ad budget is under $1 million, 
lowest in recent years. The total 
budget is $3,195,000.) “We took the 
money from advertising and put it into 
the field,” Adm. Miller explains. “Put 
on three more field men and five gals.” 

“In our consumer advertising, we'll 
continue the ‘Distinguished American’ 
series. That’s a very good one. The 
idea is to have people outside the in- 
dustry saying good things about it. 
You expect the president of Esso to do 
that, but when Adm. Nimitz does it, 
that’s something. We’ll be taking more 
space in opinion-leader magazines; 
last year we were in Time, Newsweek, 
and U.S. News. Now we're adding 
Atlantic, Harpers, Saturday Review, 
National Geographic. 
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“If you could get the dealer on fire 
you'd solve the whole thing” 


at 1956 


“And then we'll beef up our adver- 
tising in dealer and jobber journals, 
and the principal trades. We won't 
pressure anybody into anything—just 
talk facts and let ’em use their own 
judgment.” 

Adm. Miller doesn’t claim 100% 
success. “Hell,” he admits, “we’ve 
made all kinds of mistakes. But I think 
most of our problems are over. I think 
we're over the hump. 

“After all,” Adm. Miller says, “OIIC 
was an experiment in public relations. 
We're going to make it work. It is 
working. Other industries are asking 
us to make presentations. What an im- 
pact this thing is having!” 

Adm. Miller believes OIIC’s biggest 
step in 1955 was “beefing up and con- 
solidating our field force—adding 
those extra staffers.” Field men are 
key personnel in the OIIC set-up. “We 
work two ways,” Adm. Miller says. 
“Through them and from them. When 
we get a publicity piece out today, it 
pretty well represents the best thinking 
of the men in the field.” 

And for the long pull? Says Adm. 
Miller, “Eventually I can see a per- 
manent team, somewhere under 60,- 
000. Permanent billets. But even now 
—why, we're getting the manpower. 
We've got jobbers with us. And dealers, 
too—we're getting the guys who 
count.” 

Adm. Miller knows there’s still 
plenty to do. “But I’ve never worked 
so hard and had so much fun in my 
life,’ he says. “Oil people are the 
greatest ever known.” * 
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Why Union's Pushing Consignment Plan 


@ West Coast major is first to adopt general 
policy of consignment delivery to stations 


@ Company gains greater flexibility in local 


price war situations, more efficient delivery 


@ Cost of price cut is shared until dealer's 
commission hits prescribed minimum 


CONSIGNEE STATIONS have been 
on the rise in price war areas over the 
last few years, but Union Oil Co. of 
California is the only major known to 
be offering the arrangement to all 
dealers. Union’s dealers now number 
about 4,700. 

An unofficial guess puts close to 
half of Union dealers on consignee 
basis now, with more coming in. How- 
ever, Union is expected to continue 
making purchase-and-sale deals with 
old and new operators. One observer 
says Union is offering the plan because 
of dealer complaints about gallonage 
lost during price wars. 


it Works Like This 


The dealer signs a one-year agree- 
ment, and the company pays him for 
the gasoline in his tanks at the time 
of signing. For the rest of the year 
Union keeps his tanks full and collects 
once a week for gasoline sold. 

The company decides the price that 
product is to be sold for, and pays the 
dealer a commission equal to his 
former margin (best estimate: 5- 
5.5¢). When local conditions force 
selling price down, the company and 
the dealer split the loss evenly, until 
the dealer’s commission hits a mini- 
mum (best estimate: 3.25-3.75¢). 

Union reportedly doesn’t recognize 
price wars carried on by minor mar- 
keters or refiners. In other cases, the 
company drops its price for regular no 
lower than one cent above major com- 
petition in the price war zone. The 
margin is two cents for premium. This 
adjustment—in practice—is probably 
almost automatic, requiring no ap- 
proval beyond the district sales man- 
ager’s. 

Union offers no rebate or support 
to dealers on purchase-and-sale. They 
are free to cut price along with Union 
consignees in a price war, but the cut 
comes out of their margins. Any 
dealer, however, can go on consign- 
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ment at almost a moment’s notice, by 
signing the one-year agreement. The 
arrangement applies only to gasoline 
and it does not affect leases. 


The Advantages 


Since Union dealers formerly stayed 
out of price disturbances, the new plan 
should help the company increase its 
volume throughput at stations. And 
there are these further advantages: 

e Union can schedule deliveries to 
consignee stations for maximum effi- 
ciency. Dumps will not be affected by 
individual dealer problems, such as 
inability to pay for a full load. 

e Company collection expenses will 
be cut and credit losses wiped out. 
Collections are made on scheduled 
calls. Dealers are bonded for the 
amount they collect for the company, 
and they feel a greater responsibility 


for the receipts they handle. 

e The average consignment dealer 
has about $2,000 capital released, be- 
cause it is no longer tied up in gasoline 
inventory. He can put it into TBA 
inventory or new equipment. 

Some observers think Union’s plan 
will protect it from criticism currently 
being directed at rebates and other 
dealer subsidy methods. But it has al- 
ready drawn the suspicious attention 
of the Oregon Gasoline Dealers Assn., 
which has counselled its members 
against going on consignee basis. 


The Background 


Union experimented extensively be- 
fore offering the plan on a general 
basis (experienced marketers in the 
West believe that the company hopes 
for 100% consignee dealership, al- 
though Union is not discouraging pur- 
chase-and-sale). The plan was first 
tried last April, after the company had 
tested four different plans with small 
groups of dealers in Seattle and Los 
Angeles. Union reportedly chose the 
final plan because of the loss-sharing 
and minimum-commission factors. 

Actual extent of the consignee plan 
now is a matter of guesswork. Most 
Union dealers in Los Angeles appear 
to have it, but the number diminishes 
eastward. Only two Union dealers are 
reported to have requested a switch- 
back to purchase-and-sale status. @ 


FTC Hits Commission Override 


IS THE TBA commission override 
a payment for legitimate services ren- 
dered? Or is this long-used arrange- 
ment between oil companies and tire 
companies an illegal restraint of 
competition? 

That’s the question to be argued at 
Federal Trade Commission hearings 
next month. 

Three major oil companies and 
three big tire firms will maintain the 
override is legal, and provides better 
services for both dealers and the 
motoring public, with no drop in 
competition. 

FTC will attempt to prove the over- 
ride is illegal, deprives station opera- 
tors of freedom of choice, and limits 
free competition. 

The FTC charges were filed last 
month, in pairs, against The Texas 
Co. and B. F. Goodrich Co.; Atlantic 
Refining Co. and Goodyear Tire & 


Rubber Co.; and Shell Oil Co. and 
Firestone Tire & Rubber Co. FTC 
charges say similar contracts alse 
exist between Texas and Firestone, 
Atlantic and Firestone, and Shell 
and Goodyear. 

The action is not unexpected. FTC 
has been investigating commission 
override deals for some time. NPN 
predicted a year ago (Feb. °54, p. 
59) that charges were in the offing. 

The companies deny FTC’s com- 
plaint that they use “influence” and 
“control” to get station operators 
and distributors to deal with desig- 
nated companies. Shell puts it this 
way: “The dealer is just as free to 
shop the brands of tires, batteries and 
automobile accessories as the motor- 
ist is to shop around for the products 
he likes . . . We sponsor two brands 
. . . but we do not in any way try 
to force dealers to take them.” a 
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@ Why Tulsa Petroleum 


Built this Modern Station 


See story on next page 
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“WE’VE GOT SOMETHING we’ve 
been after for five years—a station 
that doesn’t have the traditional 
look.” 

That’s what Alvin H. Greenwald says 
about his new station (see pictures). 
Greenwald is secretary-treasurer and 
sales manager of Tulsa Petroleum Co., 
an Esso jobber in eastern Pennsyl- 
vania. This station is the first of 
several modern outlets planned by 
Tulsa. 

Besides being better looking, says 
Greenwald, the new station cost 
$3,000 less than Tulsa’s conventional 
stations. It also has greater mobility 
if highway changes make relocation 
necessary. What’s more, he adds, 
Tulsa’s next modern station is expected 
to cost even less and have more 
mobility. 

The first station is located in Scran- 
ton, Tulsa’s home town, on Rt. 307. 
Two others will be constructed this 
spring. Tulsa’s private-brand affiliate 
in New Jersey, Tulsa Oil Co., is 
planning one, too. 


Why Modern? 


Greenwald points out these advan- 
tages of the new station over more 
conventional outlets: 

e Lower construction cost. Tulsa’s 
new station cost $16,300, although the 
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company usually spends $20,000. On 
future jobs, Greenwald expects the 
cost to’ come down to $12-14,000 
through the use of new building tech- 
niques and the know-how gained from 
the first job. Lower cost means Tulsa 
can build more stations, and offer a 
dealer a more attractive rental 
package. 

e Mobility. Erector-set construc- 
tion of the new station means it can 
be taken down and re-assembled on 
a new site. Tulsa estimates about 50% 
of the first station can be salvaged. 
It aims to save 85% in future build- 
ing, leaving only the foundation and 
station floor. Since highway changes 
in Tulsa’s marketing area may be ex- 
tensive, mobility is important. 

e Good looks. The modern design, 
Tulsa hopes, will have greater appeal 
to motorists. 

e Design flexibility. Front of the 
station has five sections, three of one 
size and two of another. They can be 
rearranged in any combination, thus 
changing the building to suit any con- 
dition. The office could be placed on 
the opposite side of the lube bays, 
for example. 

e Faster construction. While the 
first station took four months to erect, 
Greenwald expects to have the next 
one pumping gasoline six weeks after 








Tulsa's Modern Station: Better Looking, 


construction gets underway. Tulsa’s 
conventional stations take more than 
three months to build. 

The new Scranton station was de- 
layed by “first-time” difficulties, and a 
troublesome hurricane. Among other 
obstacles, some materials got lost en- 
route to the site. 

The modern station’s conventional 
predecessor did about 20,000 gal. in 
its best month ever. Greenwald looks 
for the new one to do about 25-30,000 
gal. Although the station hasn’t had 
an Official opening yet, Greenwald 
reports that business keeps getting 
better. “There have been a lot of peo- 
ple taking pictures of it,” he adds. 


How It Was Built 


The basic structure is a rigid-frame, 
clear-span, metal-truss building. It 
was bought from the Butler Mfg. Co., 
of Kansas City and adapted for station 
use. Butler buildings are often used on 
farms. 

Adaptations include the all-glass 
front, a four-ft. overhang in front, and 
a six-ft. overhang made of translucent 
fiberglas on one side. The side over- 
hang offers protection from _ the 
weather for customers using the rest- 
rooms. A 4x28-ft. section of fiberglas 
under the eaves gives added light to 
the lube-wash bays. 
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Cheaper and 


Tulsa used cinder block for the 
walls and partitions, instead of the cor- 
rugated metal usually found in Butler 
buildings. 

Building Layout—The station is 
40x32 ft. over-all, with a 13x15%-ft. 
office-display room, a two-bay lube- 
wash room that is 27x28 ft., two 6x6- 
ft. restrooms and a 614x12-ft. storage- 
utility room that houses an overhead 
oil-burning warm air furnace. Storage 
space, Greenwald says, is not a prob- 
lem—Tulsa can supply the station’s 
needs from its local warehouse. But 
stations in other areas will have large 
storage. 

Driveway Layout—The new station 
gives Tulsa better use of its 58x120-ft. 
plot. The old station, built 20 years 
ago, was in the middle of the plot 
against the back property line, giving 
Tulsa a canopy-type island with three 
pumps. 

By putting the new station at the 
far end of the property, Tulsa has 
“opened up the driveway”, getting two 
islands 20 ft. apart with 2 pumps 
each. 


Keys to Lower Cost 

The basic building is cheaper. The 
steel structure cost $4,622, of which 
$397 was spent for the special front, 
$150 for the side overhang, and $4,075 





Semi-Mobile 


for other steel pieces. The cost in- 
cludes installation. 

Because all the weight of the build- 
ing is carried by the clear-span metal 
trusses, none of it is on the walls or 
partitions. So Tulsa used lighter cinder 
blocks. For the walls, it used 6-in. 
instead of 8-in. blocks, saving 2-3¢ on 
the cost of each block. Similar savings 
came from using 4-in. blocks instead 
of 6-in. blocks for partitions. 

The company worked with a local 
architect in developing the building 
and making the changes. The architect 
had wide experience in erecting Butler- 
type buildings for the Army. 

More Savings Coming—Tulsa plans 
to get the cost down below $14,000 by 
using insulated steel panel walls, a 
better way of laying roof insulation, 
and tubular steel or aluminum for the 
front unit instead of channel stock. 
They will mean lower labor costs and 
faster erection time. 

Tulsa is ready to use the steel panels 
as soon as they are perfected by the 
manufacturer. These panels can be 
bolted to the steel skeleton, and will 
eliminate the cost of cinder-block 
walls and partitions. The panels will 
add to the station’s mobility. 

The panels can be porcelainized on 
both sides in any color, doing away 
with the need for painting. “If we 
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want to put one up near a residential 
area, says Greenwald, “we can blend 
the station to the neighborhood by 
having the panels made up in red- 
wood.” 

Just what the saving of using panel 
walls will be is not known, but it’s 
a rough guess that it may come to 
about $2,000. “Any time you combine 
materials to do in one step what for- 
merly took several steps, you save 
money,” says Joseph H. Young, 
Tulsa’s architect. 

It took three weeks to insulate the 
roof and lay the metal roofing sheets, 
Greenwald says. Fiberglas insulation 
in blanket form was laid over steel 
purlins before the roof sheets were 
put on. 

“It was simple in theory but it 
didn’t work out in practice,” Green- 
wald notes. Once the insulation was 
in place, he adds, workers had trouble 
lining up bolt holes in the roof sup- 
ports with those in the metal sheets 
through the insulation. 

Tulsa plans to save $200-300 by 
using another technique for laying 
insulation in the future. Roofing sheets 
will be bolted to the supports. Then 
hardboard insulation can be attached 
to the purlins with furring clips. This 
method will eliminate two materials 
used in the first station: blanket insu- 
lation and pegboard-finished ceiling. 

Another $600-700 saving will come 
by replacing channel stock in the front 
unit with tubular stock. The first 
station’s channel stock had to be 
“filled in” with wood so wooden door 
and window frames could be installed. 


Veteran Marketer 


Tulsa Petroleum has been in busi- 
ness for 25 years. It serves 29 sta- 
tions, primarily in Lackawanna and 
Luzerne counties. But it also has out- 
lets on other areas of eastern Penn- 
sylvania. It owns about half of the 
stations it serves. Tulsa has no fuel 
oil or commercial accounts business. 

Greenwald is a 10-year veteran with 
the firm. He’s the son-in-law of Tulsa’s 
president, Max Friedman. 

Modern station building has been on 
Greenwald’s mind for some time. He 
keeps a close eye on new prefabricated 
outlets, but says “they still look like 
conventional stations.” And he be- 
lieves the conventional is no longer 
wise—especially in an area where 
there’s a lot of highway building going 
on. He decided to buy his building 
from Butler after seeing a picture of 
a Butler building that had been con- 
verted into a modern auto showroom 

Now he’s eagerly looking forward 
to building more. » 
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' D-X Sunray Eyes New Areas 


X-FOOTBALL PLAYER Wayne Lewel- 

len (pictured at left) is a key man 
in D-X Sunray Oil Co.’s current mar- 
keting expansion program. The one- 
time Tulsa University halfback is a 
good example of D-X Sunray’s 1956 
dealers: he’s new in gasoline retailing, 
operating a brand new station in a 
new suburban sales area. 

Lewellen is located in a rapidly 
growing residential region, as are 
many of Sunray’s new dealers. The 
first month after he opened his station 
—seven miles from downtown Tulsa, 
Okla.—he pumped about 20,000 gal. 
Not an unusual figure, but much more 
than either he or the company ex- 
pected. What’s more, he hopes to hit 
30-35,000 gal. as the neighborhood 
grows. 

After several months, Lewellen still 
arrives first to open the station at 
7 a.m., and is last to leave at 9 p.m. 
His three employees are also hustling. 
The boss says he may relax just a bit 
after things get “ironed out.” 

Why did Lewellen become a station 
operator—after five years in the 
wholesale grocery business? 

“I like to deal with people, and you 
sure deal with a lot of them here,” he 
says. “Besides, I think I can make 
more money.” 

That reflects Sunray’s thinking too. 
The firm’s been expanding for eight 
months within its primary marketing 


area—including parts of Minnesota, ' 
Iowa, Missouri, Illinois, Indiana, Wis- 


consin, Kentucky, Arkansas, Kansas 
and Oklahoma. 

Now Sunray is planning moves into 
areas that are on or adjacent to the 
Ohio-Mississippi River system. This 
means more direct competition with 
such majors as Standard of Ohio, Ohio 
Oil, Standard of Indiana, Standard of 


Kentucky, Petroleum and 


Pure Oil. 


What's Been Happening 


The expansion program is biggest 
in the history of D-X products. It 
started last May, when Sunray Oil Co. 
and Mid-Continent Petroleum Corp. 
merged into Sunray Mid-Continent 
Oil Co. (NPN, June ’55, p. 54). D-X 
Sunray is the merged firm’s marketing 
subsidiary. 

At the time of the merger, Sunray 
was primarily a producer with some 
refining capacity. Mid-Continent was 
an integrated company with a well- 
developed marketing subsidiary. The 
products of the combined company 
are sold under Mid-Continent’s old 
DX trademark. 

The new company is the 15th larg- 
est integrated oil outfit in the United 
States. It owns or controls about 2,800 
service stations in its primary market- 
ing territory. 

In a larger area, from the Appala- 
chians to the Rockies, the company 
distributes DX products through 6,569 
jobbers and dealers. 

With large reserves of capital avail- 
able, DX Sunray began its expansion. 
The sales push included: 

e One hundred fifty service stations 
completed or started in ten states 
through the midwest and midsouth. 

e Nineteen new bulk stations com- 
pleted or under construction. This 
brings the company total to 719. D-X 
distributors operate 324. 

e Sixty-two sites acquired for serv- 
ice or bulk stations, with construction 
scheduled for early 1956. 

e Three new district sales offices in 
St. Louis, Memphis, and Wichita. The 
company has also increased its real 
estate holdings, construction staffs, 
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biggest 


as Expansion Program Hits High Gear 


and sales personnel throughout a 17- 
state area. 

Most 1955 expansion was in key 
D-X Sunray marketing states like 
Iowa, Oklahoma, and Minnesota. The 
D-X brand is the second highest seller 
in Iowa, and the company’s pipe line 
and refining facilities are concentrated 
in Oklahoma. 

A breakdown of new D-X service 
stations in Iowa shows 20 completed 
and nine more under construction. 
Oklahoma also has 20 finished, but 
only three in the works. 

Iowa leads in new bulk plants, with 
eight finished. Three have been added 
in Illinois and Missouri, and one each 
in Indiana and Kentucky. There are 
plants going up in Iowa and Illinois. 


What's Coming Up 


The 1956 expansion program (esti- 
mated by D-X Sunray president R. W. 
McDowell at “several millions of dol- 
lars”) will probably not seem gigantic 
by some industry standards. It may, 
however, trigger new developments in 
what are already highly competitive 
regions of the country. 

Some of the areas where Sunray 
Mid-Continent says it has already 
planned new stations include eastern 
Arkansas, western Tennessee and 
northern Mississippi. This region was 
opened up as a result of the merger, 
which made the facilities of the 
Oklahoma-Mississippi River Products 
Line available to Sunray. 

Sunray owned 50% of this pipeline, 
which extends from Duncan, Okla., to 
West Memphis, Ark., on the Missis- 
sippi. Duncan is also the home of one 
of the company’s two major refineries. 
The other is in West Tulsa. 

To carry products from the pipe 
line terminal to the new area—and 


New service stations, 
like this one, lead the 
way in D-X Sunray’s 
sales 


push. 


also to improve transportation to ex- 
isting marketing facilities—the com- 
pany is planning to set up a barging 
system on the Mississippi. The barges 
will supplement Sunray Mid-Conti- 
nent’s present movement of products 
through the Great Lakes pipe line 
from Oklahoma to the Chicago area. 

In its station building program, D-X 
Sunray is trying to standardize as 
much as possible, to cut costs. At the 
same time it realizes that some loca- 
tions demand flexibility. The “Type 
G” station that was built for Lewellen 
cost about $35,000 and embodies most 
of the features common to all new 
Sunray stations. 

Its walls, both inside and out, are 
covered with porcelain enamel facing 
for smart appearance and easy clean- 
ing. Fluorescent lighting is provided 
under the canopy—also built with 
porcelain facing—and in the office 
and TBA sales area. 

Delivery pumps are submerged and 
attached to a central system. 

The porcelain enamel is cream- 
colored, and fits in with the D-X color 
scheme of cream, red and black. The 
D-X sign is a diamond with black let- 
tering. 

Some modifications are planned for 
the stations to be built this year. 

The outside dimensions of this 
year’s “Type K” station are 29x47 ft. 
It is designed either as a masonry unit 
or as a pre-fabricated steel building 
covered with porcelain enamel. 

The two-bay Type K station will 
feature a pylon displaying the D-X 
emblem, central heating, and overhead 
lubricating equipment. It will also 
have a sales room with an all-glass 
exterior to permit a full view of TBA 
merchandise from the driveway. 

The bulk plants built to supply the 
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stations will be uniform in construc- 
tion. They consist of a 24x48-ft. ware- 
house and five 20,000-gal. tanks. 


What's Behind It 


Many oilmen think one of the major 
reasons for Sunray Mid-Continent’s 
expansion is the lack of balance be- 
tween the company’s producing and 
marketing facilities. 

Before the merger, Sunray sold 
most of its products to unbranded job- 
bers, several majors and sometimes to 
the open market. It was primarily an 
exploration and producing company, 
without bulk plants, service stations, 
or brand name. 

At that time, Mid-Continent had to 
buy most of its crude (it was the larg- 
est crude buyer in Oklahoma). Be- 
cause it did have an extensive and 
effective marketing organization, the 
merger was not unexpected. 

The combined producing and refin- 
ing facilities of the company are now 
probably greater than the gallonage it 
moves through its stations and jobbers. 

The merged company produces 
slightly under 100,000 b/d. About 
70,000 b/d come from former Sunray 
properties. 

The company owns producing acre- 
age in 13 states and Canada. It also 
holds undeveloped property in 20 
states and Canada. 

The refining capacity of the com- 
pany is even greater than its produc- 
tion. Its total capacity is about 115,- 
000 b/d, of which 70,000 b/d comes 
from the old Mid-Continent refinery 
at Tulsa. Sunray Mid-Continent also 
has a 32,000 b/d-capacity plant at 
Duncan, Okla., and a half interest in 
the 25,000 b/d Suntide Refining Co., 
at Corpus Christi (Kerr-McGee Oil 
Industries, Inc., holds the rest). a 
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PARTNERS Paul Montana, Jim Maddison, Mike Ewasick are Valley Oil’s brain trust 


How Three Novices Built Themselves 


A rR1IO of small businessmen—with 
almost no oil marketing experi- 
ence—started a Shell jobbership in 
upstate New York in 1951. The first 
year they did 350,000 gal. Last year 
they did 3.25 million, and they look 
for a bigger volume in 1956. 

Partners Jim Maddison, Mike Ewa- 
sick and Paul Montana (all in their 
thirties) feel their success with their 
23 Columbia County stations shows 
that lack of experience can be over- 
come by a sound, analytical approach. 
“To be successful in any business,” 
they say, “you have to apply certain 
basic principles.” 

Behind Valley Oil’s growth are these 
policies: 

e 100% dealer owned stations. The 
partners make it as easy as possible 
for a dealer to acquire complete con- 
trol of his business. Dealers also get 
long-term supply contracts. 

e Extra careful dealer selection. 
Valley’s dealers are local men who 
have good financial statements and 
possess the mechanical ability to do a 
lot of repair work themselves. 

© One station to a town. This idea, 
coupled with cautious, well-planned 
land buying, has helped Valley get an 
outlet in most of the towns in the 
county. It also keeps the dealers happy 
by eliminating competition between 
them. 

e Training in driveway sales. Val- 
ley’s dealer training is a continuous 
process that includes making arrange- 
ments for Shell courses and holding 
periodic dealer meetings and dinners. 

e Careful advertising. The jobber 
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keeps a kitty of 0.125¢ gal. for radio, 
newspaper, and billboard ads. Dealers 
are urged to take part in such pro- 
motional activities as baseball and 
bowling teams. 

Maddison, the only partner who 
devotes full time to the jobbership, is 
president of the company and in 
charge of sales. He once worked in 
a service station for 10 years; before 
getting into distribution he had been 
service manager at a Chevrolet agency 
in Hudson, N. Y., for five years. 

Ewasick is vice-president in charge 
of operations. He owns and manages 
a roofing, sheet metal and heating 
business. 

Paul Montana, secretary and treas- 
urer, has a kitchen appliance store in 
Hudson. He usually runs Valley’s ad- 
vertising campaigns. 


Dealer Selection 


When looking for new dealers, Val- 
ley Oil asks three basic questions: 

e Is the candidate a man well 
known in the locality, and does he 
have a wide circle of friends who will 
help him get his business established? 

e Does the prospective dealer have 
good financial statements that will 
make it easy for him to get local bank 
or supplier financing? The applicant 
should have a cushion to fall back on, 
so he won’t have to be bailed out by 
the jobber. 

e Does the dealer have enough 
mechanical experience and aptitude so 
that he will be able to do under-the- 
car repair and replacement work dur- 
ing the slack season? 





DEALER contact is handled by Maddison 


Behind Valley’s emphasis on dealer 
ownership is its recognition that the 
service station operator is the man who 
sells the gasoline. The greater the 
dealer’s stake in the undertaking, the 
greater his efforts to make a go of it 
and the greater the profits for all. 


Picking a Station Site 


Here’s a good example of the way 
Valley Oil’s carefully selected station 
sites pay off: 

A two-bay, six-pump station in West 
Taghkanic (pop. 100) pumps an aver- 
age of 30,000 gal. a month. It’s lo- 
cated at the northern end of the 
Taconic State Parkway, the main 
traffic artery to New York City, 120 
miles to the south. 

Valley built a station there because: 

e Shell products have good accept- 
ance in the New York City area. 

e City motorists would be “hungry” 
for Shell products after coming off the 
parkway. There are no Shell outlets 
on that road and the station is only 
500 ft. from the exit. 

e City drivers after driving 120 
miles would welcome the chance to 
stop and stretch. They can only make 
emergency stops on the parkway. 

e Drivers would fill up for the 
return trip home. They pay more per 
gallon on the parkway. 

The jobber also knew that the state 
was planning to spend $1 million to 
develop a recreational area on the 
parkway two miles from the station. 

Although other suppliers were after 
the same site, Valley had the inside 
track—its partners and the property 
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STRATEGIC locations bring high volumes. This station pumps 30,000 gal. a month 


Thriving Jobbership 


owners were friends. Valley also 
bought enough land to protect its 
dealer from any station building be- 
tween him and the parkway entrance. 

The partners make all possible 
checks before buying. If there are any 
doubts, they call in Bill Lamb, Shell’s 
district manager. If he can’t give them 
the answer over the phone he comes 
out on an inspection trip in person, 
usually within a few days. Once on 
the site, he makes an on-the-spot deci- 
sion for or against the project. 

Once a site has been decided on, 
Valley looks for a dealer. The com- 
pany feels that it is bad business to 
build a station and then hang a “For 
Rent” sign on it. By lining up a dealer 
and having him finance the building, 
the partners don’t have their money 
tied up in vacant stations. 

When a dealer is found, Valley 
owners sell him the land for his sta- 
tion at the same price they paid for it, 
and give him a long term to pay back 
his investment. The dealer also signs 
an agreement to handle Shell products. 

Most of Valley’s station operators 
are on 15-year supply contracts, which 
give everyone concerned a feeling of 
security and permanence. The ar- 
rangement saves the jobber money, 
because he does not have to give costly 
concessions to get a dealer to sign up 
every few years. Dealers know that 
everyone gets the same deal with no 
deviation from tankwagon prices. 


Cutting Building Costs 


When service station construction 
begins, Valley is in a position to save 


the new dealer between 20-30% of 
the costs. This makes financing easier 
and keeps future payments down. 

Valley’s employees, even the presi- 
dent, pitch in to grade the station site 
with company equipment. Then they 
put in the tanks, piping, island pumps, 
all outside electrical work, and lay 
the mat. 

Valley dealers can get their own 
contractor, but the jobber usually sup- 
plies the concrete or cinder construc- 
tion blocks at cost. Roofing work is 
done at low cost by Ewasick’s firm. 
He also installs the oil heating equip- 
ment. The station equipment—air com- 
pressors, lifts, overhead reels, plumb- 
ing fixtures, etc.—is bought by Valley 
at wholesale prices and turned over to 
the dealer at cost. 


Dealer Training 

Before his new service station opens, 
every Valley dealer is urged to attend 
Shell’s school and training center at 
Rensselear, N. Y. The jobber makes 
all arrangements, but the dealer pays 
his own expenses. These courses usu- 
ally last about a week. 

Supplier training is backed up by 
dealer meetings arranged by Valley 
every two months. These meetings, 
usually held in a hotel in Hudson (the 
county’s main shopping center), give 
dealers a good chance to learn the 
latest in sales and service from one of 
the Valley owners, the supplier, or a 
TBA representative. Once a year, the 
jobber picks up the tab for a dealer 
dinner. 

Valley’s dealers seem to be learning 
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their merchandising lessons well. In a 
two-month drive for credit cards they 
got 144 new applications accepted by 
the supplier. This year they have also 
oversold anticipated quotas of tires 
and antifreeze. 

When a station is ready for busi- 
ness, the jobber shares advertising 
expenses and the cost of a giveaway. 
The ads are usually placed with local 
papers and the local radio station. In 
addition, there are sound trucks and 
distribution of handbills. 


Advertising 

Valley Oil’s advertising kitty is used 
for local newspaper and radio cam- 
paigns. It also pays for six 24-sheet 
billboards in the county. They get new 
copy once a month. 

Last October, the company tried out 
a new promotional idea. It got the 
local paper to put out a 16-page tab- 
loid supplement devoted to Valley Oil 
and its dealers. With the supplier, 
several major accounts, and most of 
the dealers paying for ads, the jobber 
only spent $120—the cost of a double- 
page spread. 

The station-ahead signs that Valley 
uses are made to its own design, al- 
though it could get signs from Shell. 
The partners feel that it pays to make 
sure motorists know a Shell station is 
near. Their signs are about 8x12 ft.— 
about twice the size of the standard 
supplier sign—and are lit up at night 
by car headlights. A professional 
painter usually does about six at a 
time and the cost for each is $35. The 
jobber puts up the signs and land 
rental costs vary from nothing to $12 
a year. 


Valley Accounts 

In addition to its 23 stations, Valley 
has several commercial accounts, 25 
farm accounts, two heating oil dis- 
tributors, and 60 home heating ac- 
counts of its own. 

Valley’s two heating oil distributors 
account for 600,000 gal. a year. The 
company itself delivers about 400,000 
gal. 

All oil and gasoline moves through 
the company’s 60,000-gal. bulk plant. 
The plant has three overhead-gravity 
delivery tanks of 20,000 gal. each. 
Foundations for two more tanks were 
laid as part of the original installation. 

Products are moved out of the plant 
by two trucks—a 2,200-gal. gasoline 
transport, and a 1,200-gal. heating oil 
truck that does double duty carrying 
gasoline in the summer. A one-ton 
pickup truck delivers oil drums to the 
motor oil accounts and makes TBA 
deliveries. & 
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—fj general news 


Humphrey Probe Nears Finish 


Senator plans one more hearing, with FTC and DJ; 
then he'll fold his tents and study the situation 


> Hubert H. Humphrey’s in- 

vestigation of the New Jersey gas- 
oline price wars is grinding to a halt. 
The Minnesota Democrat plans to 
hold one more hearing, for testimony 
from the Federal Trade Commission 
and Justice Department, and then 
close up shop. 

According to the annual report of 
the Senate Small Business Committee, 
Humphrey is ready to put a big ques- 
tion to the two government agencies: 
“What action have you taken to pre- 
vent or suppress the use of practices 
which many service station operators 
charge serve only to prolong and to 
intensify price wars?” 

When Humphrey and the staff of 
his Small Business Subcommittee on 
retailing, distribution, and fair trade 
practices get the answer to that ques- 
tion, they plan to wrap up what they 
feel is a study-in-miniature of gasoline 
marketing and distribution problems 
in the U. S. 

The Senator and his staff have been 
delving into the complex New Jersey 
situation for more than a year. They 
have heard dealer associations and 
individual retailers accuse major oil 
companies of discriminatory pricing 
practices. They have also heard the 
companies deny discrimination and 
refuse blame for the disastrous price 
wars. 

In every phase of his investigation, 
Humphrey pointed out that he was 
on a fact-finding foray, with no intent 
to persecute or prosecute—at that 
time. The record seemed to back him 
up. He questioned closely and often 
doggedly, but always politely and in- 
telligently. His treatment of major oil 
company officers drew him letters of 
praise from several executives who tes- 
tified before the subcommittee. 

Privately, however, Humphrey has 
found at least some of the companies 
operating in New Jersey to be guilty 
of some marketing sins. His biggest 
problem now is what to about it. 

The New Jersey investigation began 
in December, 1954, when the sub- 
committee sent a questionnaire to the 
12 major companies involved in the 
Garden State price turmoil. The ques- 
tionnaires were returned promptly to 
the committee, with pledges of full 
cooperation. 

Dealers and dealer associations had 
their say before Humphrey in Wash- 
ington last summer, and in Newark, 
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N. J., in the fall. In Newark, Hum- 
phrey also heard state officials, includ- 
ing governor Robert B. Meyner. All 
the state officers did was to claim 
opposition to any solution “which 
constitutes price-fixing” and say that 
any solution would have to be made 
at the federal level. 

The most recent stage of Hum- 
phrey’s probe brought representatives 
of 12 major oil companies to Washing- 
ton in December. 

The witnesses’ names and companies 
read like a bluebook of oil marketing 
officials: Robert Scholl, vice president 
of Esso Standard Oil Co.; James E. 
Dyer, president of Sinclair Refining 
Co.; Charles J. Guzzo, vice president 
of Gulf Oil Corp.; J. G. Jordan, vice 


president for marketing, Shell Oil Co.; 
H. A. Jackson, vice president of Tide 
Water Associated Oil Co.; Dwight T. 
Colley, vice president of Atlantic Re- 
fining Co.; Willard W. Wright, general 
sales manager for Sun Oil Co.; S. C. 
Bartlett, vice president of the Texas 
Co.’s domestic sales department; 
Herbert Willetts, vice president of 
Socony-Mobil Oil Co.; Burt W. 
Pickard, president of California Oil 
Co., and Hugh E. Jackson, general 
manager of sales for American Oil Co. 

Except for his criticism of Esso’s 
“dual distribution” system and sales to 
American Petroleum Co., (formerly 
American Garage), Humphrey got 
along famously with the executives. 
The oil company officers agreed with 
Humphrey that price wars hurt dealers. 
Humphrey agreed with the company 
men that the big boys, too, were get- 
ting hurt. The executives offered a 
number of specific recommendations 
for relief of price war conditions, 
which Humphrey accepted and prom- 
ised to study. ® 


SBA Loosens Lending Rules 


New set-up will allow long loans up to $15,000, 
if local bank carries at least 25% of the total 


bi ges Small Business Administra- 
tion’s new loan program may 
open the door to modernization—in 
a hurry—to jobbers. 

Under the Limited Loan Participa- 
tion plan, SBA will supply up to $15,- 
000, providing a local bank will fur- 
nish 25%. That means a jobber who 
needs bulk plant equipment, station 
sites or money for other approved 
uses, can get a top of $20,000. 

SBA figures there is a chance that 
loan decisions can be made within 
two weeks after applications are made 
on the standard Form 4 to local banks 
or SBA field offices. This compares 
with from six weeks to several months 
under old plans. The bank handles all 
investigation, since it has a share of 
the risk, taking the load off the backs 
of SBA field men. 

Interest can range to a maximum of 
6%. And chances are that will be the 
going rate. The bank determines the 
rate and SBA follows suit. 

Two happy notes are the long terms 
—one to five years, compared with 
three to six months usually allowed by 
banks for loans of this size—and the 
looser rules on collateral. SBA for- 
merly required real property as col- 
lateral. Now it will accept inventory, 
fixtures in rented buildings, accounts 


receivable, and even personal property. 

Object of the program is to open 
borrowing avenues to small operators 
who couldn’t find money before, or 
who couldn’t repay on the going short- 
term scale. That’s the reason for the 
one-to-five-year provision, and _ the 
more liberal collateral rules. 

Though the amounts can go all the 
way to $20,000—and even higher if 
banks choose to subscribe more than 
25% —SBA figures on an average of 
$8,000 to $10,000. That opinion comes 
from a recent Commerce Department 
survey, which showed most concerns 
that couldn’t find available money 
needed less than $10,000, but needed 
it on a long-term basis. 

In a trial run on the new plan, 
begun last July, only one of 31 loans 
granted went to oil marketing—$10,- 
000 to a service station operator. 

Few of the funds under SBA’s old 
loan plan went to oil marketers. Of 
well over 2,200 loans granted by the 
end of 1955, totaling $112.5 million, 
only 19 went to oil marketing firms. 
They totaled $717,500 for an average 
of $37,763. 

Seven were granted to bulk oil mar- 
keters and 12 went to liquefied petro- 
leum gas distributors, some of whom 
also were in the bulk oil business. @ 
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‘make no small plans”’ 


No business is small to its operator, and neither 
are the plans for its future. No operation is 

ever considered small by Ashland Oil & Refining 
Company either. So, through the years, Ashland 
Oil has become the independent’s supplier— 
whether he flies our banner or his own. We offer 
not only a better source of properly promoted and 
merchandised gasoline and petroleum products, 
but also jobber plans and blueprints to insure 
success and continuing independence. Contact our 


nearest office. The plan we have for you is big. 


ASHLAND OIL & REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL. — 2616 E. Broadway; BUFFALO, N. Y. — 800 Ellicott Square; CHICAGO, ILL. — 122 S. Michigan 
Ave.; CINCINNATI, 0. — 1402 Fed. Reserve Bank; CLEVELAND, 0. — Standard Bidg.; DETROIT, MICH. — P.O. 
Box 6025; EVANSVILLE, IND. — 2500 Broadway; FINDLAY, 0. — P. 0. Box 210; LOUISVILLE, KY. — 
3005 Dumesnil; NASHVILLE, TENN. —5 E. Main; PADUCAH, KY.; PITTSBURGH, PA. — 711 Park Bldg. 


The Independent Brand for Independents 
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THE Badger Pipe Line Company at 
Madison, Wisconsin, is serving seven 
major oil company terminals. The 
pipe line and all of the terminals 
have installed dozens of A. O. Smith 
Meters. Included are models S-35, 
AS-50, S-75 and W-75 with functional 


accessories, such as dual heads and 


es 4 


remote registration. 100% selection 
of A. O. Smith Meters is another rec- 
ognition of their accuracy, dependa- 
bility and low-cost operation. For 


further information contact nearest 


V SESS e669 rE0 


office or representative. 


Through research ha 


@ ...a@ better way 


AO.Smith 


CORPORA T 
METER PRODUCT S$ 


Factories: 5715 Smithway St., Los Angeles 22, Calif., P.O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1, International Division—Milwaukee 1, Wis, 


ae 8 ALL ONS 
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™@ Kentucky Petroleum Marketers 
Assn. has urged majors to put a time 
limit on price war allowances. He 
says that after 60 days a depressed 
price should be declared the normal 
price, and the jobber’s normal margin 
should prevail. 

SIGNIFICANCE: Kentucky Jobbers figure 
if a big supplier accepts the proposal, 
general acceptance will be encouraged. 


@ A convertible railroad flat car that 
can be switched to tank car, piggy- 
back (carrying loaded truck trailers 
on flat cars), regular box or other type 
of service, has been developed by 
American Car and Foundry. Convert- 
ing is done with interchangeable super- 
structures. 

SIGNIFICANCE: The car’s capacity is 
70,000 Ib. It weighs less than half as 
much as a standard flat car and costs 
about $4,500, half the present price. Its 
introduction may lead to important 
changes in current transportation pat- 
terns. 


@ Oil distributors will keep a close 
eye on the method used by the ad- 
ministration to exempt farmers from 
the federal excise tax on gasoline. 
The exemption is part of the Presi- 
dent’s farm program and probably 
will sail through. 

SIGNIFICANCE: “Policing” farm _ sales 
could fall on the marketers’ shoulders. 
Internal Revenue Service tried that when 
the diesel tax first was applied several 
years ago. Least painful method for oil 
distributors would be for farmers to pay 
full tax on all purchases, then apply for 
non-highway exemptions. 


@ Two new DuPont auto body paints 
are being used to a limited extent on 
1956 cars. The company says they 
make waxing or polishing unnecessary 
for at least 18 months under normal 
conditions. 

SIGNIFICANCE: Sales of waxes and pol- 
ishes may decline as these body finishes 
go into wider use. 


@ Atlantic Refining Co. has reduced 
its suggested minimum retail price for 
gasoline in metropolitan Philadelphia 
by 1¢. The company is backing this 
up with an identical cut in dealer tank 
wagon price for the area. 

SIGNIFICANCE: This continues Atlantic’s 
new policy of recommending retail prices 
in Pennsylvania and reflects its “reaction 
to the competitive situation.” 





™@ The Texas Co. has issued a bulletin 
warning employees against investments 
“in conflict with the interests of The 
Texas Co. “It is aimed at oil invest- 
ments, but the rule doesn’t apply if 
the company in which an employee 
has an interest is “large enough” so 
the employee’s interest couldn’t reason- 
ably be expected to influence him in 
conflict with Texaco. 

SIGNIFICANCE: Oil, Chemical and 
Atomic Workers International Union 
says its Port Arthur, Tex., local will 
strike if any Port Arthur employee is 
discharged over the rule. On OCAW’s 
request Sen. Joseph O’Mahoney (D., 
Wyo.) will ask his Senate Antimonopoly 
Subcommittee to investigate. 





Loading Costs Dropped 
when a Staten Island jobber 
built his new bulk plant. A 
four-way rack and tight traffic 
control did the trick. 

See page 76 





™ Ten dealers are being added to 
to American Petroleum Institute’s 31- 
man Service Station Advisory Com- 
mittee. 

SIGNIFICANCE: This gives dealers their 
heaviest representation ever on this in- 
creasingly important committee. 


@ Washington Natural Gas Co. of 
Seattle wants permission from the State 
Public Service Commission to launch 
a $22 million expansion program. 
The company now serves the Seattle, 
Tacoma, Everett, Olympia and Cen- 
tralia metropolitan areas and a few 
outlying communities near these cities. 
SIGNIFICANCE: The expansion would 
bring gas competition to heating oil dis- 
tributors in most smaller communities 
in the company’s operating area. 


@ More than 700 million gal. of gaso- 
line will go through the pumps of 589 
turnpike stations this year, says a 
representative of a Midwest major 
oil company. 

SIGNIFICANCE: That’s an average of 
100,000 gal. a month, or 2.3 gal. of 
gasoline for every minute of every day. 
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@ Coastal Terminals, Inc., largest in- 
dependent terminal operator in the 
Southeast, has bought three terminal 
sites along the Plantation Pipe Line— 
at Belton, S. C., Salisbury, N. C., and 
Atlanta, Ga. Construction of for-hire 
tankage will start in 1956. 
SIGNIFICANCE: The tankage, which will 
be leased to jobbers and smaller oil 
companies, will give these small oper- 
ators another boost in their competitive 
battle with the majors. 


M@ Vending machine rooms, separate 
from other station facilities and 
equipped to dispense soft drinks, cigar- 
etts, candy and other commodities 
will be standard features in future 
service stations, predicts C. A. Peter- 
son, chief architectural consultant for 
Pure Oil Co. 

SIGNIFICANCE: Vending is big business, 
and this prophecy shows how seriously 
some oil men are thinking about its 
potential. Even now, one source places 
station sales of these goods at $3.86 per 
thousand gal. of gasoline (NPN Jan. 
p. 36). Battery ratio is $3.95, according to 
the same source. 


@ Atlantic Refining Co. has merged 
its three pipe line subsidiaries into 
one, which will be called Atlantic 
Pipe Line Co. 

SIGNIFICANCE: The merger simplifies 
Atlantic’s corporate structure and results 
in administrative economies. 


@ President O. A. Knight calls on 
oil workers to “quit thinking in terms 
of nickels, dimes and quarters” in an 
editorial that covers the entire front 
page of Oil, Chemical and Atomic 
Workers International Union’s news- 
paper. Knight says the “money and 
resources required to double wages 
and benefits already are in sight.” 
SIGNIFICANCE: With contract time al- 
most here, Knight’s opening blast could 
mean some long, tough sessions at the 
bargaining table. 


@ President Eisenhower is asking 
Congress to extend the minimum wage 
law to cover retail and service em- 
ployees. But there still isn’t enough 
push behind the move to win approval 
on Capital Hill. 

SIGNIFICANCE: Any minimum wage ex- 
tension probably would reach as far as 
service station and other jobber em- 
ployees now exempt. The new minimum 
of $1 an hour—approved by Congress 
last year—goes into effect March 1. 
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Ford experience in Heavy Duty 
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engines pays off... 


@ Much longer peak 
engine performance! 


@ Much less DOWN TIME on the job! 


Years of Ford research and experience in the 
big-truck field now bring you the greatest 
advancements ever in heavy-duty engine 
performance and durability. New Ford Big 
Jobs row can give you more miles of oper- 
ation at PEAK EFFICIENCY. This allows 
you to keep your trucks working longer; cuts 
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TRIANGLE O11 CO. 





FORD BIG JOBS can mean 


DOWN TIME for routine maintenance; 
saves on major repairs—in short, generally 
boosts operating profits all ’round! 


And you get greater payload capacities. Ford 
offers bigger payloads throughout the line. 
Payload ratings of some heavy-duty models 
have been increased by as much as one ton. 
New high-capacity tubeless tires are standard 
on all models. 


Profit from Ford’s leadership—see Ford’s 
FULL LINE at your Ford Dealer. A Ford 
Big Job starts paying you back the day you 
buy it—-with thousands of extra top-service 
miles built into it. 








FORD BUILDS A FULL LINE OF BIG JOBS FOR YOUR LINE OF BUSINESS 
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The °56 Ford F-750, an example of 
Ford’s full line of long-life Big Jobs 

with a combination of heavy-duty 
engine features (listed below) de- 
signed for years of extra service. Max. 
GVW 21,000 Ibs., GCW 42,000 Ibs. 


BIG SAVINGS in your business 








Only Ford gives you all these “LONG LIFE’? Heavy Duty engine features 


1. Longer-lasting exhaust valves. 
Sodium-cooled; run up to 225 degrees 
cooler than solid-stem types. 


2. Up to 50% longer valve life. 
Integral valve guides transfer heat 
to coolant faster than commonly 
used pressed-in guides. 

3. High engine output. Maintained 
with solid tungsten-cobalt alloy 


exhaust valve seat inserts. 


4. Tighter valve head fit. Dished- 


type intake valves are self-sealing 
even under extreme heat conditions. 


5. Prolonged cylinder head and 
gasket life. Stress-relieved cylinder 
heads expand evenly under extreme 
heat, permit better cooling. 


6. Longer bearing life. Rigid, deep- 
skirt crankcase gives main bearings 
full 240° support, instead of the 
usual 180°. 


7. Anti-fouling plugs. New 18-mm. 
spark plugs resist fouling up to 3 


times longer than ordinary plugs. 
New long-life electrodes. 


8. Faster starts. Better ignition, 
more positive spark action with 
Ford’s new 12-volt electrical system. 


9. Better piston performance. 
Aluminum alloy pistons with in- 
tegral steel struts control expansion 
for precise fit. 


10. Greater fuel savings. New car- 
buretor metering system results in 
better fuel atomization and economy. 





FOR D TRUCKS 


LAS T 


LON GER 


Certified by independent insurance actuaries for the ninth consecutive year! Studies of over 10,068,600 current 
license registrations show that Ford Trucks last up to 9.9% longer than any other 4 leading truck makes! 
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FRAM ideas 






SELL 


Year after year powerful FRAM 
advertising and merchandising 
sell more oil, filters, TBA! 









SELL THE FILTER WITH SELLING IDEAS—PUT FRAM SALES 


FRAM PIONEERED OIL FILTER SALES! 


FRAM made America’s motorists ‘“‘clean oil conscious” with the first 
Fram Oil and Motor Cleaner in 1934. The great FrAm catch-phrase, 
‘*The dipstick tells the story!’”’ educated not only car owners but dealers 
too. A new profit source opened up in service stations across the nation! 


FRAM ADVERTISING LIFTED HOODS—AND SALES! 


Famous, hard-hitting advertising campaigns kept FRAM on top in popu- 
larity and sales. Motorists prefer FRAM more than 2 to 1 over other 
leading brands! Solid selling themes such as Fram’s “COMPLETE 
ENGINE PROTECTION” helped sell millions of Fram Oil, Air, Fuel 
and Water Filters. To educate dealers in sales potential, FRaAM promoted 
“HOODS UP!” and showed dealers how to double profits on oil changes 
and sell more TBA items! 


A ONE-TWO PUNCH—VACATIONLAND AMERICA! 


ADVERTISING! 


One of the most successful 
FRAM promotions featured 
FrAM “Vacationland Amer- 
ica’’ and promoted vacation 
travel coast-to-coast. Net- 
work television, national 
magazines, newspapers and 


MERCHANDISING! 


Aggressive merchandising 
backed up Fram Vacation- 
land America advertising. 
This free, 64 page Vacation 
Book was offered to motor- 
ists who sent in a FRAM 
boxtop. Dealers tied in with 


billboards all combined to streamers, displays, coopera- 
sell Fram to vacationing tive advertising and mer- 
millions. chandising pieces that com- 

pleted a great sales program. 


FRAM CLEAN OIL MONTH! 


Fram ‘Clean Oil Month” promotions continue to prove how successful 
FRaM ideas are. Selling oil and filter changes at the same time, FRAM 
uses thousands of billboards coast-to-coast and national magazines plus 
plenty of sensational dealer aids to spark ‘‘Clean Oil Month” sales. This 
year’s ‘Clean Oil Month’ features a special surprise promotion that’s 
sure to stop traffic and start sales. Watch for it! 


FRAM 
CORPORATION 
Providence 16, R. I. 


MANSHIP IN YOUR TBA LINE! ami ==" 
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BUSINESS GROWS WHERE THE RED TRIANGLE GOES 





























Under the Conoco 
premium sales with Conoco 
the greatest sales success 




















T. R. Abernathy, 203 Carondelet Building 
New Orleans, Louisiana 
Contact the Conoco Manager a. w. atrahomson, 610 Roa noke Building 
Seventh & Mar vate oie Sts., Min eapolis 2, Minn. 
: ; ; C. D. Carlson, 757 West Second South 
in the Continental Oil P. 0. Box 2950, Salt Lake City 10, Utah 
‘ J. B. Dickey, 301 East 51st Street 
Company office nearest you. Kansas City 12, Missouri 
W. S. DuLan i leogaaaa cal-Professional Bldg. 
Corpus Christi, Tex. 
Dean Hadfield, 1710 Fair Building 
Ft. Wo rth, Texas 
“Trademark owned and patent P.M. Hirth, 1755 Glenarm Plac 
applied for by Shell Oil Company Denver, Colorado 
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ltiply your 
Super Gasoline wi 
0 


in gasoline history 


K. T. Johnson, 1300 Main Street 

P. O. Box 2197, Houston, Texas 

Willis Johnson, 1321 Kaw Avenue 

P. O. Box 1398, Butte, Montana 

T. H. Joyce, 117 Trumbull Avenue, S. E. 

P. O. Box 1342, Albuquerque, New Mexico 

J. L. McCulley, 305 Spokane and Eastern Bldg. 
Spokane, Washington 

M. T. Swanson, 125 N. W. Park Avenue 

P. O. Box 795, Oklahoma City, Oklahoma 
Warner Tyler, 1301 W. Belden Avenue 
Chicago, Illinois 

K. R. White, 836 Stuart Building 

P..O. Box 393, Lincoln 1, Nebraska 

J. G. Willis, 2065 Union Avenue, Memphis, Tenn. 
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“Nitric Acid leaking— 
we need help fast.’’ 


A General American District Manager got this message. One 
of his customers was in trouble. A 50,000-gallon tank of con- 
centrated nitric acid had sprung a leak. The acid would be lost 
. .. property would be damaged . . . lives might be endangered. 
Fast action was imperative! 

Nitric acid? That called for stainless steel tank cars. Where 
were the nearest ones? Find them... explain the situation. 
Call the railroad. Have a special train made up. Pick up the 
cars and highball to the trouble spot. Above all, hurry. 

Within hours, the GATX stainless steel cars were at the 
plant, the acid was transferred to the cars and the storage 
tank repaired with a minimum of loss. 

Unusual? Of course... but unusual service is one of the 
many benefits offered to lessees of GATX tank cars. There are 
over 48,000 cars in the GATX fleet... over 200 different 
types... available for your use without capital investment. 
To keep this fleet rolling, General American maintains a 
nation-wide network of district offices and shops that provide 
service on a 24-hour basis. That’s why, when it comes to 
dependability, it pays to plan with General American. 


hte 




















GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street - Chicago 90, Illinois 
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Unsuspected copper may be causing 
your gasoline to form GUM 





When your gasoline leaves the refin- 
ery, it may not contain a trace of cop- 
Heb sce 

But pump-island surveys show that 
most gasolines pick up some copper 
before they reach your customers’ car 
tanks. And copper in concentrations of 
less than one part per million can cat- 
alyze the gum-forming reactions to a 
harmful level. One Du Pont gasoline 
quality survey, for example, disclosed 
significant amounts of copper present 
in 91% of 241 gasoline samples from 
representative service stations in the 
U.S. and Canada. And the gasolines 
known to contain no metal deactivator 


were found to be high in gum content. 

The results of this survey indicate 
clearly that, in spite of the great pains 
taken to prevent copper contamination 
during refinery operation, copper is 
getting into the majority of gasolines 
sold. How? ... Probably from contact 
with valves, pumps and other sources 
in the distribution system. 

You CAN control it 

Only about 1 pound of Du Pont Metal 
Deactivator (DMD) per 1000 barrels 
is needed to safeguard your gasolines 
against the harmful effects of copper. 
And in this low concentration, it costs 


you less than % of a cent per barrel 
to get this effective and important 
quality insurance. 


DU PONT METAL DEACTIVATOR aiso 
has valuable applications in kerosines, 
jet and diesel fuels, furnace and tur- 
bine oils. 

Ask for a sample and prove to your- 
self its effectiveness. Or ask one of our 
regional laboratories to evalute it for 
you, in your own stocks. Just address 
your request for this service to the 
nearest sales office listed below. 


Write for booklet—All of the properties, 
uses and methods of addition of DMD are 
discussed in this booklet. If you do not 
already have a copy, ask any of our repre- 
sentatives or sales offices to send you one. 


REG. U.S. Pat OFF 
Better Things for Better Living 
« «+ through Chemistry 


Petroleum Chemicals 


Sales Offices: E.1. DU PONT DE NEMOURS & COMPANY (INC.) © Petroleum Chemicals Division ® Wilmington 98, Delaware 














CHICAGO, ILL.—8 So: Michigan Ave Phone RAndolph 6-8630 PITTSBURGH, PA.—Room 51 Alcoa Bidg Phone ATlantic 1-2933 
HOUSTON, TEXAS—705 Bank of Commerce Bidg ne CApitol 5-1151 SAN FRANCISCO, CAL Room 626 1 Sutter St., Phone EXbrook 2-6230 
LOS ANGELES, CAL.—612 So. Flower St Phone MAdison 5-1691 SEATTLE, WASH.—R 215, 4 A 1 Ave Phone MElrose 6977 
NEW YORK, N. Y.—1270 Ave. of the Americas .. Phone COlumbus 5-2342 TULSA, OKLA.—P.O. Box 7 Phone LUther 5-5578 
PHILADELPHIA, PA 3 Penn Center Plaza Phone LOcust 8-353 

IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division . i Street West—Toronto 1, Ontario 


OTHER COUNRIES: Petroleum Chemicals Export 6539—Wilmington 98, Delaware 


Nemours Blidg., 
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SERVICE STATIONS REPORT: e 


7 COLD BOTTLE DRINK 


2ND ONLY TO GAS 


IT SALES 





Cc 


In addition SELECTIVE VENDERS 
INCREASE TRAFFIC AND TBA SALES 


This No. 2 best seller is so popular in customer appeal... 
so profitable year ’round, it can’t be emphasized too strongly 
in plans for your service stations. And only selective venders 
should be considered for selectivity satisfies the drinking prefer- 
ences of 85% of all customers...ups vending volume 50% 
or more. A prominently displayed cold bottle vender is often 
the tempting “‘stopper”’ that decides a motorist to pull into 
one of your stations... And remember this important fact— 
a vender gets motorists out of their cars... makes it easier 
to sell them TBA. 











DON’T OVERLOOK THIS YEAR ’ROUND 
SERVICE STATION PROFIT MAKER 
IN YOUR PLANS 











. 
ee 
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QF 
r 4 eRe's WHY IDEAL Selective Venders 


are best for AN) Y service station 





I] BIGGEST LINE... a selective vender the right size and style 
for any service station. 


g DEPENDABLE .. . backed by largest and oldest makers of selective 
venders and tested under every conceivable condition. 


SELECTIVE DESIGN . . . provides variety of drinks . . . increases 
volume 25 to 50% over single flavor vender. 


Low MAINTENANCE COST... assured by simplicity .. . only one 
moving part ... instantly replaceable packaged 
refrigeration . . . simple trouble-free coin unit. 


I CONSOLE STYLING . . . low, modern cabinet design doesn’t 
obstruct service station windows. 


BIGGEST SALES AND SERVICE ORGANIZATION in industry 
to help your operators get a vending program started... / 

to train them how to get greatest profits. [ 

3 i 


IDEAL the BIG, DEPENDABLE NAME in cold bottle vending 


—_ 


a ln, / 


CG 









Wire or phone Ideal for full 
details about the advantages 
of an Ideal Vending Program 








3! 

> 

7 « 
Z 


sonal) Dept. 1502 Bloomington, Iilinois <a 
Factories in Bloomington, Illinois; Columbus, Ohio ; 
In Canada: Weal Venders Company of Canada, Ltd., Montreal, Quebec 


|: 
‘t 

Ideal Model 400-B 

3 Flavor Vender 





ap 
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Your trade wants batteries 
that give 20% faster cranking 
speed... .j0% 


more power in cold weather. 


That means batteries with 
A battery equipped with U. S. Peerless® 


i S Peerless Microporous Rubber Separators has power 
ad e to spare in frigid weather. Even when the 
temperature is zero, Peerless Separators de- 
liver 10% more power and 20% faster 
& cranking speed. That’s because Peerless has 
Separators: 15% lower electrical resistance than ordi- 
nary separators. This means greater battery 
capacity. Peerless Separators also have other 
big advantages: they are unaffected by over- 
charging, heat, battery acid or plate pres- 
sures. They will not get mushy or soft and 
will maintain their original toughness 
throughout battery life. 


Make sure the batteries you stock and sell 
have Peerless Rubber Separators. They 
guard batteries against premature failure, 
save you the nuisance of replacement, and 
increase your profit per unit. 


s\ 


: ¥ 
pita ‘es a 


Write Electrical Wire and Cable Dept., 
United States Rubber Company, 
Rockefeller Center, New York 20, N. Y. 


\ oes 4 “Electrical Wire and Cable Department 


United States Rubber 
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Continental style cans 
8 


forecast a sunny— 
APY, 


Today, almost every producer of waxes, polishes, oils, etc., packages in “F” style cans. 
With Continental “F” styles, however, you can look forward to more than sturdiness 
and convenience. Colorfully lithographed by master craftsmen, these rugged con- 
tainers give your product a bright competitive edge on crowded supermarket shelves. 

In addition, Continental spares no effort to make Tailor-Made Package Service 
as appealing as ‘“F” style cans themselves. Whatever size you choose, from four-ounce 
to gallon, we'll deliver just the quantity you want, just when you want them. And 
like our packages, research and engineering tailored precisely to your needs are 
always available. 

Let us show you the sunny sales future that “F” style cans offer your chemical 
products. Call anytime. 


CONTINENTAL EC CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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This huge transporter, 274 ft long, is designed to carry 
freight and supplies across Arctic wastes, terrain that’s 
impassable for other vehicles. Designed and built by 
R. G. LeTourneau, Inc., Longview, Texas, the Sno- 
Freighter is powered by individual electric motors 
mounted on each wheel. Two 400-hp diesel generator 
sets furnish the electrical energy. Each unit has two 
starters and each of these, in turn, uses four 6-volt 
Globe standard commercial batteries. 





Ld 
LOBE batteries help 
assure SPINNING STARTS despite 
Arctic cold, extra-rugged terrain 


Here’s more assurance for private label marketers that 


Globe batteries pay off in outstanding performance . . . 





Sm performance that builds more and more repeat sales. R. G. 


rs 





4 manufacturers who rely on Globe batteries because they 


<< } 
Aor, / LeTourneau, Inc. is typical of the many leading equipment 
ua 


know fast, sure, dependable starts can mean lives or dollars. 


GLOBE-UNION INC., Milwaukee 1, Wis. 


a 


For fast service there are 
16 Globe Battery Plants — 


Atlanta, Ga. @ Boston, Mass. 
Cincinnati, Ohio ® Dallas, Texas 
Emporia, Kansas @ Hastings- 
on-Hudson, N. Y. © Houston, 
Texas @ Los Angeles, Calif. 
Memphis, Tenn. © Milwaukee, 
Wis. @ Mineral Ridge, Ohio 
Oregon City, Oregon 
Philadelphia, Pa. @ Reidsville, 
N.C. @ San Jose, Calif. 

Ajax (Ontario) Canada 





IF IT’S PETROLEUM-POWERED there's a Globe-built battery... right from the start! 








There’s an AC Cap 
to fit most of your 
customers’ needs... 


AC GAS TANK FILLER CAPS, REGULAR AND LOCKING — 
AC RADIATOR FILLER CAPS, REGULAR AND PRESSURE — 
AC CRANKCASE FILLER BREATHER CAPS 


Filler caps are always being lost, stolen, damaged, destroyed 
or just plain worn out. And there are so many millions of 
them in use that the replacement market is important to you. 
The AC line is engineered to highest standards and covers most 
automotive installations. Protect yourself with an ample stock 


of AC quality filler caps to meet your customers’ needs. 


Available quickly from your regular AC SUPPLIER 


AC SPARK PLUG & THE ELECTRONICS DIVISION OF GENERAL MOTORS 
FLINT, MICHIGAN 
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KELLY GIVE 
up REAL 


TO BUILD 
1. TOP quality products. 
ne of tires: 


ready 


2.A complete li 
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etitive puying price 
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3. products 
consumer 
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t branch service: 


5. Convenien 


EVERYTHING 


you NEED 
VOLUME FAST! 


6. Freedom from multip! 
tribution. 


7. The opportunity to 


g. New, improved p 
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and powerful 


9. Continuous 
J dvertising- 
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that won’t let you move ahead ? 


from Kelly can 
how to get rolling 


Let him talk to you! Find out how a Kelly Franchise 
can put you on the open road to sales and profits! 


Are you so busy selling tires these days you have to 
turn customers away? 


If so, you’d be too busy to read this announcement! 


But you are reading it ... and so, the chances are 
you're interested in finding out how to set yourself 
up in a tire business that can really grow. 


That means... it’s time to see the man from Kelly! 


Why? There’s a simple answer: The man from Kelly 

has a lot to tell you about the best franchise in the 

tire industry—the Kelly Franchise! And it’s the best 

franchise because it tops ’em all in giving you what 
you need to accomplish these two 
objectives: 


CELEBRITY PRESTIGE SUPER FLEX 
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EXPLORER 


1. You want to make a bigger income now. 


2. You want to keep building toward a sound, 
dependable future. 


One of the things the man from Kelly will tell you is 
this: everything he says about the Kelly Franchise is 
backed up by the experience of prosperous Kelly 
Distributors all over the country! You just couldn’t 
want a better reason for finding out what a Kelly 
Franchise could do for you. 


So what are you waiting for? Now’s the time to make 
a date to see the man from Kelly! You can arrange 
it by writing to Sales Department, The Kelly- 
Springfield Tire Company, Cumberland, Maryland. 


ARMOR TRAC SUPER ARMOR TRAC 














BUTANE 
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This key can open the door 
to greater LP-Gas sales--- 


Here are three good reasons why it will pay you to buy Gulftane LP-Gas: 


High quality—Gulftane is produced in 

plants of the latest design under accurately 
controlled conditions to specifications that 
meet the highest standards adopted by the 
LP-gas industry. It is free of moisture, gum, 
tar, dust, dirt, and sulphur. Or, to put it an- 
other way, Gulftane is the same high quality as 
Super-Refined No-Nox Gasoline and the other 
well-known products that carry the familiar 
Orange Disc trade mark. 


9 Dependable supply — many natural gaso- 
line plants and refineries, plus adequate 
storage, assure reliable, continuous supply. 


Prompt delivery service—modern Gulftane 
producing plants strategically located 
throughout Gulf’s wide-spread marketing terri- 


CRAWFORD 


Guiricy 
McCOMB, MISS. 


GULF OIL CORPORATION 
GULF REFINING COMPANY 
1822 Gulf Building, Pittsburgh 30, Pa. 


tory, along with a fleet of new tank cars, assure 
prompt, efficient delivery service. 


Also ready to serve you is Gulf’s experienced 
engineering and marketing personnel. Get all 
the facts concerning Gulftane service—contact 
your local Gulf District Office or your nearest 
Gulf Division Sales Office (see addresses below). 


1515 Locust Street 
Philadelphia 2, Pa. 


131 Ponce De Leon Avenue 
Atlanta, Ga. 


31 St. James Avenue 
Boston 17, Mass. 


National Bank Building 
Toledo 1, Ohio 


Gulf Building 
Houston 2, Texas 


P. O. Box 1679 
Denver 1, Colo. 


127 Elk Place (Zone Office) 


eee Shi Oe, 230 No. Michigan Ave. 


Chicago 1, Ill. 
(Zone Office) 


17 Battery Place 
New York 4, N. Y. 
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Wash > Cars 
in the time of one 


YOU’VE GOT to work fast to make big carwash profits. The 
Mash new Automatic-Jet WAYNE WASH is fast. One man can wash 
Triple-Mhreal Car a car in a few minutes. 

“SPARKL-FINISH” in minutes less. Fast WAYNE WASH is easy as 1-2-3. Swing the light, perfectly 
4 easy, streak-free jobs. Saves soap, water, counterbalanced sway-arm . . . spray the car end-to-end first with 
elbow-grease. water, then detergent . . . scrub with fountain-mit . . . rinse 
BIG NET RETURN, small initial outlay. with sway arm. No fancy mechanism, no split-second timing. 

Unit pays for itself in three months to a Just simple push-button control. 
year. Service stations, garages, and car dealers all over the country 
COMPLETE SERVICE makes your station report washing 50 or more cars a day with the same force that 
3 mote popular. Tie-in sales of gas, oil, formerly washed 20 cars a day. Write today for free literature 

repairs boost profits higher. and prices on WAYNE WASH. 


WAYNE PUMP COMPANY 


Salabors, entend WAYNE PUMP COMPANY 


Salisbury, Maryland 
Please send me free illustrated folder on the new WAYNE WASH. 





NAME 





ADDRESS 
NATION WIDE 
SERVICE CITY, ZONE 
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Here’s a record 
you can be mighty proud of... 


The same kind of Champions 
you sell sparked all the big NASCAR 
winners to victory in 55! 


NASCAR track records fell like last autumn’s 
leaves as Champion Spark Plugs sparked the 
winners to victory around the country during 1955. 
It was a great racing year for Champion, all 
around! 


Tim Flock captured the National Association of 
Stock Car Auto Racing’s prized 1955 title with his 
Champion-equipped Chrysler ‘300.’ And Frank 
Mundy won the AAA crown in another “300” 
Chrysler equipped with Champions. 


As a matter of fact, Champion set a remarkable 
record at NASCAR’s three outstanding race events 
~ because all 152 stock cars entered were equipped 
with Champion 5-rib Spark Plugs. The figures 
are: 69 cars out of 69 in the Darlington Southern 
“*500’’; 42 cars out of 42 in the Langhorne 250- 


66 


miler; and 41 cars out of 41 in the Memphis 
Grand National 300-mile race. 


Free to choose any spark plug they wanted, 
every one of these champion stock car drivers 
insisted on the most dependable spark plug they 
could buy—Champion! It’s added proof that men 
who know and drive all makes of stock cars— 
Chrysler, Chevrolet, Ford, Mercury, Pontiac, 
Oldsmobile, Buick, Cadillac, Plymouth, Dodge, 
Nash, Studebaker and Hudson—demand the high 
performance and full horsepower 5-rib Champions 
deliver! 


It’s been a great, successful year for Champion 
representatives, distributors, jobbers and dealers. 
And 1956 promises to be the biggest year ever, 
for all of us! 


—— se 
CHAMPION SPARK PLUG 
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THE LANGHORNE ~ 
250 MUER ~ 
Tim Flock, NASCAR’s 1955 stock car racing 23 
title holder, tooled his Chrysler “300” out af 3 
front to win the big Langhorne event early a 





in 1955. Needless to say, Tim demands high- 4 
stepping performance in the car he drives. —* 
To help get it, he insists on full-firing, always , 
dependable Champions. In fact, all 42 stock - 
cars entered were equipped c 
with Champions! A 


THE DARLINGTON 
“S500” 


One of the biggest events, and one of 
NASCAR's “big three” races for ‘55 
was the Darlington “500.” Herb 
Thomas took this one “hands down,” 
winning a flashing victory in his 100% 
Champion-equipped Chevrolet. There 
were 69 entries, and all 69 stock cars 
were equipped with Champion Spark 
Plugs, by drivers’ choice! 














THE MEMPHIS 
GRAND NATIONAL 


In this final one of NASCAR’s “big three” 
racing events for "55, Speedy Thompson 
forged out front to take the checkered flag 
by driving a Champion-equipped 1956 Ford 
over the 300-mile course. Like all the other 
experts, Speedy selected the plugs that 
produce winning performance— Champions! 
And so did all the other 40 contestants in this 
important NASCAR race! 


atin pg &s 
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5-RIB 


CHAMPION 


SPARKING THE VICTORIES... 





SPARK PLUGS 


COMPANY, TOLEDO 1, OHIO 
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FOR ASPHALT, RESINS 
AND SIMILAR PRODUCTS 











NEW HI-STRENGTH 


PHILADELPHIA VALVES 


CAN BE FREED 


WITH A 36-INCH WRENCH 


WITHOUT DAMAGING 


THE VALVES 








There are no weak links, no screw exerts a force of 48,0004 


pins that will shear, no threads on the disc, either to open it 
that will strip or shafts that or close it—a force which will 
will twist off, nor any other break loose any product that 
part that will fail under severe has solidified. All parts are 
load conditions. made of steel or manganese 
This valve was designed so bronze with alloy steel bolts. 
that if the product solidifies it A self-tightening stuffing box 
can be broken loose without is provided at the top. 
ruining the valve. Two men 
pulling with a force of 100# 


each at the end of a36” wrench 


In spite of all these features, 
there is no unnecessary metal 
and weight in these valves. 


on the square hub on the wheel Specify Philadelphia Valves on 
New Hi-Strength Philadelphia Valves 
are made in 4” and 6” sizes for either 
Under these conditions the in.ernal or external installation. your troubles. 


will not damage the valve. your next asphalt tank and end 


PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


Pacific Coast Distributors: 


Oil Marketing Equipment Company, 325 Fremont Street, San Francisco 5, California 
Howard Supply Company, 5125 Santa Fe Avenue Los Angeles 11, California 
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Here’s how a fuel oil dealer 
increases customer confidence 
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by ions din, @ dry fuel oil 


AABERG USES WARNER LEWIS SEPARATORS 


FOR eeeeee efficient water separation 
solids filtration down to 5 microns 
assured quality product 


RESULT....INCREASED BUSINESS 


Warner Lewis Company Offers Two Separator Designs 


@ Excel-So Separator-Filter contains bulk fil- © Fram Liquid Separator-Filter. Most efficient 
tration media designed for long life — 
efficient water removal — excellent 
solids filtration all free water — filters to 5 microns 


equipment ever! Removes essentially 


LEWIS WRITE FOR DETAILS 


Company 
BOX 3096 TULSA, OKLAHOMA DIVISION OF FRAM CORPORATION 
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THERMOID OIL MARKETING HOSE 


high tensile rayon plies. Furnished 
lengths of 100, 125, 150 and 250 ft. 
Sizes 1’' to 14"’. 


FOR EVERY OIL MARKETING JOB... 


These are just 8 of the many types of oil market 
hose in Thermoid’s complete line. No matter 
what the application, you’ll find the Thermoid 
hose built especially. for the job...a hose 
designed to give longer service . . . a hose that is 
quickly available from your Thermoid distributor. 


FOR ANY SERVICE CONDITION 


Heat, cold, high pressures, constant flexing and 
severe abuse and abrasion...no matter how 
tough the service, Thermoid quality assures 
longer hose life and lower hose cost in the long 
run. Get complete details from your Thermoid 
distributor or, if you prefer, write direct. 


Thermoid Company « Offices & Factories: Trenton, N. J., Nephi, Utah 
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it's the quality 


built into every 





part that makes 


Hannay Hose Reels a 


superior... 














Hannay Reels are built up to the high- 

est standard, from the smallest pinion to the 
final pressure test. For example, 

swing joints, flanges, and bevel gears are 
not just cast, but are forged brass to 

give you greatest durability and toughness. 
When you order your next truck, 

or modernize your present one, you’ll profit 
when you specify and get Hannay— 


Sizes and types for . 
the quality hose reel. 


every need. Send for 


complete details. 


. Greatest Name in Hose Reels 
® 


© 1956 C.B.H.4S., Inc. 


CLIFFORD B. HANNAY & SON, INc., 226 SOUTH ST., WESTERLO, N.Y. 
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Which oil companies 
were listed as 


‘The Top Three Competitors 


by Business Week Magazine? 


Cities Service was one of those top three... and it’s significant that the Business Week article, 
which made this statement, followed up with a research man’s viewpoint that other companies 
“didn’t move fast enough a couple of years ago.” 

This naturally raises the question — What did Cities Service do that other companies didn't P 


Here is a partial list: 


1. Installed the finest possible refining equip- 
ment for the making of super-octane gasolenes. 
2. Reaffirmed the research and production pol- 
icy that Cities Service products are to be second 
to none in quality. 

3. Undertook a vast modernization and station- 
building program. 

4. Acquired over 1000 new Cities Service out- 
lets in less than two years. 


5. Created new adjuncts to its streamlined 
transportation and marketing system. 


6. Enjoyed a phenomenal increase in premium 
gasolene sales, as well as a better than average 


sales increase for the entire Cities Service line. 


7. Furthered its expansion with the biggest 
advertising and promotional campaign in Cities 
Service history . . . telling the story of the great- 
est of modern gasolenes — New 5-D Premium. 


These are by no means all the reasons for the fact— acknowledged by competitors — that Cities Service is 
moving ahead faster than ever before .. . faster than many other companies are capable of moving. But we frankly 
hope they have served to whet your appetite for more information about Cities Service and its present openings 


for dealers and distributors. Write: Cities Service Oil Company, Sixty Wall Tower, New York 5, N. Y. 








HERE IS THE AREA— 
38 STATES EAST OF THE 
ROCKIES, IN WHICH 
1000 NEW OUTLETS 
JOINED THE GREAT 


CITIES SERVICE FAMILY. 


E eS 
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Proved Over Millions of 
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Illustration shows typical application of springs 
only for semi-trailer. General Tire & Rubber 
Company manufactures only the air springs 
and other necessary rubber parts. 





3 
Here’s what 
& Increased Payloads: The air spring makes possible 
G a a E va A L a savings of some 300-pounds over conventional steel 
suspensions. This means up to 300-pounds more payload. 


A é R s re) R i ay G Ss ye Reduced Maintenance Costs: Automatically mea- 
sured air pressure fits every load condition, results in proper 
riding deflection, maximum spring efficiency. Eliminates 


7 : “ ; 
ha ve done for Tra il er spring bottoming and resulting strain on axles and frames. 


% Increased Safety: Air springs assure positive braking 


and Ta nker Operato rs action . . . no chatter, hop or bounce, loaded or empty. 


Eliminates heeling over by keeping load and body 
on an even keel. 


1D, es / %& Lowered Operating Costs: Controlled easy ride and 
VW . positive braking action reduces bounces, excess deflection 
V1 (‘si and skidding. Result: more tire carcass life and slower, 
Fm even tread wear. 
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Actual Service Miles! 


AIR SPRINGS 











Perfected by GENERAL to haul 
bigger payloads at reduced costs! 


You gain valuable extra cargo space 
and completely eliminate costly road 
bounce and high-frequency vibra- 
tion when you equip your trucks and 
trailers with service-proved General 
Air Springs. 

By means of compensating air 
pressures to two individual rubber 


cushions, General Air Springs auto- 
matically keep trailer bodies and 
loads level, reduce load shifting, 
keep doors tightly sealed against 
outside elements. 

Order General Air Springs now on 
your new equipment or for conver- 
sion of your present units. 


COMPLETE SUSPENSIONS WITH GENERAL AIR SPRINGS 
ARE IMMEDIATELY AVAILABLE FROM: 


@ Homan & Company, Incorporated, 
Cincinnati, Ohio 


@ Krause Corporation, 
Hutchinson, Kansas 


@ Neway Company 
Muskegon, Mich. 


@ Spencer-Safford Loadcraft Incorporated, 
Augusta, Kansas 


@ Tructor Corporation 
Mountainside, New Jersey 


THE 


GENERAL 


AIR SPRING 


The General Tire & Rubber Co. 


AKRON, OHIO 


N EF W EQwuU:! P M € 2s 
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RADICAL DESIGN of office building distinguishes Staten Island Oil Co.’s new bulk plant. 


How You Can Plan a Modern Bulk Plant 


John Leopold mapped construction to meet his needs; 
his new plant is doing bigger business at lower cost 


* USTOM-PLANNING may _ solve 
your bulk plant problems. It 
brought Staten Island Oil Co. a 20% 
increase in business and a long list 
of cost savings, within four months 
after the company opened its tailor- 
made plant. 

John Leopold, 39-year-old president 
of the New York Texaco distributor- 
ship, laid out the compact bulk plant 
himself. He did it with an eye to 
avoiding difficulties that had cropped 
up in his old location, built piecemeal 
over 17 years as his business grew. 

“Not enough is being done to mod- 
ernize oil plants,” he says. “Most bulk 
plants built today are 25 years old be- 
fore they open.” 

Locations are marked off for three 
more storage tanks and a new ware- 
house—to be built this summer—to 
take care of further expansion for bus- 
iness that Leopold is sure wil! come. 


Leopold’s New Ideas 


Two of the new plant’s main objec- 
tives are fast loading and special serv- 
ices for Leopold’s 40-plus heating oil 
customers, who take most of his 15- 
million annual gallonage. Leopold 
does no retailing, but wholesales prod- 
uct to independent dealers. 

Heart of the heating oil operation is 
a four-sided loading rack that sur- 
rounds a steel and glass-enclosed of- 
fice. Meters are inside, protected from 
the weather, and the office also con- 
tains a ticket-writing desk, telephones 
to allow drivers to call their home 
offices, and a coffee machine. 
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Loading rate is held to 250 gpm 
because of the many 800 and 900-gal. 
trucks operated by customers. “Many 
of these dealers have come to us be- 
cause they can’t load at the high speeds 
so many plants have,” says Leopold. 
“Loading an 800-gal. truck at 450 gpm 
is ridiculous.” 

Relatively low-speed loading also 
works for the man who drives a stand- 
ard 2,400-gal. truck. In the 10 minutes 
it takes him to fill, he can step inside, 
call his office and have coffee. 

When his truck is loaded all he has 
to do is finish making out the ticket 
and drop it in the hopper. Only about 
20% of the dealers—who buy for cash 
—must stop in the main plant office. 

Leopold says the four-sided rack 
turns out full trucks four times as fast 
as the two-berth rack at his old plant, 
which was rated at 200 gpm. Yard 
layout, which brings trucks in one 
gate and sends them counterclockwise 
around the rack and out the other side 
of the yard, helps to keep traffic mov- 
ing without tie-ups. 

Drivers do all the work themselves, 
so Leopold needs no yard men. Two 
men for his 24-hour operation would 
cost $7,000 to $8,000 a year. 

Six remote dial gages mounted in 
the operations office—one for each 
storage tank—cost Leopold $2,500, 
but he figures they will pay for them- 
selves in one year. Marks on the dials 
represent inches in the tanks and pro- 
vide almost as accurate stock control 
as hand gaging. Lights mounted on 
the dials also tell the operations man 
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It’s built of stone, brick and cypress 





which tank the customers are using. 

Without the gages, one man would 
have to spend two hours a day check- 
ing stock by hand. Now it is done only 
once a month. The small plant and 
high throughput require close stock 
control, so the gages also eliminate 
about four hours a day of statistical 
work in the office. 

Six 5-hp pumps, which deliver 300 
gpm, do all the plant’s pumping. A 
triple manifold enables Leopold to 
switch any pump to any tank in case 
a pump breaks down or a fire starts 
and he must drain a tank. 

The pumps are flexible. If he ever 
needs higher pumping rates, he can get 
them by changing motors—7% hp 
motors will deliver 400 gpm and 10 
hp, 500 gpm. 

Leopold’s plant has no foam house. 
A liquid foam system in one corner of 
the warehouse eliminates the need to 
store powder. From 40 gal. of liquid 
in tanks, the system produces foam at 
a ratio of 300 gal. to one. It will make 
foam within one minute after the 
pump is turned on and continue auto- 
matically until the supply runs out. 

A striking office building, which 
Leopold designed, sits at the front of 
the 3-acre plot. The structure — of 
Louisiana cypress, brick and Staten 
Island fieldstone—looks more like a 
hunting lodge than an office. But it’s 
functional. 

Windows cover almost the entire 
back wall, so the plant can be seen 
from any office. Employees directly 
concerned with the plant operation 
have offices or desks at these windows. 


How He Planned It 


Leopold began laying out the new 
plant 1% years ago, when he found he 
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FOUR-SIDED loading rack works faster, gives shelter to equipment and drivers 


for Better Results 


would have to leave his old installa- 
tion. The old location, about one mile 
from the new acreage, was condemned 
by the City of New York for a park. 

He chucked standard plans to con- 
centrate On a design suited to his op- 
eration. 

“A picture window doesn’t make a 
modern house,” he contends. “And the 
latest loading equipment doesn’t make 
a modern plant if it is installed in the 
same old way. 

“It doesn’t cost any more to get the 
best possible use from your equipment. 
It’s the same equipment, it’s just in- 
stalled in a manner that will meet your 
needs. 

“Most small plants, even some large 
ones, are laid out now on the same set 
patterns as in the 30s.” 

The new plant cost Leopold slightly 


DRIVERS use phone in rack shelter to 
check with their own dispatchers 


over $250,000, but he says he got it 
cheap—he and his men did much of 
the work themselves. Another saving 
came from moving two 3-year-old 
tanks from the old plant at half the 
$11,000 that two new ones would have 
cost. 

By shrewd planning, Leopold came 
up with a plant that has much less 
pipe than normal. All piping is gal- 
vanized steel. It costs 10% more than 
standard steel pipe, but a $500 yearly 
savings in painting costs will pay off 
the extra bill in two years. 

The pipe joints and valves are 
painted to identify product—red for 
regular gasoline, red and silver stripes 
for premium, blue for kerosine and 
yellow for heating oil. 

This bright color scheme is carried 
throughout the plant, including col- 


PLANTS AND 


TERMINALS 


ored bands around the white storage 
tanks and plaques with colored wooden 
numbers in the proper order in the 
operations office, pump house, foam 
room and at other strategic locations. 

Staten Island Oil’s 600,000 gal. 
storage is about 30% of highest 
monthly throughput, or % of the in- 
dustry’s standard, Leopold says. By the 
time the three new 100,000-gal tanks 
go in next summer, he figures business 
will be up far enough for the percent- 
age to hold. 

A big reason for low storage is that 
the plant is only 10 miles by barge 
from Texaco’s Bayonne, N.J., ter- 
minal. Leopold hauls in 90% of his 
supply with a 1,000-bbl. power barge 
owned by a Staten Island Oil subsidi- 
ary. A barge dock, connected by four 
product lines, is located 1,000 ft. from 
the tanks. 


Plant Attracts Attention 

Leopold’s innovations have drawn 
visits from most of New York’s major 
oil companies. And some men at the 
majors are eyeing a sales promotion 
truck he devised, with a possibility of 
trying it in their own operations. 

Sales Promotion Manager Norman 
Ronnevig uses the van truck for his 
weekly station rounds. He carries 
maps, banners and other sales aids. 
Leopold says this eliminates “triple 
handling” on these items—order-tak- 
ing, referral to the supplier’s office, 
and delivery. 

The new plant is located on the 
center of Staten Island’s west shore. 
It supplies 38 stations, many of which 
the company owns, and the furthest 
one is only eight miles away. Leopold’s 
company handles the entire Texaco 
operation on the island. bal 


FULL VIEW of plant is provided by windows in rear of office building. Gages on the 
wall show storage tank levels and make daily hand gaging unnecessary 
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Get ‘Quarter-Turn’ Safety 
with ROCKWELL-Nordstrom VALVES 


In an emergency, one valve failure can jeopardize 
any marketing operation. Rockwell-Nordstrom valves 
eliminate most flow control hazards because they 
close with a quick, sure quarter-turn. Even when the 
plug has been in one position for months, Rockwell- 
Nordstrom valves operate instantly because the 
plug is hydraulically ‘‘jacked’”’ by the lubricant. 
Positive shut-off is assured on even lightest vola- 
tiles by a tough, seal of plastic lubricant that is 
far more efficient than risky metal-to-metal seating. 


Rockwell-Nordstrom valves are available in a 
complete range of sizes and pressure ratings for load- 
ing racks, bulk plants, and pipe line terminals. 
Price-wise, they cost no more, often less, than ordi- 
nary valves. For safety and dependability they can- 
not be matched by any valve. Write today for more 
information: Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. 


Canadian Valve Licensee: Peacock Brothers Limited. 


ROCKWELL-Nordstroom VALVES 


Lubricant Sealed for Positive Shut- id 


40th YEAR of lubricated p lve leadershi 
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are face-lifting Union Oil's distribution set-up. Construction is based on standard set of plans 


Building a Warehouse to Fit Your Needs 


A STANDARD set of plans devised 
by Union Oil Co. of California 
takes the guessing out of warehouse 
construction, enabling any jobber to 
build storage to suit his needs. 

The first step is to take the com- 
pany’s sizing formula and determine 
how much space is required. Actual 
building can then be done by putting 
together the basic 16x20 ft. modules 
specified in Union plans. 

Union’s compact, attractive ware- 
house units are changing the face of 
the company’s distributor operation— 
and proving that marketers don’t have 
to build eyesores to provide warehouse 
space. 

Two of the new warehouses have 
been opened in Yuma and Tucson, 
Ariz. Two more are under construc- 
tion in Mesa, Ariz., and Coachella, 
Calif. Work will start soon on another 
in Pomona, Calif. So far, Union has 
built 25 at company-owned bulk 
plants, and it plans to use the new 
design for all new small warehouses 
and replacements for old facilities. 

Eye appeal was a big factor in writ- 
ing the new style into Union specifica- 
tions. Corrugated steel is cheaper, but 
painted cement block—the material 
used for the new warehouses—is bet- 
ter looking. The extra money is being 
spent, says a Union official, because 
the company realizes “marketing sta- 
tions must be attractive to fit into a 
community.” 

Through its service station building 
program, Union has found that if it 
builds a neat, attractive station, the 
dealer is inclined to keep it that way. 
The new warehouse design extends 
this philosophy to bulk plants. 

(Continued on p. 80) 
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multiple combinations, allow variation in design 


UNION OIL’S SIZING FORMULA 


Stock Weight per Square Foot 
Sq. Ft. Per 
Wt. of Stack Stack 


Average Gross 
Package Stack 
Full Barrel 1 450 4 
120-Lb. Container 135 


l 1. 
§-Gallon Container 4 162 1.25 
4 l 


Cased Oil 200 
Average Pounds Per Square Foot of Floor 


Storage Space Needed 


Average Delivery of Package Goods — Lbs. 
Cushion, % of Average Delivery — Lbs. 


Divide By Weight of Stock Per Square Foot 
Carry-Over Stock 20% Additional 

Toilet, Shelves, Desk, Etc. (in warehouse) 
Assuming 3-Bay Building, Aisles Are 74’ x 3’ 


Total Square Feet of Warehouse Required 
Use 3-Bay Warehouse, 3—16’ x 20’ 
Available For Future Growth, 18% 
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30,000 
15,000 


45,000 


—_. = 360 


125 
72 





8 bulk plants and terminals 


(Continued from p. 79) 

Even figuring in the higher price 
that must be paid for an attractive 
building, Union terms its new ware- 
houses “minimum cost” installations. 

Union’s new storage space formula 
(see table)—based on product weight 
and freight rates instead of the usual 
dollar sales throughput—is still ex- 
perimental. 

The company pairs this formula 


with a blueprint for a unitized build- 
ing that works like a sectional sofa. 
Warehouses are built in combinations 
of a basic module, which measures 
16x20 ft. Union puts together as many 
of these sections as it needs to do the 
job. 

Union warehouses handle _ only 
drummed and packaged oil products 
—no TBA. Biggest freight rate ad- 
vantage in Union’s marketing area is 
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FROM COAST 





a COATS 
TIREMAN 


New D-D (Double-Duty) Model 


EQUIPMENT 


Portable 
Roll-A-Way Base 
Optional 


AND REPAIR 


SERVICE 


Just $119.50 Freight Paid 


Available for Immediate 
Delivery 


TIRE 


JACK P. HENNESSY COMPANY, INC. 


Manufactured by COATS COMPANY 
FORT DODGE, IOWA 
PIONEERS IN 
TUBELESS TIRE SERVICE EQUIPMENT 


SPECIALISTS 





TO COAST! 


Tire Engineers and Service Station 
operators from Coast to Coast all agree the 
New COATS TIREMAN is the greatest 


tire-changing tool in the industry. 


Here’s Why: It’s the safest for servicing 
tubeless tires. Special bead looseners 
eliminate any chance of damaging delicate 
beads. Polished rollers gently roll tires 


off and on. 


GENERAL OFFICES 
12 Depot Square * Englewood, N. J. 
WESTERN DIVISION OFFICES 
P.O. Box 190 * Van Nuys, California 





on carload lots (30,000 Ib.), so most 
of its warehouses are set up to take 
carload shipments. That calls for three 
16x20-ft. modules plus a fourth for 
the office. If the business grows, more 
units can be added. 

Union figures on a “cushion” stock 
of half the scheduled delivery volume 
(or 15,000 Ib.) to take care of emer- 
gencies. Another 20% is added to 
actual space for carry-over seasonal 
stock and slow-moving items. On the 
average warehouse, Union will over- 
build by 15 to 20% to allow for ex- 
pansion. 

Union officials point out that the 
formula and the cushion percentage 
are flexible. 

Each 16x20-ft. module will hold 
27,500 lb. of packaged oil products— 
50 full barrels plus 5,000 lb. of other 
products. Drums and 120-lb. grease 
containers are stored one high and 
5-gal. pails and cased oil are stacked 
four high. 

Barrels are arranged in rows of six, 
extending 12 ft. from the rear wall. 
The front 8 ft. allows 4 ft. for aisle 
space and 4 ft. next to the wall for 
product storage. The narrowness of 
the building is designed to assure 
proper stock turnover. 

The warehouse units have no win- 
dows—ventilation is furnished by 
vents and rotary roof exhausts. One 
door, 5% ft. wide by 7 ft. high, is 
provided for each two modules. Ade- 
quate light should enter through the 
doors, but supplemental electric light- 
ing sometimes is used. 

Floor of the warehouse and the 
10-ft.-wide loading platform, which 
extends the length of the building, is 
made of earth-filled, 4-in, reinforced 
concrete slabs, covered with a chemi- 
cal surface hardener. The loading 
platform is 42 in. above the yard level. 
The loading dock roof is cantilevered 
from the building, eliminating vertical 
support posts. 

Hose-stand fillers for filling barrels 
and buckets, and for loading trucks 
with slow-moving products not avail- 
able at the rack, are located on the 
outer edge of the dock. The loading 
platform is used for storage of low- 
flash products and for the usual ware- 
house shipping and receiving func- 
tions. 

Ceiling height in the building varies 
from 8 ft. 6 in. at the front to 9 ft. 2 
in. in the rear. A fire wall between 
office and warehouse permits use of 
regular office-heating equipment. 

Union also uses concrete flooring 
when remodeling old warehouses. It 
has had good luck laying three-inch 
concrete slabs over the existing 
wooden floors. * 
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Multi-Pump Stations 
Save on Every Gallon 


Bennett RAM System Gives Remote 
Automatic Multi-Pump Service From 
a Single Central Submerged Unit 


The Bennett RAM system is the answer to vapor 
locks caused by high temperatures, high altitudes, 
and extra-long pipe runs — to pumping problems 
wherever multiple dispensers are needed for one 
grade of fuel. Because the RAM Pump is entirely 
submerged, it pushes the gasoline. The RAM sys- 
tem saves dollars in capital outlay, because one 
submerged pump serves up to 8 dispensers. 


In addition to saving on original 

cost, the RAM system saves in 

operation, too—saves real money 

8 ways: 

Dispensers require no air 
eliminators 

Single discharge line serves all 
dispensers 

No return line needed 

No priming required 

Never needs lubrication 

No belts, gears, packing to 
replace 

Installs in pit or above ground 
as desired 

Simple design—field tested— 
assures traditional Bennett 
economy 

Ask your John Wood Represen- 

tative for full details on the 

Bennett RAM system — remote 

automatic multiple pump han- 

dling at lowest cost and highest 

efficiency. 


JOHN WOOD COMPANY- 
BENNETT PUMP DIVISION * Muskegon, Michigan 


In Canada: Toronto * Montreal * Winnipeg * Vancouver 
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TIRES—BATTERIES —ACCESSORIES 


New ‘Wonder’ Tire Material in Offing 


Higher resistance to wear and unusual flexibility 
are features of butyl, still in experimental stage 


UTYL RUBBER tires, with wear- 

ing qualities that greatly exceed 

other synthetic or natural rubber tires, 
are on the way. 

The new tires are already in experi- 
mental plant production. Advance 
reports from road tests show some 
near-sensational good points, along 
with some weaknesses that may well 
be remedied. 

On the plus side are these qualities: 

@ Wearability. The butyl tire’s 
chemical composition gives it high 
resistance to abrasion and oxidation. 

e Good ride. Unusually soft riding 
tendencies produce minimal “corner- 
ing squeal.” 

e Air-tightness. This is the same 
property that made butyl the best 
rubber available for inner-tube use. 

Holding up butyl’s debut in the 
commercial tire market, however, are 
drawbacks like these: 

e Physical characteristics of butyl 
prevent easy combination with other 
types of rubber. 

e Resistance to oil (like most 
hydrocarbon rubbers) is only fair, 
although butyl has high resistance to 
most commonly destructive acids. 

e Butyl’s bounce is less lively than 
that of other rubbers. 

e Use of butyl involves technical 
problems in adhesion. 

An extensive research program 
under the auspices of Esso Research 
& Engineering Co. is aimed at working 
the kinks out of butyl, while exploiting 
its promising potential. A brand new 
pilot plant now being built in Baton 
Rouge, La., will turn out a ton of 
butyl a day for use in testing labora- 
tory developments. 

Armstrong Rubber Co., at its West 
Haven, Conn., plant, is working si- 
multaneously with Esso, testing butyl 
and methods of manufacturing it. 
Most domestic rubber companies are 
also carrying on experiments of some 
sort. 

Estimates of the time when butyl 
rubber will make a large-scale entry 
into tire manufacturing range from 
one year to several. In the meantime, 
butyl has already begun to make up 
for the outlet shrinkage that loomed 
when tubeless tires started obsoleting 
inner tubes on a big scale last year. 
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Butyl is used in over 100 different 
applications in the 1956 Pontiac, for 
example—as shock absorbers, radiator 
hose, window seals, foot-pedal cover- 
ings, and many more. By weight, the 
56 Pontiac contains twice the volume 
of butyl needed to make five inner 
tubes. Other General Motors divi- 
sions, plus Chrysler and Ford, are 
using butyl in current models, although 
in smaller quantities. 

Butyl has also made a place for 
itself in the forms of garden hoses, 
rubber boots, gas masks, mechanical 
goods, fabric coating and electrical 
insulation. 

The big strength of the butyl tire 
is its combination of high flexibility 
and strong resistance to oxidation. 
This is a characteristic of the polymer 
of isobutylene and isoprene from 
which butyl is made. This polymer 
has only one double bond in its molec- 
ular structure for every 100 in natural 
rubber. 

Double bonds are susceptible to 





invasion by oxygen after the vulcani- 
zation process. This causes oxidation 
and eventual deterioration of the ma- 
terial, if the number of double bonds 
is relatively high. Because the number 
in butyl is lower than in natural 
rubber, butyl resists such deterioration. 
For the same reason, it also absorbs 
less sulfur during vulcanization. This 
gives more flexibility, and high resist- 
ance to road wear and abrasion— 
greatly reducing chipping of tire cor- 
ners and promoting longer tread life. 

Butyl was developed by Esso Re- 
search in 1937, but there are only two 
U.S. plants: Esso Standard’s at Baton 
Rouge, and Humble Oil & Refining 
Co.’s at Baytown, Tex., with combined 
capacity of 90,000 tons annually. 
Enjay Co., Inc., handles sales and 
technical services for application of 
Enjay Butyl. 

Two other companies, Petroleum 
Chemicals, Inc. (Cities Service-Conti- 
nental Oil) and Goodrich-Gulf Chem- 
icals, Inc., are licensed by Esso 
Research to produce butyl rubber. A 
French company has announced that 
it will build a butyl plant if a license 
can be obtained. The Canadian Gov- 
ernment Polymer Corp. is the only 
other butyl maker. 


Battery Man Sees Big Market 


R EPLACEMENT battery sales in 1956 
should total 25 million. That’s up 
better than a million, or a little over 
4%, from the expected 1955 total. 

The estimate came from R. C. 
King, retail records unit manager of 
Standard Oil Co. of Ohio, in a speech 
at the convention of the American 
Assn. of Battery Manufacturers at 
Chicago. 

Main cause of the increase is the 
continuing rise in car registrations. 
The influence of improved batteries 
toward slowing the replacement rate 
“has leveled off for the time being,” 
said King. One reason it’s not so 
potent a factor now is the increasing 
use of dry-charge and 12-volt batteries, 
especially the latter. 

“As with anything new, there are 
bugs in construction at the factory,” 
he said, “and bungled handling and 
misunderstanding at all levels of dis- 
tribution, which must be ironed out.” 
He quoted a check in his own com- 
pany on battery failures within the 
first six months: 


While 67% of the 6-volt failures 
occurred in less than 90 days, 91% 
of the 12-volt failures fell within the 
same period. For the present, at least, 
King feels that 12-volt batteries will 
average a shorter life than 6-volt. With 
the use of 12-volt batteries now uni- 
versal, they represent an increasing 
segment of the market, and tend to 
counterbalance the influence of quality 
improvements. 

Something ought to be done about 
battery placement under the hood, 
said King, adding that the variety of 
battery sizes and cell layouts should 
be cut down. He suggested that the 
battery industry point out to car manu- 
facturers that a battery located where 
it can be serviced easily and well lasts 
longer than one placed where service 
is difficult or impossible. 

Each added battery size, he also 
warned, “portends difficulty for the 
service station man in fitting it into 
his line, and to the car owner in being 
able to get convenient replacement 
and adequate service.” cI 
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If it’s built by GLOBE-UNION, 
it’s right from the start! 


GLOBE Unio" 


= << 
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gp rugged, custom-built batteries are creatively 
engineered to give all petroleum-powered equip- 
ment more dependable starting — year ‘round. 


Globe Batteries are specified by many leading 
original equipment manufacturers and mass mer- 
chandised under the trade name of GLOBE SPIN- 
NING POWER and numerous private brands. 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 


FOR FAST SERVICE THERE ARE 16 GLOBE BATTERY PLANTS — ATLANTA, GA. 
BOSTON, MASS. + CINCINNATI, OHIO * DALLAS, TEXAS * EMPORIA, KANSAS 
HASTINGS-ON-HUDSON, N. Y. * HOUSTON, TEXAS + LOS ANGELES, CALIF. 
MEMPHIS, TENN. * MILWAUKEE, WIS. * MINERAL RIDGE, OHIO * OREGON 
CITY, ORE. * PHILADELPHIA, PA. * REIDSVILLE, N. C. * SAN JOSE, CALIF 
AJAX (TORONTO) CANADA. 












New TDA lightweight | . 


500 EXTRA TON-MILES) 









highway fandem gives 


PAYLOAD AYEAR 


... built almost entirely from interchangeable standard 

















axle parts for easier service 
and lower parts inventory! 








This new lightweight tandem brings two important new 
advantages to highway tankers — greater payload capac- 
ityt and much easier maintenance. 

More than two hundred pounds lighter than any other 
unit of the same capacity, this new TDA tandem will 
save a trucker 7,500 deadweight ton-miles during an 
average 75,000 mile year. This means more payload 


and profit where it counts. connecting groups, or brackets to accept other approved 

Almost all of the parts—gears, pinions, differen- chassis hook-up parts. Plus these additional advantages 
tials and brakes — used in this new tandem are with the Timken® lightweight tandem: 

interchangeable with parts from Timken-Detroit® 

standard single axles. This assures operators less 

down time . . . faster, simpler, more econom- 

ical service ... and smaller replacement 

parts inventory. 
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TIMKEN-DETROIT AXLE DIVISION 
ROCKWELL SPRING AND AXLE COMPANY 


DETROIT 32, MICHIGAN 





Available with a choice 
of either Timken-Detroit axle 


TDA Inter-Axle Differential Divides Torque Evenly Be- 
tween Axles... and yet permits wheels of one axle to 
revolve faster or slower than wheels of the other axle. 
This means both axles are always doing equal amounts 
of work ... driving parts and tires last longer. 

















Driver-Controlled Lockout— with TDA inter-axle differ- 
ential, the driver can obtain the advantages of straight- 
through drive under slick or icy conditions by locking 
out the differential at any driving speed. 







Big, Dependable Hypoid Gears rotate in con- 
ventional direction for maximum gear and bear- 
ing life. 

This new highway tandem insures new pay- 
load profits, faster, easier service and operating 
economies for highway tankers everywhere. For 
complete information contact your nearest ve- 
hicle dealer or branch. 

















*based on 75,000 highway miles a year. 
Tfor the same gross vehicle weight. 
Steectaed 
pes AY Us in 


REGISTERED 







TRADE MARK 
Plants at: Detroit, Michigan * Oshkosh, Wisconsin * Utica, New York 


World's Largest Manutacturer of Axles for Ashtabula, Kenton and Newark, Ohio » New Castle, Pennsylvania 


a Trucks, Buses and Trailers 
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OPERA 
$ “SWING” MUSIC 
2 TEXACO DEALERS! 


THE METROPOLITAN OPERA is swinging business to 
Texaco Dealers in all 48 states! Here’s how: another 
season of opera radio broadcasts has begun, and the 
exclusive sponsor —for the 16th consecutive season — 
is Texaco. These famous Texaco broadcasts come 
direct from the stage of The Metropolitan Opera House 
in New York City every Saturday afternoon through- 
out the opera season. They go out on the ABC Radio 
Network — on more than 340 stations — to music lovers 
all over the U.S.A. and in Canada. 





This is a big, automobile-owning audience. That’s 
why the opera means more than just prestige for 
Texaco Dealers — it means good, solid business, too. 


And, of course, this is just one part of the powerful 
advertising program continuing all year ’round. It is in 
addition to the TV-Texaco Star Theater, 
starring Jimmy Durante; magazines; 
newspapers; billboards; station 
display and many other sales- 
building promotions. 


THE TEXAS COMPANY 
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DEALERS are often criticized by oil 
men because they are too prone to 
take on giveaway schemes like trading 
stamps and premiums. The usual argu- 
ment runs, “If you are a good sales- 
man, you don’t need to give something 
away to get business.” 

Oil management is inconsistent. It 
takes exactly the opposite stand on 
giving away free services at service 
stations. Every day dealers give away 
large amounts of free water, free air, 
free maps, free restrooms, free wind- 
shield cleaning, free dipstick, battery, 
and radiator checking. On top of that 
is a generous amount of free advice 
classed only under the vague term of 
“information.” 

Dealers aren’t sold on it. It wasn’t 
their idea in the first place. It was 
wished on them by oil management, 
which first conceived the idea back in 
the days of salary-operated stations. 
Not that dealers are making any loud 
protests. They just aren’t using free 
service for the purposes intended. 

The purposes aren't the same today 
as they were thirty years ago. Free 
service was first introduced as an 
attraction for motorists. Now all oil 
companies tell their dealers that free 
services are the path to motor oil 
and TBA sales. A switch from a bene- 
fit for the motorist to a benefit for 
the dealer. 

Season after season oil company 
suppliers remind dealers of the busi- 
ness-building value of free services. 
The argument has become so entrench- 
ed in oil marketing theory that it is 
no longer questioned. 

Yet there are obvious holes in it. 
For one thing, free service isn’t just 
a device to help the dealer make 
extra profits. It is of great value to the 
customer, too. Today the customer 
benefit is practically buried out of 
sight—yet the customer loses more 
than the dealer if his radiator or bat- 
tery runs out of water, or if his crank- 
case runs dry. 

The fact that dealers are literally 
throwing away their free services 
brings the whole program into ques- 
tion. 

Does that make sense today? After 
30 years, perhaps it’s worth a second 
look. 

Is the customer appreciative or 
grateful for free service? It’s hard to 
see any signs of it. He either takes 
the free service for granted, barely 
noticing what’s been done, or he yields 
reluctantly to custom and waits grudg- 


Is Free Service Just a Waste of Time? 


By FRANK C. STURTEVANT 
TBA Editor 





ingly while the usual free routines are 
performed. But he is swiftly irritated 
if they aren’t done at high speed. 

The customer may even be openly 
critical. He may repeat the old wise- 
crack that service station men always 
smear a windshield with grease. He 
thinks the dipstick check takes too 
long, and doubts if it is accurate. He 
is skeptical about the battery and radia- 
tor check, and expects either or both 
to run dry some day because of dealer 
neglect. 

If the industry continues to perform 
these free services, why not get some 
credit for them? Why go on pamper- 
ing customers who are already getting 
the greatest bargain in history out of 
the gasoline pump? 

The combination of low gasoline 
price and plenty of free service has 
established the service station in the 
public mind as a place where nothing 
costs very much. Is that good? What 
real benefit does the industry gain? 
Where’s the payoff? 

The rewards are hard to find. So 
hard, in fact, as to suggest that the 
giveaway policy has outlived its use- 
fulness. Today, when we set a high 
value on every man’s time, let’s ask 
ourselves if we aren’t throwing away 
too much time on these free services. 

Free service is never justified unless 
the customer is emphatically aware of 
what he gets. Kind acts are all right 
and a fine thing. Let’s hope we never 
become so grasping we can’t give some- 
thing away. But a policy of consistent 
charity between a business and _ its 
customers violates basic economics. 


What's New in 


tires—_batteries—accessories =F 


Throwing free service away is, of 
course, one of the troubles. One of the 
fine arts of selling—the art that 
“dresses up” all of the details of a 
service rendered — doesn’t come nat- 
ural to many dealers. For one thing, 
they do too much of it. Each station 
handles far more cars now than it did 
when giveaway services were first in- 
troduced. With ceaseless repetition, 
the service routine becomes so smooth 
it’s almost invisible. 

The idea of using free service as a 
pathway to further sales seems to go 
against the grain with many dealers. 
At least it’s a much neglected phase of 
service station selling, despite the 
wealth of merchandising education 
provided for dealers. 

Dealer education and training is 
making progress on other fronts, but 
it isn’t making a dent in raising the 
standards of free service. Free serv- 
ice will continue to be treated by deal- 
ers as a necessary evil. 

Why not look for some drastic 
remedy? Why not consider charging 
for some of the services that are now 
free? Why not do something to bring 
the free services to the attention of car 
owners? Or push a plan to discontinue 
free services, except upon request? 

Oil companies might take the lead 
by making a charge for road maps. The 
rising cost of these maps has forced 
oil companies to make them smaller 
and harder to read, and to restrict the 
quantity a dealer may keep on hand. 
That’s no way to encourage more 
driving. Why not turn out better, 
easier-to-read maps? Give the dealer 
a wide variety of them, and let him 
make a profit by selling them for a 
small price. 

There’s a wealth of merchandising 
talent in the supplying oil companies. 
They should be able to live up to their 
own precept: “If you are a good sales- 
man, you don’t need to give something 
away to get business.” 


TBA... 





Rim leak stopper 

. is being marketed by Seal-Cush 
Sales Co., 3422 N. Shepherd St., 
Houston. A circular band called T-T 
Seal Cush, its purpose is to “prevent 
and repair rim leaks on tubeless tires.” 
If a tire is losing over four pounds of 
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air in three months, the maker sug- 
gests installing his device to stop the 
trouble. 


Filter cartridges 


. in Purolator’s line have been re- 
designed, and are now produced with 
aluminum laminate jackets. The jacket 
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—.j tires—batteries—accessories 


resists corrosion in service, and makes 
a better appearance in the display 
window. In addition, Purolator is now 
offering a warranty with the new 
element that “assures the dealer that 
this new refill has been especially en- 
gineered and guaranteed to fit all 
passenger cars, trucks and busses.” 


Colored bike tires 
... are getting a tryout from Goodyear. 
Bicycle tires can now be had in three 
tread colors—red, blue, and green— 
combined with white sidewalls. 


Mud-snow tread tire 


. . . dubbed the Cities Service Com- 
muter has been added to Cities Service 
Oil Co.’s TBA line. In accordance 
with what is now almost universal 
custom, the tire is offered in both 
black and white sidewalls. At present 
it will not be sold in the areas served 
by Arkansas Fuel Oil and Cities Ser- 
vice of Canada. 





Multi-Luber kits 


... are now being marketed as a resale 
item. Service stations, as well as 
car dealers and garages, will be of- 
fered complete kits for Lincoln Engi- 
neering’s automatic, high - pressure 
power lubrication system. The kits 
can be used on all 1954, 1955 and 
1956 model Fords, and on 1955 and 
1956 model Chevrolets. Lincoln says 
that installation can be made in about 
1% hours by anyone of average 
mechanical ability. No special tools 
are needed and a power hoist is not 
required. Merchandising aids are 
available to dealers, plus the support 
of a national consumer advertising 
campaign. No price is suggested. 


Tubeless instructions 


. are being distributed by Dayton 
Rubber Co. on a handy wall chart 
(size 22%” x 34”). The chart pictures 
each step in mounting, demounting 
and repair. Included are repair tech- 
niques for internal, permanent repair 
of breaks, cuts or punctures larger than 
one quarter inch, and for temporary, 
external repair of smaller punctures. 
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Alarm whistle 


. . . to signal low tire pressure is being 
marketed for use on heavy truck 
tires. The whistle operates when pres- 
sure falls 3 lbs. below normal. If the 
warning goes undetected, as when the 
truck is parked overnight, the device 
cuts off automatically so as to prevent 
complete deflation. In addition to the 
whistle alarm, a colored piston unit 
gives a visible advance warning as 
soon as pressure starts to drop below 
normal. Called the Pedant Tire Guard, 
the device is being sold by The Tire 
Mart, Inc., 419 Fourth Ave., New 
York 14, N.Y. 


Second-line tubeless 


. .. known as the Super Flex has been 
added to Kelly-Springfield‘s line, in 
both blackwall and whitewall. White- 
walls are built with a projecting side- 
wall rib to protect the white area from 
scuffing. The Super Flex is a compa- 
nion to Kelly’s 100-level and premium 
tubeless lines, Prestige and Celebrity. 











Warren E. Hill has been elected 
president of Thermoid Co., Trenton, 
N.J., succeeding George S. Fabel, who 
has retired. Thermoid makes fan belts, 
brake lining and radiator hose. 

e 

Daniel M. Sharpe has been made 
regional sales manager of Auto-Lite’s 
West Central Division, with head- 
quarters in Chicago. 

Percy A. Leeper has been named 
regional service manager. 

Moves are first in Auto-Lite’s re- 
placement sales reorganization pro- 
gram, which will establish five regional 
sales divisions for the consolidated 
sales force. 


John Stobbart, formerly supervisor 
of market development for automotive 
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Steel wire tire 


. . . for trucks has been added to the 
Goodyear line. Wire is embedded in 
the tread for extra traction and skid 
prevention. The new tire—known as 
Steel Grip—is intended primarily for 
winter use. But Goodyear claims the 
wire tread also offers resistance to 
cuts, which makes for a higher percent- 
age of recappable carcasses. 


Wrap-around blade 


. . . is a new Trico product. The 
Cam-O-Matic windshield wiper is de- 
signed to do a better job on wrap- 
around windshields. At the end of 
normal blade travel across the front 
of the glass, a cam control rotates 
the arm so that it follows and hugs 
the curvature of the windshield. Nor- 
mal speed is 180 strokes a minute, 
but for heavy rains a switch can be 
used to step up the speed to 280 
strokes per minute, and reduce the 
travel to an area directly in front 
of the driver. 











chemicals at Commercial Solvents 
Corp., New York, has joined the sales 
technical division of Standard Oil Co. 
of Ohio. He will work on market de- 
velopment of refinery products such 
as coke, solvents, lube plant extracts 
and waxes. 
e 

Fred M. Holl has been assigned to 
the job of rebuilding one of Standard 
of Ohio’s TBA coaches. The coach 
will be converted to motor oil demon- 
stration purposes. Holl was formerly 
TBA manager for the Canfield Oil Co., 
a Sohio subsidiary. In recent months 
all Canfield service stations were con- 
verted into Sohio outlets. 

e 

H. C. Ficken, Champion Spark 

Plug representative in Macon, Ga., 
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Question Box 


Want to get your TEL-handling 
people to think of safety “as a way 
of life’? Then you'll be interested 
in reading about the Du Pont Lead 
Hazard Clinic. 


What makes a construction safety 
program, and what are the returns 
on a safety investment? To obtain 
a print of the movie that gives the 
answers, see the article on our film, 
“Builders of Tomorrow.” 


Who heads the Petroleum Chem- 
icals Division Eastern Regional 
Lab? We'd like you to meet Ed 
Jeffus. 

Have you heard about the oil in- 


dustry’s “best seller”? See the story 
about “Speak to the Earth. 














THE DOLLARS AND CENTS OF SAFETY 


New film of interest 
to refinery construction 
personnel 


“The Builders of Tomorrow’ is the title 
of a film about accidents that never 
happened. More importantly, it illus- 
trates how and why they never hap- 
pened. 

This 28-minute color movie was 
made on location as the Du Pont Engi- 
neering and Construction Division 
erected the A.E.C.’s Savannah River 
Atomic Energy Plant in Aiken, S. C. 

This plant, a 4-year task, involves 
massive equipment, thousands of work- 
ers and many different hazards. It is 
one of the largest and safest construc- 
tion undertakings in history. 

In one period of over 6,000,000 work 
hours, not a single disabling injury oc- 
curred. The safety record achieved at 
Savannah River was 36 times better 
than the national average for this type 
of work. 

Of interest to refiners 

Many safety problems, similar to those 
encountered in the oil industry, were 
solved on this project. “The Builders of 
Tomorrow” should prove stimulating to 
engineers, supervisors and others con- 
cerned with construction safety. For 
this reason, the Du Pont Petroleum 
Chemicals Division has obtained prints 
of the film. Any sales office will be glad 
to arrange showings. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 








Du Pont Lead Hazard Clinic helps 


promote safe TEL handling 
through education 


Because the dangers inherent in the use of tetraethyl lead are of a serious 
nature, the Du Pont Company, as supplier of this compound, offers refiners 
a program to help maintain safe handling operations. Originated in 1951, the 
program is called the Du Pont Lead Hazard Clinic. A review in January, 
1956, showed that Du Pont had presented the clinic 280 times for 44 oil 
companies before a total audience of 7,787 persons. 







































































Refinery personnel whose work brings them into proximity with TEL 
learn about the Du Pont Lead-in-Air Analyzer. Slides and book- 
lets help make the Du Pont Lead Hazard Clinic easy to understand. 


The clinic is available to all refiners. 
It is suitable as a refresher course for 
refinery, marketing, pipeline and termi- 
nal supervisory personnel and as a sup- 
plement to your own training courses. 
Your problems discussed 
The six sections of the clinic program 
cover the toxic properties of TEL, the 
source of TEL tank cleaning and repair 
hazards, safe cleaning practices, dem- 











onstration of the Du Pont Petroleum 
Chemicals Division Lead-in-Air Ana- 
lyzer, a question and answer period, 
and a summation. 
A way of life 

Called “Something Else Is Neces- 
sary, the summation is delivered by 
the Petroleum Chemicals Division 
Medical Director. It emphasizes to the 
individual his own responsibility in 
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Hazard Clinic 


achieving safe TEL handling... ir 
making safety “a way of life.” 

Experience has shown that the ques- 
tion and answer period offers one espe- 
cially important benefit to your em- 
ployees. It gives them a chance to get 
detailed answers to particular problems 
from men with extensive experience in 
every facet of TEL handling. 

Visual aids 

In easy-to-remember form, a_ slide 
presentation shows graphically the safe 
procedures and recommended precau- 
tions for tank entry work. This part of 
the clinic program is followed by a 5- 
minute demonstration of the Du Pont 
Lead-in-Air Analyzer. 


A booklet, “Tank Talk,” recaps the 
clinic and a copy is given to each mem- 
ber of the audience. Over 20,000 cop- 
ies have been distributed and the book- 
let is now in its third printing. 

Available to all 

In the interest of sound preventive 
medicine and good industrial safety 
practice, Du Pont makes this clinic 
available to all oil companies. It is rec- 
ommended for supervisory personnel 
currently concerned with TEL han- 
dling procedures, and to others who 
may in the future be assigned to this 
area of operation. To keep their pro- 
grams up to date, some refiners have 
set up repeat clinics on an every-other- 
year basis. 

If you would like further information 
about the Du Pont Lead Hazard Clinic, 
consult your local Du Pont Petroleum 
Chemicals Division representative. 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division 


Sales Offices: 


CHICAGO, ILL.—8 So. Michigan Ave. 


HOUSTON, TEXAS—705 Bank of Commerce Bidg. 


LOS ANGELES, CAL.—612 So. Flower St. 


NEW YORK, N. Y.—1270 Ave. of the Americas 


PHILADELPHIA, PA.—3 Penn Center Plaza 





"Phone COlumbus 5-2342 


HEADS PETROLEUM CHEMICALS DIVISION 
EASTERN REGIONAL LAB 


Ed Jeffus joined the Du Pont Petrole- 
um Chemicals Division in 1950 and 
was appointed Eastern Regional Labo- 
ratory Manager in January 1952. As 
manager, he works closely with refiners 
and provides technical services which 
are directed toward the more efficient 
utilization of petroleum additives. 

Prior to joining Du Pont, Jeffus was 
a chemist at the Shell Oil Company’s 
refinery at Norco, Louisiana. 

His entry into the petroleum indus- 
try followed schooling at Magnolia A. 
& M., Magnolia, Arkansas, M. I. T., and 
ending with a B. S. in chemistry at the 
University of Arkansas in 1948. During 
World War II, he was a meteorologist 
in the U. S. A. F. and served a 25- 
month overseas tour England and 
France. 

Originally from Texarkana, Arkansas, 
Ed now lives in Wilmington, Dela- 
ware with his wife and two children. 
His hobbies include hunting, fishing, 





EDISON D. JEFFUS 


skeet and bridge. 
Mr. Jeffus is a member of the Ameri- 
can Chemical Society. 








"Speak to the Earth” in 


Appleton-Century-Crofts, Inc., pub- 
lishers, have announced a new printing 
for “Speak to the Earth,” a book about 
the oil industry. The writing of this 
book was commissioned by the Du Pont 
Company. 

The initial printing was a de luxe edi- 
tion which was exclusively distributed 


Phone RAndolph 6-8630 
Phone CApitol 5-115] 
Phone MAdison 5-1691 


Phone LOcust 8-3531 





PITTSBURGH, PA.—Room 510, Alcoa Bidg..... 
SAN FRANCISCO, CAL.—Room 626, 111 Sutter St.. Phone EXbrook 2-6230 
SEATTLE, WASH.—Room 215, 4003 Aurora Ave... 
TULSA, OKLA.—P. O. Box 730 


Third Edition 


by the Du Pont Petroleum Chemicals 
Division. At the same time, a standard 
edition was produced and marketed to 
the public by the publisher. This has 
been sold out. 

Of the edition now in printing, 1500 
copies will be used by the O.1.1.C. The 
remainder will be available through 
regular book stores. 

Written by Max Miller, “Speak to 
the Earth,” was first introduced in 
June, 1955. 


RE aT OFF 


| Setter Things for Better Living | 
... through Chemistry 


Petroleum Chemicals 





Wilmington 98, Delaware 


Phone ATlantic 1-2933 


Phone MElrose 6977 
Phone LUther 5-5578 


N CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division—80 Richmond Street West—Toronto 1, Ontario 
OTHER COUNTRIES: Petroleum Chemicals Export—Nemours Bldg. 6539—Wilmington 98, Delaware 
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has been transferred to the territory 
served out of Tampa, Fla., replacing 
L. E. Brown. 

F. R. Scheuing, Jr., former field 
representative, replaces Ficken at 
Macon. 

Howard B. Tranum, DeLand, Fila., 
has been hired by Champion as a 
service engineer and assigned to the 
entire Southeastern sales zone. 


Charles E. Lam- 
bert has been ap- 
pointed sales man- 
ager of the Grant 
Storage Battery 
Co., Minneapolis, 
a subsidiary of 
Electric Storage 
Battery Co. He 
has been with the 
parent company 
since 1951, most 
of the time en- 
gaged in formulating Grant sales 
policies and campaigns. He was for- 
merly manager of market research 
for Locke, Inc., a General Electric 
affiliate. He also lectured at Johns 
Hopkins University, and taught mar- 
keting at the University of Baltimore. 

J. J. Kennedy has been appointed 
operations and advertising manager. 
He has been with Grant since 1925 
in various sales and executive capa- 
cities. 

L. J. Hauskey has been made as- 
sistant sales manager and Minneapolis 
branch manager. He came with the 
company in 1928 as Sioux Falls branch 
manager and has been at Minneapolis 
since 1935. 

The changes are part of a general 
expansion program. Grant markets a 
line of storage batteries, service equip- 
ment and supplies in the mid-west. 


C. E. Lambert 


C. M. Van 
Epps, former dis- 
trict manager for 
Goodyear in Chi- 
cago, has been 
put in charge of 
a new Goodyear 
division office at 
Des Moines. He 
has been’ with 
Goodyear since 
1928, in a num- 
ber of field posts, 
including a period with Goodyear Air- 
craft Corp., and four years in Gran- 
ville, Australia. The new Des Moines 
division is part of a general re-align- 
ment of Goodyear division offices. 


C. M. Van Epps 


R. W. Simpson, San Gabriel, Calif., 
is the new manager of replacement 
tire sales in Arizona for B. F. Good- 





rich, succeeding D. J. Jakle, promoted 
to Denver district manager. Simpson 
was formerly supervisor of the BFG 
Los Angeles district. 
e 

Ten oil men have been named to 
a TBA Advisory Council, formed by 
the AC Spark Plug Div. of General 
Motors. Plans call for a meeting to 
be held twice a year, the first to be 
in mid-March. “The prime object of 
the newly organized council,” says 
AC, “is to effect closer relationship 


HIGH VACUUM 


between TBA management and AC.” 

Council members are: Thomas L. 
Cunningham, Aetna Oil Co., Louis- 
ville; Leo J. Spanuello and Don Wig- 
man, Pure Oil Co., Chicago; Richard 
J. Mulholland, Atlantic Refining Co., 
Philadelphia; A. H. Heidingsfelder, 
Pan-Am Southern Corp., New Or- 
leans; H. I. Holbrook, Union Oil, 
Los Angeles; John K. Howe and 
Gene Crouch, Skelly Oil Co., Kansas 
City; George R. Miller and Ward 
Browning, Richfield Oil, Los Angeles.@ 


HAND PUMPS 


new swivel adapter 


EASIER TO INSTALL— MANY BIG FEATURES! 


Cast-iron swivel 
adapter—no aluminum 
threads to wear 


These Tokheim high-vacuum 
pumps now feature a durable cast- 
iron bung adapter that swivels! Per- 
mits easier, faster installation and 
removal. Wing lock-nut positions 


pump securely. Low cost. Ruggedly 


built. Minimum maintenance. Ideal 
for your own or your customers’ use. 


Check these features: 
@ Flexible diaphragm of tough, 
molded-synthetic material 
@ No piston to leak, stick, freeze or jam 


@ Shaft, valves, and springs of 
stainless steel 


@ Double-action; rapid, steady flow 
@ Fine materials and workmanship 
@ Durable housing of die-cast 
aluminum alloy —specially treated, 
inside and out, against corrosion 

@ Automatic tank venting 

@ Sliding suction tube —adjusts itself 
to tank depth 


A do-it-yourself pump! With a few changes in parts, this pump can be easily 
converted to ’most any type of installation—pipe line, drum, underground 
tank—with hose or spout outlets. Call your Tokheim representative or 


write directly to factory for literature. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 WABASH AVENUE 


SINCE 1901 


FORT WAYNE 1, INDIANA 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto, Ontario 
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Maximum 
Undercar Accessibility 


The compact superstructure (46” 
wide, 68” long) of the Rotary 
Frame Pick-Up Lift has only four 
points of contact with the car. 
Easily handles automatic trans- 
missions, intricate wheel suspen- 
sions and frameless bodies. 











. Speeds repair and brake 
: work ... makes all service 
jobs more profitable! 





e% 
eres reese? ee 


With this one lift . . . the Rotary Frame Pick-Up... 
you can handle every kind of service and repair job on 
all automobiles and light pick-up trucks. 

This efficient new lift relaxes all spring suspensions 
and makes undercar parts easy to reach for faster, better 
lubrication and other work. 

Rotary’s exclusive new Hydra-Seal (described on 
opposite page) guarantees satisfactory, maintenance- 
free service for years. Yet the Rotary Frame Pick-Up 


Lift costs no more than comparable single jack lifts. 


Relaxed Spring Suspensions 
: : Safety-Grip Pick-Up Pads 
All spring suspensions are relaxed ; : ; 

+ as Heavy oil-resistant synthetic rub- 
so that wheels drop, as indicated : . | 
by red lines. Fittings take grease ber pads grip the frame securely, 
oP ge q . NR. Rita eliminate the need for axle sup- 
easier and faster. Penetration is ports or adapters on 98% of all 
better and less grease is required. cars. Easily attached adapters to 
Wheels clear low fender skirtings, 


handle frameless bodies are fur- 
are easier to remove. 


nished as standard equipment. 











Rotary Hydra-Seal makes 
auto lift packing obsolete ...completely eliminates 
biggest problem in auto lift maintenance 


Lasts for years without replacement 
Never requires adjustment 
Positively prevents oil leaks 


Reduces plunger friction 


Hydra-Seal is an exclusive development of Rotary Lift Co. 


This revolutionary new feature of Rotary automotive 
lift jacks replaces troublesome packing which often 
leaks and requires frequent adjustment. 

The Hydra-Seal utilizes oil pressure inside the jack 
to produce a hydraulic sealing action. The higher the 
pressure the tighter the seal . . . yet there is never any 
binding of the plunger. 

Installation is fast and easy. The Hydra-Seal slips 
over the head of the plunger and into place. No fitting 
or adjustment required. 


Proven successful—Severe laboratory and field tests 
prove the Rotary Hydra-Seal out-performs all types of 
packing in preventing oil leaks and providing smoother 
lift operation. 

It is furnished as standard equipment on all new 
Rotary auto lift jacks and also can be installed to replace 
packing on Rotary lifts built since 1951. 


a. 


Malleable 

iron gland 

Holds Hydra-Seal in 
place. Never requires 
adjustment or 
tightening of bolts. 


Hydra-Seal 


Oil-resistant synthetic, 
molded in a single ring. 


Non-corrosive 
springs 

Assure constant contact 
with plunger. 
Compensate for eccentric 
loading and wear. 
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WHAT’S NEW IN TEXAS? 





NEW SOURCE OF 


The new $6,600,000 plant of American Lithium 
Chemicals, Inc. in San Antonio, an affiliate of 
American Potash & Chemical Corporation, long 
the leading producer of Lithium Carbonate, 
makes available to producers of lithium-based 
greases an abundant new source of supply of 
LITHIUM HYDROXIDE. The new plant will process 
high-grade lithium ores from extensive deposits 
in Southern Rhodesia, assuring you of vast re- 
serves, coupled with the most modern domestic 
production facilities available anywhere. You 





can count on the advantages of Trona LITHIUM 
HYDROXIDE in your all-purpose greases—mois- 
ture resistance, chemical and mechanical stabil- 
ity and wide temperature range, just as you can 
depend on the consistent good quality of Trona’s 
new source of this vital all-purpose, all weather 


grease additive. LITHIUM-BASED GREASES 


Send for technical information sheet 











FOR LITHIUM CHEMICALS—LOOK TO AMERICAN POTASH! 


American Potash & Chemical Corporation 


Offices © 3030 West Sixth Street, Los Angeles 54, California 
* 99 Park Avenue, New York 16, New York 
INDUSTRIAL y) * 214 Walton Building, Atlanta 3, Georgia 
abated Pye 7 Ne tgh RAL Plants ¢ Trona and Los Angeles, California and San Antonio, Texas 


Export Division * 99 Park Avenue, New York 16, New York 
LITHIUM CARBONATE ° LITHIUM HYDROXIDE * LITHIUM BROMIDE ¢ LITHIUM CHLORIDE and other LITHIUM CHEMICALS 
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This 17th Century Gauntlet typifies the skillful 

craftsmanship of medieval armormakers. The 

expert positioning and attachment of adjacent parts 

permit all the necessary flexibility. The intricate carving and 

embossment give it a distinct, attractive appearance. And the 

careful design and workmanship assure the maximum pro- 

tection. In battle and in jousts, combatants had to depend on 
the armorer’s skill . . . often for their lives. 

J&L Steel Containers offer dependable protection for your 

products. They’re built of sturdy, high-quality J&L Steel Sheet. 

Their careful construction insures perfect fit of all joints and 


\\ 


| d 
ee eee) 
\ 


Ne J CONTAINER DIVISION 
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movable parts. And they have a trim appearance which can 
be attractively decorated with colorful designs and illustrations 
by J&L’s accurate lithographic process. 

In addition, coatings and lacquers are evenly applied—both 
inside and outside; and J&L pails and drums are chemically 
treated to keep all surfaces clean and dry. 

For the protection your products need, depend on J&L 
Steel Containers. You can order them through plants in 
leading industrial centers, and you'll find J&L service prompt 


and efficient. 
laughlin 


Sones 4 


STEEL CORPORATION 


405 LEXINGTON AVE, 
NEW YORK 17.N.Y. 


TEE 

















OPERATING AREA IN ROCKWELL METER TEST STATION 


In this unique plant—the world’s largest condition. We shock load and abuse them, 
—we test meters under every operating to pre-prove their accuracy and durability. 
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ter Test Station 


Benefits You 


Rockwell Meters are Job-Tested and 
Tailored to Your Service Needs 


In the four-acre Rockwell test station, engineers can 
duplicate every field measurement condition. Here they 
exactingly test--yes, even torture meters under every 
conceivable degree of pressure, temperature and fluid 
viscosity. They make sure and you can be sure, the Rock- 
well meters you order will measure up to the specifica- 
tions for your service. 

This costly practice costs you nothing extra. It pays 
off in greater accuracy, longer meter life, less mainte- 
nance and lowered measurement costs. That is why it 
will pay you to make Rockwell Rotocycle meters your 
preference and save money on every job. 





ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago Dallas Denver Houston 
Los Angeles Midland, Tex. New Orleans New York N. Kansas City Philadelphia 
Pittsburgh San Francisco Seattle Shreveport Tulsa 

In Canada: Rockwell Manufacturing Company of Canada, Ltd., Toronto, Ontario 


at s \, . oe 
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Operator conducts durability test on a model 6 BLX Rotocycle meter equipped 





with multi-stage control valve for a smooth pre-set closure. 


ockwell LO70CVC/E Meters 
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Driver Harry Kohl is always hustling. He doesn’t mind snow—it’s all part of an... 






Ice Cold Night on a Heating Oil Truck 





Loading time at the bulk plant is about 15 minutes. Kohl Suburban delivery poses problems in reaching houses. 
works for Harper Fuel Oil Corp., New York jobber Parking space is scant, and Kohl has to inch into it 
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Freezing weather causes trouble, too. Kohl discovers Some home tanks are hidden in out-of-the-way places. 
fill pipe cap is jammed, goes to work with his tools At times Kohl drags heavy oil line as much as 200 ft. 


A driver has to watch his truck’s supply carefully. After last stop, Kohl double-checks his own figures 
Each delivery must be subtracted from starting total on meter totalizer. Then he heads back to the plant 





Time out for food before putting truck into garage. Kohl punches out after more than 17 hours of driving. 
Kohl seldom has a chance to eat while making rounds Next morning he’ll be up at seven and ready for more 
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Night on the Town 


@ Fuel Oil Editor Cornelius Broder- 
sen (right) thought it was just another 
day when he walked into the NPN 
office on a snowy, cold morning. But 
his chief editor had other plans. 
Before Brody’s day ended, he had 
gone through one of his most un- 
usual experiences—“an ice cold night 
on a heating oil truck.” His pictorial 
record of the night’s events is on the 
previous pages. 

For his night on the town, Brody 
needed lots of preparation. His wife 
helped him climb into this apparel: 
two pairs of heavy wool sox, shoes, 
rubbers, a lamb’s wool vest under a 
wool shirt, double-breasted suit, wool 
scarf, heavy overcoat and a warm 
“Davy Crockett” cap. For the rest of 
his story, see below. 





BRODERSEN 


The story behind the pictures; 
or, brother, it’s cold outside 


by CORNELIUS BRODERSEN 


EVER WONDER what happens to 
the Good Humor man when winter 
comes? At least one drives a fuel oil 
truck in metropolitan New York. I 
know—because I made the rounds 
with him on a near-zero night when 
the snow was on the streets and the 
frost was on my ears. 

That’s a story, too; the story of the 
rigors of night deliveries. To get it, I 
spent 10 hours with Harry Kohl—32, 
married, Brooklyn resident, a summer 
Good Humor man and a winter driver 
for Harper Fuel Oil Corp., Long 
Island City, N. Y. 

I met Kohl at 2:30 p.m. at one of 
his stops, by pre-arrangement with 
dispatcher Ed Schinkel. Kohl was glad 
to have me aboard, because he’d have 
someone to talk to. 

Low temperatures don’t bother 
Kohl. Under his coveralls, he was 
wearing a sweater, jacket, and work 
pants, plus two pairs of socks, work 
shoes and rubbers. But no hat, no 
gloves. And he complained of being 
hot once, when I used the heater to 
thaw out my hands and feet. 

Daylight and night deliveries pre- 
sent different problems. You pays your 
money and takes your choice. In the 
daytime, traffic slowed Kohl down. 
Parked cars often prevented short 
hose-haul deliveries, and Kohl couldn’t 
always come into a street in the right 
direction for a right-hand delivery. 
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That meant jockeying around the 
block—or, if there was room, backing 
the truck into the next street and 
swinging it around. 

At night house numbers were tough 
to spot. Customers don’t get advance 
notice of degree day deliveries, so 
they don’t keep porch lights on. Fancy 
grill-work on storm doors often hides 
all evidence of numbers. When Kohl 
finally zeroed in on a house, he had 
to hunt down the fill-pipe in the dark. 
Dim street lights didn’t help him much. 

Night or day, Kohl has another 
problem: eating. Diners aren’t every- 
where, and when Kohl did find one, 
he couldn’t find a parking space for 
his 2,000-gal. truck. He was hungry 
when I met him and he stayed that 
way until almost six, when we dis- 
covered a diner with parking space. 

When we punched out, fifteen min- 
utes after midnight, I figured I’d had 
a full day. But Kohl’s had been fuller. 
He’d been on the road 17% hours, 
made 24 stops, pumped close to 5,500 
gal., gone back to terminals for tank 
refills twice, and covered 78 miles 
through eight city sub-divisions. With 
a little sleep, he’d be back at it again 
at seven the next morning. 

Next summer Kohl will be back on 
his Good Humor wagon. But, he says, 
he’ll be looking forward to wintertime. 
He likes delivering fuel oil (this is his 
first job at it) better than peddling ice 
cream: he gets a bigger truck to drive 
around the city. * 


Oil Gets Help 


Florida electric utility, 
pressured by cold waves, 
gives oil heat an assist 


THE ELECTRICAL and petroleum 
industries are teaming up in Florida, 
where Miami’s Florida Power & Light 
Co. is helping sell oil heaters. 

The utility is working with the 
Home Heat Institute, Inc.—which it 
helped organize—to solve the problem 
of severe power shortages during 
periodic cold snaps that hit the sub- 
tropical lower east coast of Florida. 

When a cold wave hits, homeowners 
without conventional heating turn on 
electric ovens, ranges, and portable 
electric heaters for warmth. Although 
FP&L has warned that this kind of 
drain on its output could blow out 
transformers and cause neighborhood 
blackouts, the practice continues. 

It would be uneconomical for the 
company to build more power plants 
to handle the infrequent peak loads 
that result from cold snaps. Just to 
heat half of its residential customers’ 
homes electrically would mean dou- 
bling generating capacity for a mere 
5% increase in revenue. 

So Florida Power & Light is work- 
ing with HHI to publicize oil heat. 
The potential market is big: in Miami’s 
Dade County alone, 100,280 out of 
180,658 dwelling units are not con- 
ventionally heated (1950 census). 

FP&L sees a potential market in all 
of its territory—about a third of the 
state—worth $78 million, with growth 
to $178 million in 10 years. 

One index of the success of the cam- 
paign is the recent jump in heating oil 
sales in Dade County. In 1950, 143 
million gal. were sold; that rose to 
204.5 million gal. in 1954, with bigger 
gallonage indicated for 1955. Sales of 
liquid fuel heating equipment during 
the first eight months of 1955 showed 
a 42% gain over that period in 1954. 

Advertising directed at homeowners 
includes newspaper spreads, window 
displays and banners, and car bumper 
strips. The Institute also distributes 
monthly weather forecasts. Promotion 
of equipment has been handled pri- 
marily by HHI, which has a member- 
ship of 120 out of a possible 800 
wholesalers and retailers of heating 
equipment and fuels. 

Local chapters of the HHI are being 
organized in other sections of the 
state, but operations will probably be 
on a limited-area basis. Most homes 
in northern Florida have conventional 
house heating equipment. a 


NATIONAL PETROLEUM NEWS °* February, 1956 











es, ee eee ee ee a — ee eae ee |6CCa eee Ii 





Versatile? Yes ! These are Rheem steel pails. They are available in 1-gallon 


to 15-gallon sizes; plain, colored or lithographed; lined or unlined; double head or crimp lug 
type covers. To the many manufacturers who want clean steel pails, Rheem is the answer. 
You see, Rheem is the world’s largest manufacturer of steel containers, and their experience 
is your assurance that your products are well protected—always. Rheem pail linings are 
bonded directly to the steel and oven baked by a special process to stay on. Use the coupon 
to find out more about sending your products to market, first class—in Rheem steel pails. 


RHEEM MANUFACTURING COMPANY 
7600 S. Kedzie Ave., Chicago, Illinois 
Please send me detailed information on Rheem Steel Pails. 





YOU CAN RELY ON MANUFACTURING COMPANY 














NAME_ ieee lean 
COMPANY____ = .* 
World’s Largest Manufacturer of Steel Shipping Containers ADDRESS ———————— 
UNDEN, N. J. AND SPARROWS POINT, MD., RICHMOND AND SOUTH 2) eee STATE__ tia 


ee ee ee oe ee 


GATE, CALIF., HOUSTON, CHICAGO, NEW YORK, NEW ORLEANS NPN-2 
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fok= Kor ¢-Lel= 
porcelain enamel service stations 


Above are four actual “‘package”’ service stations built of Avoncraft 
Porcelain Enamel for four major oil companies. These stations represent 
a trend in modern marketing methods . . . Avoncraft Porcelain Enamel 
Service Stations are completely pre-fabricated, delivered to the site, and 
assembled and erected in the field. For durable sales appeal, inside and out 
... for economy, and for simplicity of maintenance, Avoncraft ‘‘package”’ 


service stations are outstanding. 


Our Avoncraft Engineers are at your service . . . write: 


architectural prosue a division of 
OC AVONDALE MARINE WAYS, INC. 


P.O. Box 1030, New Orleans 8, La. 
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CODING Electrofile cards is easy. Typewriter-like keys are 
used to set up code. Machine then clips metal fingers on card 
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Instant delivery of any card out of 450 in the tray saves 
time, leads to accurate and efficient delivery schedules 


Need More Men? Check the Files First 


The degree-day system above isn't automation, 


but it does the work of hours in a few minutes 


| pene was good last spring for 
Keystone Oil Products Co., a 
Camp Hill, Pa., heating oil distributor. 
Too good—Keystone’s staff couldn’t 
handle it all, and vice president Jay 
Oberman was glumly preparing to ap- 
propriate $3,120 for a new office man, 
$9,000 for a 1,650-gal. delivery truck, 
and $3,600 for a man to drive it. 

Then Oberman heard about a new 
degree-day filing system (NPN, May 
*56, p. 137) that might solve the prob- 
lems posed by his 2,200 accounts. 
Today the company’s complete Elec- 
trofile system, purchased for $3,800, 
has made Oberman forget all about 
that proposed appropriation of almost 
$16,000. 

The new system, installed last sum- 
mer, is speeding, sharpening and sim- 
plifying Keystone’s degree day opera- 
tions. 

Faster Job—‘I do in 30 minutes 
what used to take 5-6 hours,” says Bob 
Oman, Keystone’s dispatcher. To line 
up deliveries under the old system, 
Oman had to go through 80 trays of 
a visual and alphabetical file set up on 
the zone system and make a list of 
those needing oil. From this list, he 
would type up delivery tickets. 

With the Electrofile, all accounts 
are set up on a degree-day basis and 
all accounts needing oil on a certain 
degree day are at Oman’s fingertips. 
Addressograph plates are attached to 
the cards, so it’s easy to stamp the 
delivery tickets. Degree-day cards can 
be pulled by zones, with delivery tick- 


ets being stamped the same way. 

Greater Accuracy—With the new 
degree-day file, Oman says there’s less 
chance of missing a customer who 
needs oil. That wasn’t so with the old 
file, which had degree-day totals 
marked off on the last line of each 
card. That file had two sets of figures 
—one in thousands and one in hun- 
dreds—that had to be read in order to 
get the degree-day total. Colored tabs 
on each set of figures could be moved 
to show the total. 

Oman says the degree-day figures 
were necessarily small, and hard to 
read. This often led to errors, because 
it was easy to miss a card entirely in 
checking trays or to misread the de- 
gree-day totals. 

Fewer Files—Keystone’s new de- 
gree-day cards can carry 99 different 
codes, making it possible to list all 
pertinent information regarding an 
account On one card. There is no need 
for cross-reference files and no time 
is wasted looking through such files for 
certain information. In addition to 
name, address and zone, Keystone 
cards show if a big account is a school 
or church, if there is an underground 
tank, if the account is on the budget 
plan and if there is a summer-winter 
hot-water hook-up. Pressing keys for 
any code brings up the desired cards. 

Because the new file is faster, Ober- 
man thinks Oman will be able to han- 
dle 800 more accounts—a total of 
3,000—by himself. This includes pull- 
ing cards, stamping delivery tickets, 
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posting the next delivery degree-day 
total on the cards and filing them in 
the Electrofile under the new totals. 

Under the old system, Oman could 
barely keep up with the work load. 
Oberman says that 2,000 accounts 
were all one man could handle with 
any efficiency. That’s why Keystone 
planned to add one more man to the 
Office staff. 

Keystone now gets more work from 
its six-truck fleet, because the new 
file gives closer control over routing 
and deliveries. 

Says Oberman, “If we see a truck 
going to some remote place to make 
a delivery, we can check the file and 
come up at once with a list of other 
customers in the same area who'll 
need oil in a day or two. By combining 
those deliveries in one truck, we don’t 
have to go out there in a few days. 
We can then use the truck to make 
other deliveries.” 

Closer control over degree-day de- 
liveries lets Keystone get more gallons 
into each tank on each delivery. On a 
per-delivery basis, Keystone is aver- 
aging over 210 gal. in each 275-gal. 
tank. Under the old system, it was 
averaging about 185 gal. Keystone 
can now deliver that amount in one 
less trip per year for a customer using 
1,500 gal. annually. 

Aiding Keystone in getting close 
control over degree-day deliveries is 
a degree-day clock totalizer at the 
desk that drivers use in making up trip 
reports. Before a driver does anything 
else, he scans the totalizer and notes 
the total on each delivery ticket. That 
figure is used by Oman as the base in 
posting the next-delivery degree-day 
figure before filing the card. a 


101 





CoLor 


Color for positive 
identification! 
Samples on request. 


Lead Terminal Strap 


MERCHANDISING QUALITY 


Merchandising to fit your specific needs! Plastic insulation! 7 times more 
Complete sales programs for use at the resistant to abrasion—impervious 
retail level! to oil, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 
leading marketers. Ask us to demonstrate what we can do for you. 


(ivi CRESCENT COMPANY, INC. 
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A MESSAGE TO AMERICAN 


INDUSTRY ONE OF A SERIES 


Business Investment Holds Key 
To Both Growth and Stability 


W hat federal tax policy will best promote 
both growth and stability in the American econ- 
omy? The Joint Economic Committee of Con- 
gress has been asking this crucially important 
question in public hearings. This editorial sug- 
gests one vital part of the answer. 


The proposition advanced here is that— 


Tax policy must encourage a continuing 
high level of business investment in new plant 
and equipment, because such investment 
makes a special contribution to both eco- 


nomic growth and economic stability. 


Growth Needed for Security 


We must have both growth and stability. 

A vigorous economic growth is essential to 
our national security. As Congressman Wilbur 
D. Mills said in launching the Joint Committee’s 
hearings, “The present complexion of world af- 
fairs places a premium upon strength and 
growth in our national economy.” Growth is 
likewise a major ingredient of a healthy domes- 
tic economy. Growing enterprises and growing 
communities offer far more opportunities for 
satisfying careers than those which are not 
growing. 

A reasonably stable economy, without violent 
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ups and downs, is also essential to our national 
welfare. Extravagant booms and their more or 
less inevitable result, severe depressions, waste 
labor and resources and cause great human 
misery. Both major political parties have ac- 
cepted the obligation imposed by the Employ- 
ment Act of 1946, that the federal government 
work to maintain high and stable employment. 

There is general agreement that the key to 
economic growth is investment in new 
plant and equipment. Growth depends de- 
cisively on new facilities to increase production, 
and also to produce new and better products in 
new and better ways. At the same time, new 
plant investment provides employment for the 
important, and well-paid, one-fourth of our in- 
dustrial workers who manufacture and build 
new production facilities. So if the process of 
business investment is kept on an even keel, the 
result is not only growth but also stability in a 
substantial sector of our economy. 

But authorities disagree on the possi- 
bility of maintaining a high level of busi- 
ness investment for any great length of 
time. Some fear that it will lead to an ex- 
cess of producing capacity and the glutting 
of markets, with recession or depression 
not far behind. 





The history of our country offers some basis 
for the fear that it is dangerous to maintain a 
very high level of business investment. There 
have been times when the economy has suffered 
under the weight of excess producing capacity. 
This fear, however, has been made obso- 
lete by the recent course of our economic 
history which, in its earlier phases, nour- 
ished the fear. 


The World Has Changed 


Here are some of the major considerations, 
cited at the Joint Committee hearings, which 
support the conclusion that we not only can 
have a high level of business investment and 
economic stability but that we actually need a 


high level of such investment to assure stability. 


(1) Over the next 20 years our population 
is expected to increase by about one-third. 
But most of the population increase will come 
in age groups younger or older than normal 
working ages, and people will probably work 
fewer hours per week. Thus hours worked are 
not expected to increase more than 15%. 
Consequently, we must have a relatively large 
increase in the amount of production equip- 
ment per worker if our standard of living is 
not to suffer. This means a high level of new 


investment. 


(2) About half of our present business in- 
vestment goes to replace worn-out equipment, 
rather than to expand capacity as was true 
during the early stages of our industrial de- 
velopment. 


(3) Thanks largely to the impact of or- 
ganized research—for which we as a nation 
now spend about $4 billion a year—a large 
share of capital investment now goes to pro- 
vide new products and new processes, rather 


than to expand existing capacity. 


These developments make it unlikely that we 
shall develop the burden of excess capacity that 
plagued the economy in earlier periods. More- 
over, most capital investment plans are 


now made on a long-range basis. Compa- 


nies are building facilities to anticipate 
their needs for several years ahead. This in- 
crease in long-range planning has reduced the 
disturbing effects of temporary shortages and 
excesses in producing capacity. 

The record of recent years speaks for itself. 
Business spending for new plant and equipment 
in 1955 was over $29 billion. This continued 
the high level of investment that has been main- 
tained for the past ten years—a decade remark- 
able for both impressive growth and gratifying 
stability. A McGraw-Hill survey of preliminary 
plans for 1956 indicates another year of in- 
creasing investment, and expanding business 
activity. 

Tax policy, to be successful, must con- 
sider this impressive contribution of busi- 
ness investment to both growth and sta- 
bility. 

Of course, the level of investment depends on 
many factors other than federal tax policy. The 
degree of business confidence is important. So 
is the strength of consumer markets. So is the 
attitude of organized labor toward the use of 
more efficient niachinery. But tax policy is a 
crucially important factor. And it is becoming 
more so with new developments in our changing 
economy. These developments indicate that tax 
policy must be geared to foster a high level 
of business investment, if the dual objec- 
tives of economic growth and economic 
stability are surely to be attained. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


On-time, 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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Northwest oil heat men 
lose a chief-of-command 
to their rival industry 


Charles R. Holloway, former presi- 
dent of Oil-Heat Institute of Oregon 
and vice chairman of Northwest Re- 
ees gional Petroleum 
Advisory Com- 
mittee, is now 
marketing vice 
president of Port- 
land Gas & Coke 
Co., largest gas 
utility in the Pa- 
cific Northwest. 

Holloway’s 
switch comes at 
a time when Port- 
land Gas is mak- 
ing a big drive for natural gas home 
heating. Natural gas is expected to 
arrive in the area this summer. The 
utility has 27,000 space-heating cus- 
tomers on its lines now, extending 
from Vancouver, Wash., through Port- 
land to Salem in the south. 

News of Holloway’s gas utility job 
came as a surprise to OHI’s main office 
in New York City. For his work for 
OHI’s distribution (marketing) divi- 
sion, he got OHI’s Igniter Award at 
the Chicago convention. As president 
of OHI’s chapter in Oregon, he saw 
membership increase 40% as heating 
oil men united to prepare for the com- 
ing of natural gas. He was a leader in 
the drive to establish the first oil 
burner service school west of the 
Rockies. 

Holloway has been in the heating 
oil business for more than 20 years, 
starting out with Liberty Fuel & Ice 
Co. of Portland in 1935, later becom- 
ing vice president. 

Commenting on the switch, Dale 
Josephson, Oregon OHI’s executive 
secretary, says: “We might have pre- 
ferred he accept a position in banking, 
but we wish him well. He has done a 
lot for us.” 

Paul C. Harbaugh, Liberty Ice’s 
president, says, “Gasco was looking 
for a good man, and they got one.” 

How does Holloway feel about it? 
“I had identified myself with oil heat 
so completely that the change was a 
shock to many. The decision was en- 
tirely on a personal basis. It was not 
a feeling that oil heat will collapse. The 
advent of natural gas means new 
growth, economically, for the region, 
and more business for all of us in the 
heating industry”. a 


C. R. Holloway 





BETTER SERVICE... 
BETTER SERVICE LIFE 


SERIES 3603 


“Fast . . . since installing -Ropers, 
deliveries have been speeded up to 
take care of more calls per day.” 


“Quiet . . . customers aren’t bothered 
by annoying noise with Ropers... 
we can even make night deliveries 
without disturbing anyone.” 


“Economical . . . our Roper 30 G.P.M. 
mieseexy: ——— ia units reach rated capacity quickly at 
a (oe cS Seeeaseees NZS medium idle . . . no racing the motor 
--— J | to get results!’ These are the reports 
of L-P marketers who know, for 
Ropers give them better service day in 

and day out. 








If you want to effect greater econo- 
ROPER SINGLE-POINT mies and more profitable delivery 
PRESSURE-LUBE SYSTEM like others, look to Roper for the 


ae : iiate answer to L-P Gas pumping needs. 
Complete lubrication of main bearing is tate: 
. A Ask your distributor for more facts 
assured through Roper single-point 


pressure-lube system. This simplified and performance data, or write for 
lubricating method saves time, effort, Bulletin No. 24 which outlines 
and material . . . eliminates fuss and capacities, features and specifications. 
bother. 


TANK TRUCK AND BULK PLANT PUMPS 
FOR 30, 50, AND 100 G.P.M. DELIVERY SYSTEMS 


GEO. DB. ROPER CORPORATION 
472 BLACKHAWK PARK AVENUE 


ROCKFORD, ILLINOIS Tility hays 
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1956 Cars: A Final Look 


By HOLGER RIDDER 
NPN Automotive Editor 

S THE 1956 models rolled off the assembly lines this 
winter, Detroit brass couldn’t agree on expected out- 
put. Harlow H. Curtice, president of General Motors Corp., 
saw a 12% decline from 1955’s record high (just under 8 
million). Chrysler Corp.’s president Lester Lum (Tex) 
Colbert predicted a general increase. Ford Motor Co., the 

other member of Detroit’s Big Three, wasn’t guessing. 
The answer to another key question for oil marketers— 
what the new models would need in fuels—was equally 
hazy. Car manufacturers said 26% of the ’56 cars would 
require premium. But oil company engineers said 60-65%. 
The auto men pointed out that octanes were rising 
steadily, so that regular gasoline—with higher octane rat- 
ings—would satisfy the majority of cars. But oil men 


wondered if auto makers were stretching a point or two in 
setting fuel recommendations, in order to keep competitive. 
Some thought that ’56 engines with fuel requirements near 
the upper limits of regular might break into the premium 
class as engine deposits built up. 

In any event, oil marketers can expect to sell more gaso- 
line this year. Better than 7 million cars are likely to be 
produced. About 4.5 million will replace cars scrapped, 
adding a net gain of 2.5 million to the number of cars on 
the road. 

This increase, in terms of gasoline consumption, will add 
up to about 1.75 billion gal. If oil industry estimates are 
right, over a billion of this will be premium fuel. 

Here’s a final look at the way the ’56 models shape up, 
on the basis of data supplied to Automobile Manufacturers 
Assn. and NPN: 


Engines and Fuels 


Almost 78% of engines will be 
V-8’s. New production facilities could 
push the percentage above 80%. The 
55 figure was 75%. Compression 
ratios will average 8.45 against 7.99 in 
1955 ... average horsepower will be 
about 205. Breakdown of car produc- 
tion by compression ratio (% of cars 
produced): 


1955 1956 


7:1-8: 12.4% 
8:1-9: ... 62.4% 70.8% 
9:1-10:1 .......... 211% 16.5% 
10:1 and over .. 0.3% 


AMA specification sheets list fuel 
octane requirements for 62% of the 
cars. Based on total car production, 
the requirements are divided this way: 


Research 
Fuel Octane % of Total Cars 
Listed Produced 


80-85 11.3% 
85-90 27.9% 
90-95 19.5% 
Above 95 3.2% 


The average ’56 model will have a 
gasoline tank capacity of 18.7 gal. 
Low is 15.5 gal., top is 25. Last year’s 
average was 17.8 gal. The gasoline fill 
pipe will be on the left side in almost 
54% of the new cars. That’s about 
1.4% more than last year. All new 
models have fuel filters, against 93% 
last year. Almost 12% of ’56 cars have 
two fuel filters (one in the fuel tank 
and one at the carburetor). Most com- 
mon location for single filters is the 
fuel tank, followed by fuel pump, 
carburetor, and point between the last 
two. 


Lubrication 


Crankcases in the new cars hold 
less motor oil. Average crankcase ca- 
pacity is 4.9 qts. In 1955 it was 5.2 qts. 
Recommended oil drain intervals now 
average 2,950 mi. Last year it was 
2,850. About 19% of the new cars 
have oil fill pipes that can be reached 
from either side, 27% have them on 
the right, and 13% have them on the 
left. The rest can be reached from the 
front and one or more sides. Almost 
65% have the dipstick on the right 
side of the engine. 

The average ’56 model has auto- 
matic transmission capacity of 10.8 
qts., up slightly from 1955’s 10.1-qt. 
average. Car makers recommend a 
check on the transmission oil level at 
an average 1,250 mi., and a drain at 
an average of 20,900 mi. That average 
last year was 21,470 mi. This year all 
automatic transmission fill pipes are 
on the right to the rear of the engine. 

The picture on hydraulic valve 
lifters is unchanged from 1955—about 
60% of the new cars have them. Oil 
filters will be standard equipment on 
45% of the new cars. Full flow filters 
will be used in 27% and by-pass types 
in 18%. All other cars will offer oil 
filters optionally: 13% of these are 
full flow type, 42% by-pass. 

In a continuing trend, the number 
of chassis lube fittings is dropping. The 
1956 average is 15.6 against 17.7 in 
1955. Lincoln and Mercury again offer 
Multi-Luber as optional. It seems to 
be gaining in acceptance. About 37% 
of 1955 Lincolns had it; about 46% 
of this year’s models have it so far. 
Mercury percentage in 1955 was 8%. 
This has risen to 10% in 1956. 
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TBA and Services 


The swing to tubeless tires becomes 
100% in new cars. The next big 
change stacks up as the 14-in. wheel, 
possibly in 1957. 

The market for spark plug sales will 
expand as production of V-8’s rises. 
Ford, Lincoln and Mercury are stick- 
ing to 18 mm plugs, so dealers will 
have to carry that size as well as 14 
mm. All 1956 cars have 12-volt elec- 
trical systems. Almost 53% of bat- 
teries are on the right, 47% are on the 
left, and about 0.1% are at the center 
of the firewall back of the engine. 

The market for exhaust mufflers 
gets a shot in the arm with the gradual 
shift to dual exhaust systems, which 
will be standard on over 14% of ’56 
models. They will be optional on 51%. 
Oil bath air cleaners will be standard 
on 7% of the cars. Over 25% will 
have paper-element or dry-type air 
cleaners and 10% have the oil-wetter 
type. Oil bath air cleaners will be 
optional on nearly 35%. Windshield 
wipers will be vacuum-operated on 
91.3% of the cars. Electric types will 
be standard on 9%, optional on bet- 
ter than 30%. Windshield washers will 
be standard on 2% and optional on 
the others. 

Average radiator capacity (with 
heater) is 20.03 qts. in 1956, compared 
with 16 qts. in 1955. Power brakes are 
on the upswing—standard on almost 
7% of 1956 cars, compared to only 
1% last year. They will be optional on 
all other cars this year. Standard 
power steering equipment will be on 
over 7% of 1956 cars, against 6.9% 
last year. All other cars offer power 
steering optionally. 
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TRANSPORTATION 


New GMC Suspension ‘Floats’ Truck 


NEW truck suspension system 
that will have drivers riding on 
air will be in mass production later 
this year. The new type suspension 
will become standard equipment on 
all General Motors Corp. trucks. 
Spokesmen at GMC say the new 
system has these advantages: 


Counton Gemulne 


7 VEEDER- —" 


New Range Plate Makes 
it Quicker and Easier 
fo Post Prices. 





for Top Performance in 
GASOLINE PUMP COMPUTERS 


Veeder-Root 


World’s Most Experienced Makers of Counters & Computers 


VEEDER-ROOT INC., HARTFORD 2, CONN. 
CHICAGO 6, ILL. * GREENVILLE, S. C. * MONTREAL 2, CANADA 
New York 19 * Offices and agents in principal cities 


Perma-Vis Wheels — 
are used only in 45° Compu- 
fers and are for use only in 
the U.S.A. and Canada, 


' ve Computer 


ew penaaves WHEE, 


e Truck maintenance costs should 
be reduced by the elimination of spring 
lubrication, repairs and replacement. 

e A smoother ride, with vibration 
and road shocks absorbed, will mean 
less driver fatigue and fewer accidents. 
This will be especially true of a tank 
truck or transport travelling empty. 





ER 
ie, 





Less vibration is also expected to 
lengthen body and tank life. 

e Payload capacity is increased by 
lowering the floor height on vans and 
trailers. Loading is made easier be- 
cause the floor is kept at a constant 
level regardless of load. This will en- 
courage the standardization of loading 
dock heights. 

e Savings are made possible in 
packaging of goods. Products to be 
shipped in air-cushioned trucks will 
need lighter, less rigid, and less ex- 
pensive crates and containers. 

The kinks have been ironed out of 
the system in tests covering over 400 
million miles of operation. Part of 
this experience was gathered from 
GM buses, which have been using air 
suspensions for several years as op- 
tional equipment. The rest is the result 
of exhaustive tests with air-ride trucks 
at the General Motors proving ground. 

The guts of the system is a set of 
rubberized tire-fabric bellows filled 
with compressed air. As the bellows 
flex under the jarring impact of road 
shocks, they provide a cushion be- 
tween the axles and the body. 

The suspension is rubber-mounted 
and requires no lubrication. GMC 
engineers estimate the bellows have a 
life of approximately one million miles. 

The new GMC highway tractors 
with air suspension will be able to 
haul trailers and semi-trailers that 
have either the conventional leaf 
springs or air systems. 

The air suspension system permits 
greater traction, when needed, on an 
individual axle. By an easy adjust- 
ment of air spring pressure, you can 
throw more load weight on the driv- 
ing axle of tadem-axle combinations 
using a “dead” pusher or trailing axle. 

The tractor-trailer combination that 
GMC is now testing is a unit with a 
48,000-lb. gross combination weight 
and a 35-ft. maximum volume. The air 
suspension system built into it consists 
of 10 air bellows, leveling valves, air 
beams, chambers and storage tank. 

Compressed air is supplied to the 
system from the tractor’s regular air 
equipment. It is only available to the 
suspension system, however, when 
there is enough pressure for safe 
operation of the air brakes. 

Even with a partial load located on 
one side of the trailer, the floor re- 
mains even. The air springs on that 
side automatically get more air pres- 
sure and so compensate for the un- 
balanced character of the load. ® 
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do your 
expansion plans 
call for Tanks? 


es is 


TANK com 


Division of be sure to let a Birtank engineer figure with you on 
THE INGALLS IRON WORKS COMPANY 
MAIN OFFICE: Birmingham, Ala. 


SALES OFFICES: New York, Chicago, Pittsburgh, for technical assistance. We're at your service! 
Houston, Atlanta, New Orleans 
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PANY If your expansion plans call for storage tanks, 












your requirements. Telephone, wire or write 
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THIS HANDSOME DISPLAY 
RACK IS YOURS...FOR 
EXTRA PROFITS! 


Rugged construction, made of 5/16” rod, dipped in silver enamel and baked. 
48” high, 22” square at base. Holds 6 cushions, both Regular and King size. 
Cushions can be added or removed without disturbing display. Rack is assem- 
bled by merely dropping one wire into place. No nuts, bolts or screws needed. 


Here’s what you get when you order your 661-D Merchandiser. .. 


YOuR RETAIL YOuR 
cost VALUE PROFIT 


6 No. 100 Regular Kool Kooshions. . $14.70 $23.70 $ 9.00 
6 No. 300 King Size Kool Kooshions . 16.92 27.30 10.38 
1 No. 300 King Size Kool Kooshion . 4.55 4.55 
1 $6.50 Universal Display Rack . . . No charge 


$36.17 $55.55 $19.38 
Every stock turnover nets you $19.38. 
Turn over your stock twice a month and net $465.12 a year. 



















\ } 


Kool Kooshion Manufacturing Co. - 1732-1742 N.W. 5th St. -.Oklahoma City 4, Oklahoma 
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SCOTT SAVES 


ENGINE FROM UNIT NO. 24 
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24° PER MILE 


on its Fleet of Reo LPG’s! 


Reports E. Stuart Hilliker, President, 


Scott Truck Lines, Inc., Denver, Colorado: 


“‘We’ve reduced our fleet operating 
costs from 12 cents to 934 cents per 
mile with Reo LPG’s, a savings of 214 
cents per mile. Proof of our soundness 
in standardizing on Reo LPG Trac- 
tors lies not only in the amazing fuel 
savings alone, but in the consistent 
ease and regularity with which we maintain a fast 
express service between Denver and Chicago without 
failures and costly down-time—a 2,064 mile round- 
trip run on a 60 hour schedule. This includes terminal 
time in Chicago. 


E. Stuart Hilliker 


‘Summer or winter, our Reo LPG’s always kick 
over. We have no fuel pump or the usual gasoline 
problems. 


“Our Reo LPG’s burn clean . . . with no exhaust 
contamination or discoloration of units pulled.” 


If you, too, are looking for new ways to cut your 
cost of transportation, look at Reo’s complete line of 
LPG Gold Comet Engines—107 to 220 h.p., sixes and 
V-8’s—with modern short-stroke, wet-sleeve design. All 
are backed by 100,000 mile or 1 year warranty, 
whether in a rugged Reo Truck Tractor, or as replace- 
ment in other truck makes. For all the facts on the 
amazing performance of Reo LPG’s, call your Reo 
Factory Branch or local Distributor. 


Aa! Vets 


ty t Je =. 44 fae t= 
i A by ar wera A ; 
? ef ee €& 8 


‘ P 
¢ g 


; 


The Scott fleet of 19 Reo F-50T LPGs hauls over 7 million 


cargo is prime beef for National Food Stores. Tractor 
lbs. per month between Denver and Chicago. Principal 


and reefers operate on “‘Philgas’’ LPG. 


REO MOTORS, INC. 
LANSING 20, MICHIGAN ° TORONTO, ONTARIO 
SUBSIDIARY OF BOHN ALUMINUM AND BRASS CORPORATION 


TRUCKS, BUSES AND GOLD COMET ENGINES FOR ORIGINAL EQUIPMENT, INDUSTRIAL AND REPLACEMENT—GAS OR LPG 





February, 1956 * NATIONAL PETROLEUM NEWS 111 





112 


offers you the best in 


All types of Floating Roofs 











WIGGINS HIDEK* WIGGINS LODEK* WIGGINS DOUBLEDEK* 





WIGGINS FLOATING ROOFS PAY FOR THEMSELVES 


Whatever your Floating Roof requirements get General American's 
UNBIASED analysis. Unbiased because General American makes ALL 


types of Floating Roofs! 
Wiggins Floating Roofs, Dry Seal Gasholders, Lifter Roofs, Cone Roofs 


*patented 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street * Chicago 90, Illinois 
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Equipment Fix-It School Coming Up 


HEN THE FIRST Class starts at In- 
diana Oil Equipment Co.’s one- 
day service school this year, more 
than twice the number of maintenance 
men that attended the first one two 
years ago will be on hand. And many 
of them will come at their own request. 
Indiana Oil Equipment’s school is a 
good one. Between 150 and 200 major 
company, jobber and independent oil 
equipment maintenance men are ex- 
pected to sit in for the classes, set 
for some time in March or April. Most 
of them will come from Indiana, but 
a few are due from Ohio, Michigan 
and Illinois. Enrollment at the first 
school in 1953 was 70. 

Six classes will be held this year— 
in truck and bulk plant meters, truck 
and bulk plant pumps, lubrication 
equipment, air compressors, gasoline 
pumps and air towers, and automotive 
lifts. 

Factory representatives from In- 
diana Oil Equipment’s suppliers will 
conduct the classes. But President 
Ralph Hoffhein says there will be no 
sales talks. “There are no commer- 
cials,” he insists. “Instructors stick to 
problems common to all lines in their 
fields.” 

Hoffhein, a veteran of 32 years in 
the oil equipment business, started the 
Indianapolis equipment jobbership 20 
years ago. He began the annual service 
school he says, in response to “many 
questions asked by maintenance men 
over the counter. We were losing too 
much time training them individually. 
I got tired of seeing a man stand for 
an hour to learn something and then 
have another man come in the next 


What's New in 





day to learn the same thing. 

“We thought it would be simplier 
to get all of them—independents and 
those from oil companies—in once a 
year to cover all the ground.” 

Hoffhein has seen the school more 
than double in size in two years, and 
now is making plans for another 
wrinkle. He hopes to get the questions 
and answers that arise in classes into 
booklet form for distribution to main- 
tenance men in the field. 

A slow remodeling job on a fire- 
gutted building Hoffhein bought re- 
cently is holding up establishment of 
a definite date this year. He hopes to 
hold some of the classes in the build- 
ing, which adds. 23,000 ft. of floor 
space to the 45,000 ft. his state-wide 
business (“well over $1 million in an- 


Equipment .. . 





New tandem suspension 


. . . for trucks is an improved version 
of TandemTrac, introduced by Truck 
Equipment Co. early in 1954. The 
new suspension features simpler 
installation, elimination of clamp-type 
radius-rod anchors and greatly ex- 
panded automatic weight distribution. 
The original TandemTrac offered only 
60-40 weight distribution empty, and 
50-50 full. The new unit offers, in 
addition, 62-38 empty and 54-46 full. 
Any of those weight options can be 
selected with a few minutes mechanic’s 


labor. Truck Equipment Co., Inc., 
1791 Fillmore Ave., Buffalo 14, N. Y. 


Circle No. 1 on Coupon, p. 114 


Anti-smog muffler 


. is designed to eliminate more than 
95% of hydrocarbons that pass into 
the atmosphere from automotive en- 
gines. The mufflers are being made for 
heavy-duty truck and bus engines, 
with passenger car and diesel models 
to follow. The stream of exhaust gas 
from the engine sucks enough air into 
the muffler to cause combustion of 
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INSTRUCTOR Robert Reid takes equipment jobbers ‘inside’ a station pump unit 


nual sales”) has at its disposal. 

Hoffhein never has broken down 
costs, so he doesn’t know what bill he 
has to pay for the school. But he does 
know he comes out ahead on the deal. 
“It saves us headaches in the field if 
we train our customers’ maintenance 
men,” he says. “And our equipment 
gets better care.” 

It also builds good will, which sells 
more equipment. “Men who come to 
the schools go away knowing that we 
know our business. We get closet to 
the customer.” 

The company also gets closer to 
non-customers. Some of the companies 
who sent maintenance men to the 
school last year (Feb. 15) weren't 
customers then, Hoffhein says, but 
they are now. & 


unburned or partially burned fuel car- 
ried into the exhaust system. Life 
expectancy of the mufflers is said to 
be much greater than standard units. 
Clayton Clearair Muffler Co., 921 
Garfield Bldg., Los Angeles, Calif. 


Circle No. 2 on Coupon, p. 114 


Liquid cleaner 


. can be used by service station 
operators to clean leather, leatherette 
and plastic auto interiors. The cleaner 
contains silicones for added wear 
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protection. Pint cans sell for $1 and it 
also is available at savings of about 
50% in concentrated form sufficient 
to make two gallons. Shur-Gloss 
Manufacturing Co., 3536 Knox Ave., 
Chicago 41, Ill. 

Circle No. 3 on Coupon, p. 114 


Moisture ejector valve 


. . cuts out the problem of moisture 
in the air tanks of truck brake sys- 
tems. Normal brake applications 
operate the valve without a noticeable 
drop in tank gage pressure. Small 
particles of carbon and foreign matter 
can be ejected without causing leak- 
age—a synthetic rubber valve insert 
seals around particles trapped in the 
valveseat. The valve is connected by 
two air lines, one leading from the 
bottom of the air reservoir and the 
other from a brake application line. 
Wagner Electric Corp., 6400 Ply- 
mouth Ave., St. Louis 14, Mo. 


Circle No. 4 on Coupon, p. 114 





Manifold valves 


. . for tank trucks now are being 
made in stainless steel, with Teflon 
discs for chemical and other non-oil 
hauling. The manifolds are available 
in 2, 3 and 4-in. sizes in both square 
and dual constructions. The manifolds 
are made, says the company, with “any 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


330 W. 42nd St., New York 36, N.Y. 
Your inquiry will be forwarded to the manufacturer. Void after May 25, 1956 


number of valves, any location and 
angle for connections and any type of 
outlet.” Betts Machine Co., 1800 


Pennsylvania Ave. West, Warren, Pa. 
Circle No. 5 on Coupon, p. 114 





Transferrable head 


. is the main feature of a new 
vaccum cleaner for service station and 
bulk plant use. The head can be 
switched from one standard 55-gal. 
drum to another, and also can be used 
with the maker’s 10 and 15-gal. tanks. 
It is designed for wet or dry pick-up. 
Hild Floor Machine Co., Inc., 740 W. 
Washington Blvd., Chicago 6, IIl. 


Circle No. 6 on Coupon, p. 114 


Oil-resistant gloves 


. . . protect the hands of bulk plant 
and service station workers. A flexible 
coating of vinyl resins is fused to a 
plastic liner in six different glove 
styles, with either full or palm coat- 
ings. The maker says the gloves stay 
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flexible after a 24-hour bath in gasoline 
or kerosine. Plasticote Glove Co., Inc., 
102 E. Walnut St., Milwaukee 12, 
Wis. 


Circle No. 7 on Coupon, p. 114 





Fog nozzle 


. can be used on bulk plant and 
terminal fire-fighting systems. Click-in 
stops provide adjustment for straight 
stream, narrow fog pattern or wide 
fog pattern. Indicators make _ it 
possible to set the pattern before turn- 
ing on water. Sizes are 34, 1, 1% and 
2% in. The nozzle is available in either 
polished brass or chrome plate. Akron 
Brass Mfg. Co., Inc., Wooster, Ohio. 


Circle No. 8 on Coupon, p. 114 





Ground indicator 


. . . for bulk plant loading racks is 
available in an improved model that 
has been approved and listed by 
Underwriters Laboratories. A  min- 
iature electronic tube, one of the 
improvements, is the unit’s power 
source. A proper ground between truck 
and rack produces a minute radio 
signal, making available a control 
circuit that can be used to light a pilot 
lamp or start the pumps. The indicator 
has 25 ft. of cable and a large clip. A 
retracting reel is optional. Gilbert & 
Barker Mfg. Co., West Springfield, 
Mass. 

Circle No. 9 on Coupon, p. 114 
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It’s Easy To Sell More Motor Oil and Give 
Better Service With a S4Q/Z Cabinet 


A Seloil Cabinet works at your side, all day... 
every day ... to bring extra Motor Oil sales at 
your pump island. You get the extra sales be- 
cause a Seloil Cabinet makes it so much easier 
to sell Motor Oil. 

A Seloil Cabinet puts everything at the 
fingertips of the man on the driveway. There’s 
an ample stock of Motor Oil, a place for the 
can cutter, and a place to drain and store emp- 
ty cans within the cabinet. These convenient 
features add up to easier selling. There’s no 
walking back and forth to complete a Motor 
Oil sale. 

Remember . .. most Motor Oil sales begin 
with a thorough check under the hood, at the 


February, 1956 * NATIONAL PETROLEUM NEWS 


pump island. And because a Seloil Cabinet 
makes ‘‘under-the-hood”’ selling easy, it be- 
longs on the pump island! 

For the modern, profit-minded service sta- 
tion, a Seloil Cabinet is as necessary as the 
gasoline pumps. It helps sell more Motor Oil, 
give faster service, and keep a cleaner station. 
Factory wholesale prices: Model 56, $78.00; 
Model 72, $86.00; F.O.B. Greensboro, N.C. 











MODERN METAL PRODUCTS CO. 


Box 1798 « ‘Greensboro, N.C. 
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INDIANA 











Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


: 417 on ae Ave., 











IOWA 





TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
3923 E. {4th St., Des Moines, lowa, Phone 62-1975 
Member National Ol! Equi it Jobber Association 











MISSOURI 








TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd KANSAS CITY 8 MO 
Phone HA-2335 
Momber National Oii Equipment Jobber Associatior 











NEW JERSEY 





EQUIPMENT 
for the 
OIL INDUSTRY 


& 
Rebuilt 

PUMPS—METERS—REGISTERS 
‘A 

PARTS FOR MOST PUMPS 
* 

TEN HOEVE BROTHERS 
359 McLean Bivd., Paterson, 3, N. J. 








NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 


STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe & Fittings, Brunner Air Com- 
ressor, Granberg Meters G Pumps, Phil- 
ips Lights, Adamson Oil Storage Tanks, 
ECO Tireflators, Ever-Tite Couplers, 
Rectorseal Pipe Dope, Tokheim & Bennett 
Farm Pumps 


VERN CLAPP 


(Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 











RENICK & MAHONEY, INC. 


380 Second Avenue 
NEW YORE 10, N. Y. 


Service Station Equipment 
Bulk Plant—Truck Tank and 


Noti 


Member of 
Of Oil Equipment Jebbers 
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Semi-oval tanks 


. . . for transport trucks are designed 
to provide increased fuel capacity 
without taking up more space than 
other saddle tank styles. They do not 
require special brackets for installa- 
tion, but may be bolted directly to 
the tank frame. The semi-oval units 
are made in 110 and 135-gal. capaci- 
ties and are spaced 37! in. apart. 
Master Tank & Welding Co., Dallas, 
Tex. 

Circle No. 10 on Coupon, p. 114 


Pressure tester 


. . . for cooling systems has special 
adapters to test radiator caps and cool- 
ing systems in both cars and trucks. A 
safety relief valve allows the tester to 
be used while the engine is running, 
to locate interior leaks. The tester 
comes packed in a metal case, 
complete with adapters and service 
manual. Truck adapters are optional. 
Radiator Specialty Co., 1700-1900 
Dowd Rd., Charlotte 1, N. C. 


Circle No. 11 on Coupon, p. 114 


Truck hose reel 


. is designed for the new dual hoses 
now being used in liquefied petroleum 
gas delivery. Double goose-neck outlet 


OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohle 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich. 

Air, Oil, Hydraulic and Gas 


Hose and Coupling Service. 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 
334 Blvd. of Allies Pittsburgh 22, Po 


Rutledge Service Station Flood Lights 
Equipment—Buckeye Valves & 
Fittings 
Granco Pumps G Meters—Air 
Compressors 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA, 30 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
MEMBER NAOEJ 








WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1, W. Vo. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 








WISCONSIN 





JABAS EQUIPMENT COMPANY 


Quality Equipment Lines 
Wayne-OPW-Granberg-Gates 
Grayco-Brown-Revere-Steel Shelving 
Complete Sales Service 
1226 Velp Ave. Green Bay, Wisc. 








giokas Garsboy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


PETROLEUM EQUIPMENT, INC. 
3950 W. Douglas Rd., Milwaukee 9, Wisc. 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates. 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 
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pipes are placed closer together on 
the reel, so that “two in one” hoses 
can be attached more easily. Outlets 
are attached so they may be removed 
and turned around, allowing conver- 
sion of the reel to either top or bottom 
rewind. Clifford B. Hannay & Son, 
Inc., 14 Cherry St., Westerlo, N. Y. 


Circle No. 12 on Coupon, p. 114 
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Spark arrester 


. traps sparks escaping from truck 
exhaust pipes in bulk plants, terminals 
and other hazardous’ areas. Sparks are 
carried from the exhaust (A) around 
the circular unit to the carbon cup- 
collector (B) which can be emptied 
periodically. Exhaust gases escape 
through the opening in the middle of 
the arrester (C). The device causes 
little back-pressure on the engine, says 
the maker, has no moving parts, and 
requires no maintenance. Erickson 
Products Co., 43 Dore St., San Fran- 
cisco 3, Calif. 

Circle No. 13 on Coupon, p. 114 


Expendable drum 


. that can be used economically 
on a One-trip basis is undergoing final 
field tests by Shell Oil Co. The 55-gal. 
container is made of vertically fluted 
24 gage steel and weighs only 29 Ib. 
empty, compared with SO lb. for a 
conventional 18-gage drum. One-trip 
use eliminates return freight and other 
handling costs, and the new drum 
provides lower manufacturing costs 
and better appearance. Shell has 
applied for a patent. Shell Oil Co., 
50 W. 50th St., New York, N. Y. 


Circle No. 14 on Coupon, p. 114 


Cooling system flusher 


. works automatically from a push- 
button. The serviceman connects the 
machine to the radiator and motor 
block, sets it on automatic, and goes 
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off to his other jobs. The power flusher 
takes 18 minutes to clean the cooling 
system, then shuts off. Dual glass 
cylinders on top of the machine’s 
cabinet show the car owner the rust, 
scale and dirt being flushed from his 
cooling system. Choldun Manufactur- 
ing Corp., 331 East St., New Haven, 
Conn. 


Circle No. 15 on Coupon, p. 114 


Drum wrench 


. is designed to fit all types of 
plugs and vent caps used on steel 
drums and barrels. The wrench head 
is of machined steel and has both 
insert and socket grips. The tubular 
steel handle is knurled at the end for 
secure grip. Cadmium plating prevents 
sparking. Retail price is $9.95. Puget 
Sound Tools, 515 Second Ave. W., 
Seattle 99, Wash. 

Circle No. 16 on Coupon, p. 114 


Water-hose reel 


. that can be used in service station 
wash bays avoids the problem of 
connecting and disconnecting the hose 
every time it is used. The reel can be 


mounted and locked in place in a 
bracket mounted near the water 
source. A short feeder hose connects 
to the faucet. Water is fed through it 
and a tubular frame to the hose 
connection on the reel hub. The reel 
swings on a full half-circle. Pressweld, 
Inc., Alliance, Ohio. 


Circle No. 17 on Coupon, p. 114 


























Air impact wrench 


. for tire-changing and other work 
around a service station has a clamp- 
on “attachable angle head” designed 
to reduce power loss and eliminate 
excessive shank wear and dirt trapping. 
The tool can be equipped with acces- 
sories to ream, tap, drive screws and 





only EWER-TITE auick coontings 


can make all these claims 





Superior quality 
—precision machined 


Larger diameter cam ears 
for longer service life 








Extra ~ 
Hi-Strength Stainless } 
forged Steel pins 4 
handles —greater 
—greater safety and 
economy longer 


service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


NEWS 


Uniform wall thickness 


—no weak spots — a 


Extra heavy reinforcing rim 


Superior quality 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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—precision machined 
—accurate tolerances 
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perform several other necessary service 
jobs. The %-in. wrench needs 4 cfm 
of compressed air—about the same as 
a grease gun. Chicago Pneumatic Tool 
Co., 6 E. 44th St., New York 17, 
N. Xs 


Circle No. 18 on Coupon, p. 114 


Dual-line hose 


. . combines the two hoses ordinarily 
used for liquefied petroleum gas de- 
livery into one. Two lines—one to feed 
liquid gas under pressure and the other 
to carry vapors back to the truck 
tank—are joined together. Advantages 
claimed are easier handling, longer 
life, less wear on meters and pumps 
because of pressure differential, no 
tangling, and faster delivery. Lengths 
are available up to 25 ft. Hewitt- 
Robins, Inc., Stanford, Conn. 

Circle No. 19 on Coupon, p. 114 





Power-lift tailgates 


. take the work out of loading 
drummed and cased oil and TBA. A 
single lever controls raising and lower- 
ing and the units are designed to fit 
any truck or trailer without alterations. 
An automatic safety latch prevents 
accidental lowering of the gate and 
it cannot be closed when loaded. The 
platform locks automatically when 
closed and no special chains or corner 
posts are needed. Hercules Steel 
Products Co., Galion, Ohio. 


Circle No. 20 on Coupon, p. 114 





Tank truck meter 


.. . features the same basic measuring 
mechanism used in Tokheim service 
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station pumps, plus a pre-set control 
that provides two-stage automatic 
shut-off. The unit operates at full 40- 
gpm flow until three seconds before 
final shut-off, then cuts to a secondary 
flow of 11 gpm. The two-stage shut- 
off eliminates hydraulic shock and re- 
duces total pumping time by allowing 
full flow until only three seconds be- 
fore shut-off. Tokheim Corp., Ft. 
Wayne, Ind. 

Circle No. 21 on Coupon, p. 114 





Traffic markers 


. made of plastic can be used in 
service stations and in bulk plant yards 
and parking lots. The oil-resistant 
vinyl material, which comes in strips 
or letters, is available in a variety of 
colors and is held to the road surface 
by a special adhesive furnished with 


every order. The material is flexible, 
to resist cracking or chipping from 
heavy traffic or weather conditions. 
J. W. Neff Laboratories, Inc., Stocker- 
town, Pa. 


Circle No. 22 on Coupon, p. 114 





Heavy-duty swivel 

. .. prevents kinking, twisting or ten- 
sion of hose on a gasoline dispenser. 
Top features are a “pull-proof” connec- 
tion between the nozzle and the hose, 
and effective swivel action to neutralize 
rotary motion of the hose. Tightness 
is provided by a machined seal and 
gasket. Ever-Tite Coupling Co., Inc., 
254 W. 54th St., New York 19, N. Y. 


Circle No. 23 on Coupon, p. 114 
(Continued on p. 120) 


Equipment Service: an ‘Evil’ That Pays 


Most oil marketing equipment 
jobbers call service a “necessary evil” 
—in spite of the fact that half the 
equipment men reporting in a survey 
say their service departments show a 
profit. 

In a poll of members, answered by 
59 firms, National Assn. of Oil 
Equipment Jobbers found that 23 
make money on service, 15 break 
even, eight lose money and two aren’t 
sure (11 do not operate service depart- 
ments). Usually, service amounts to 
10% of gross volume, but the figures 
range from 50% down to 2%. 

Service departments vary in size 
from one with 15 mechanics to some 
with only one. Most common crew is 
four men. 

Wage rates run from $1.88 to 
$3.75, with $2 quoted most often, and 
hourly charges vary from $2.55 to $5, 


plus parts, with $3.50 the standard. 

Most of the equipment men feel 
the hourly labor charge should be 
twice the mechanic’s wage, but not 
many apply the rule. Spreads between 
wages and total charges range from 
35¢ to $2.62. Quoted most often is 
S125. 

Most jobbers will perform out-of- 
shop service, charging from $3 an 
hour to $5.50, most often $3.50. 
Usual per-mile charge for service trips 
is 10¢. After-hours and week-end 
emergency calls usually cost time-and- 
a-half, double-time on Sundays and 
holidays, plus the usual mileage 
charge. 

Twenty-nine of the jobbers will 
service equipment whether they sold 
it or not, though many of them say 
they give preference to their own 
equipment. @ 
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Here’s new NOZZLE DAZZLE for gasoline merchandising! 


New 0-ring 
nacking 
on stem 


Ideal combination for top service ~ a 


Engineered with new sim- Virtually eliminates blow 
plicity to provide perfect seal back caused by using large 
and minimum maintenance. tube in small fill pipe. 


Keen competition calls for a close watch on retail merchan- 

dising techniques. A leaking nozzle valve, or gasoline spillage 
The use of the improved 820 AND strains customer relations and subtracts from the profits. 
the improved No. 4101 Multi-swivel The new 820 is designed to make Buckeye Safety-Fill serv- 
adds convenience to customer and op- ice better than ever! Coupon brings full details quickly. 
erator alike. Makes awkward filling 
positions amazingly easy. Adds to hose 
life, too. 


pe ee ee ee ee es 2 0 
BUCKEYE IRON & BRASS WORKS © DEPARTMENT N 
'E.. Box 883, Dayton, Ohio 


Quality Valves and Fittings for the Please send information on 
Oil and Aviation industries No. 820 Safety-Fill Nozzle 
No. 4101 Multi-Swivel 


Your Buckeye distributor can modify nozzles now in serv- 
ice to incorporate new features. 


Note: Both items shown are listed under 
Re-examination Service of Underwriters’ 
Laboratories, Inc. 


Name 





Address 





City 
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The Next 


National 


Petroleum FACTBOOK issue 


will be published mid-May 1956 


All NPN subscribers will receive copies at that time. 
Supplies of the 1955 edition of this oil marketing 
reference annual have been exhausted. 














WORK HORSE 
of the Industry 





Cut-away view 
of the Viking 
Truck Pump 


Ww HEN you want to eliminate a lot of expensive service 
and down-time, you specify VIKING TRUCK 
MOUNTING PUMPS. 


They are the work horses of the industry . . . ruggedly built 
with integral thrust bearing and valve on head, revolvable 
casing for handy port location, extra long stuffing box or 
mechanical seal for non-leak operation. 


The original “gear-within-a-gear” construction means good, 
dependable service. The capacity range of 35, 50, 90, 150, 
200 and 300 GPM sizes also means a pump to really fit every 
truck job. 


Send today for catalog Section Gr, covering this complete 
line of pumps plus bulk station pumps and tank gauges. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, it’s "ROTO-KING" pumps 
See our catalog in Sweets 





NATIONAL 


—jJ equipment 


(Continued from p. 118) 
—— MANUFACTURERS ———— 


McColpin-Christie Corp. of Los 
Angeles has attached a _ two-year 
warranty to its C&C line of battery 
chargers. The warranty will apply to 
all 6-12 volt models. 

oo 

G. H. Bruggman Co., 3522 Del- 
verne Rd., Baltimore, Md., has been 
named _ representative for Vanton 
Pump & Equipment Corp. of Hillside, 
N. J. The Bruggman firm will sell and 
service all Vanton pump models, plus 
the company’s line of valves and 
fittings. 

* 

Middle Atlantic Regional Auto- 
motive Show has been set for April 
11-14 in Philadelphia’s Commercial 
Museum. The big equipment, parts 
and accessories show is expected to 
draw 35,000 service station dealers, 
fleet operators, car dealers and repair 
shop men. More than 350 manufac- 
turers are expected to exhibit. Tickets 
will be distributed by sponsoring 
wholesalers and through screened mail 
distribution. 

e 

Viking Pump Co. has opened larger 
quarters for its Atlantic, Ga., district 
office and warehouse. The new office, 
under the supervision of C. W. 
Downing, district manager, is located 
at 1223 Techwood Drive, N. W. 

e 

General Precision Equipment Corp. 
has reached an agreement to buy a 
majority of the outstanding stock of 
Shand and Jurs Co., Berkeley, Calif. 
S&J makes a wide variety of oil 
marketing equipment, ranging from 
tank hatch covers to electronic liquid 
level indicators. Sales for 1955 were 
$2.5 million. 


PERSONALS————— 


E. H. Bigden L. E. Laidlaw 


E. H. Bigden, St. Louis, and L. E. 
Laidlaw, Indianapolis, are new district 
sales managers for Geo. D. Roper 
Corp. pump division. Bigden, with 
Roper since 1946, will cover eastern 
Missouri and southern Illinois. Laid- 
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BeCNNEC[T exctusive wich vacuum Pump 


Quiet LR otary (Vane ‘Cype No Blade ‘Chrowout Rings (OMare (Val ve (Adjustments 








— / . . . 
De A Oil Marketers and their servicemen tell us that the 
; priceless advantages of Bennett ownership are their 





; pm. traditionally low maintenance costs and their year 
Oy Dp in year out dependability 

= On \ “ . 

mmf ran ~*~} Bennett has been so soundly engineered and carefully 

(ye built that it adds to the profit possibilities of every 
Wee QO gallon of gasoline. 





_ ; Little wonder, then, that Marketers regard their 

/ hie Bennett pumps with such deep enthusiasm — just as 

(ie ATs you will once you standardize on the new Bennett 
with its low maintenance cost. 





~ 


JOHN WOOD COMPANY Bennett Pump Division Muskegon, Michigan 





that makes sales for you 





By night, by day it pays its way—out on 
the island where oil and TBA sales begin 
and end. The NEW Bennett illuminated 
oil merchandiser is designed to match the 
other components on your island — put 
your oil display right under the drivers’ 
eyes where it belongs! 

It’s designed by specialists in service 
station equipment to put all the conven- 
ience features you can use under one eye- 
catching exterior. There’s built-in provision 
for can drainage and disposal, promoting 
station neatness. A simple panel lock lets 
you leave the merchandiser when you close 


your station without fear of pilferage. And 
the illuminated panel can carry your own 
choice of sales messages. Standard panel 
copy is shown in the illustration to right. 

TBA sales and station profits begin with 
getting the hood up. There’s no better way 
to open hoods —and sales-talks —than put- 
ting your oil dispensing equipment where 
it belongs on the island. And there’s no 
better-designed, harder-selling way to dis- 
play oil than with the NEW Bennett illu- 
minated oil merchandiser. Also available 
in non-illuminated type. Ask your John 
Wood representative for details. 


| 








JOHN Woop COMPANY. sennett pump pIvIsION - Muskegon, euaiaa 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Buffalo * Charleston * Chicago * Cleveland * Dallas * Denver »* Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester * Salt lake * Seattle * St.Paul * San Francisco 


IN CANADA: Toronto * Montreal * Vancouver * Winnipeg EXPORT: John Wood international Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER"” 








law, who operates an oil equipment 
firm, will cover Indiana and western 
Kentucky. 

7 

Duane F. Kuntz is now assistant 

manager of motor truck sales for 
International Harvester Co., Chicago. 
Kuntz formerly was Southwest 
regional manager and, since 1950, has 
been in the Chicago general office as 
regional manager. 

* 


F. W. Oberle W. J. Klaus 


William J. Klaus moves to Tulsa as 
manager of the midwest sales division 
for Crouse-Hinds Co., maker of explo- 
sion-proof electrical equipment. F. W. 
Oberle succeeds Klaus as manager of 
the St. Louis region. 

= 

Frank E. Draper, former assistant 
sales promotion director of Sun 
Electric Corp., Chicago manufacturer 
of automotive testing equipment, heads 
the company’s new national sales 
division as a vice president. 

a 

A. F. Haberl, eastern regional sales 
manager for the Gray Co., lube equip- 
ment manufacturer, has left the com- 
pany after 10 years to return to his 
home state of California. His plans are 
not definite, but he may represent 
three or four oil equipment companies 
in the western states. 

e 


E. P. Muller M. J. Madden 
Edward P. Muller, former vice pres- 
ident and general sales manager of 
Eaton Metal Products Co. operations 
in Denver, and Michael J. Madden 
have joined the sales department of 
OPW Corp. Muller will stay in Denver 
as OPW district manager, covering 


Montana, Idaho, Utah, Wyoming, 
Colorado and New Mexico. Madden, 
a sales engineer, will work in the 
Cincinnati home office as a sales re- 
search man. 
oe 

Robert K. Disser has been promoted 
to central west division manager of 
Tokheim Corp., Ft. Wayne, Ind., re- 
placing J. L. Doyle, retired. Kenneth 
M. Shlusher moves into Disser’s old 


manager. C. A. Stover is new assistant 
manager of the Houston district and 
J. D. Patterson is assistant district 
manager in Atlanta. 
6 
George W. Williams moves up from 
sales representative to manager of the 
Wyoming district for Union Tank and 
Supply Co. His headquarters are in 
Casper. New Union Tank sales 
representatives are Paul W. Alexander, 











post as manager of the Tulsa district. Nacoma, Tex.; Robert J. Garnett, 
D. F. Wehrenberg succeeds W. E. 


Ruepell, retired, as Seattle district 


Ardmore, Okla., and James E. Wren, 
Casper, Wyo. a 


Extra Value Features that 

Assure Economy and Endurance... 
Domed Pistons and Cylinders 
Straight Line Air Flow 
Thin, Deep Cooling Fins 
No-load Starting 
Roller-Type Crankshaft Bearings 
Simplified Maintenance 


Today you need Champion Quality to provide the best in automotive service. 


Costs and competition demand that every Champion's enviable reputation for 


shop service operation be run at top dependable, full capacity operation is a 
efficiency to increase your profit edge! result of 37 years of compressor special- 
ization. The finest materials .. . proven 


automotive-type compressor design 


With a Champion Air Compressor on 
the job, you know your demands for a 
mean years-longer dependable, eco- 
nomical service with CHAMPION! 


steady and dependable air supply will 
be met fully! 


ie 


a [ } 
ee a 
SELF-LUBRICATING © 
CAR WASHER -— \ 
PORTABLE 
COMPRESSOR 


AIR_ HOSE 
£ELS 


Single-Stage 
Automatic Compressor 


oa 


AUTOMATIC 
TANK DRAIN 


See Your Champion Jobber... 


He'll show you Champion's 32 model com- 
pressor line-up ...and explain how these 
extra value features mean more efficient, 
economical, longer-lasting compressor 
operation! Fora FREE CATALOG write... 


HAMPION 
PNEUMATIC MACHINERY CO. 


846 N. PLEASANT ST. PRINCETON, ILLINOIS 
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Starting from Scratch 


...LOOK WHAT 
FRANK LORENZO DID! 


Tr AT DAY in 1945 when Frank Lorenzo 
signed the lease to the Shell station at 7th 
and G Streets in Arcata, California, he rolled 
up his sleeves for a long pull. He had sunk all 
his savings into a station that had been closed 
all through the war years. 


Frank got busy giving the old station a 
new look. He stressed cleanliness everywhere 
and service with a smile (““That’s what brings 
’em back’’). 


Because he was located on a main artery, 


U.S. 101, Frank went after gasoline, motor 
oil and TBA sales with personal visits to 
near-by truck operators. 


He worked closely with the Shell merchan- 
dising man to get the most out of every 
selling move he made. 


In his pitch for local business, Frank left 
no stone unturned. He sponsored a 15-minute 
radio show on the local station to push spe- 
cials. Using the Shell follow-up system, he 
built a booming Shellubrication business. To 


NATIONAL PETROLEUM NEWS * 








February, 1955 


insure the type of service that sells, he sent all his 
men to the Shell Training School. 


It all paid off. Gallonage started zooming ... TBA 
sales hit new highs every month . . . the oil ratio 
improved steadily. In a few years, he started build- 
ing a new, modern station on the site. 


The new station attracted even more customers. 
Business was never better. Today Frank is running 
close to a quarter of a million dollars-a-year business. ; 
Over half of the gross is in TBA. It took teamwork Service with a smile and cleanliness every- 
to build this up—the same teamwork that has pc baacoraeiy sepaiaiaah iii ai tie 
brought the station’s oil ratio down to a profitable 


1-to-59. ee 


Speak to Frank and he'll tell you the formula for | a 
success is aggressive selling of the right product. He : 
had always used Shell quality products, and he 
knew they were tops in the public’s mind. 


These days he is thinking ahead—planning for a 
future which looks mighty rosy. 


Shell Oil Company invites you to inquire about 
the profit possibilities of selling under the Shell 
brand. Phone Shell Oil Company or the Shell 


franchised jobber nearest you. Using Shell’s follow-up system, Frank 
built a booming Shellubrication business— 
75 jobs a week. \ 


The staff meets often to discuss ways of improving service and sales. Frank sent all his employees to Shell 
Training School for training they could get 
in no other way. 


It pays to be a Shell Dealer 
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NEW ““ANGLE-LUME” RAPID START LAMP, Model NALR 













Whiteway Manufacturing Company, pioneers in the 
manufacture of fluorescent outdoor lighting equipment 
for progressive petroleum product marketers, proudly 
presents its NEW NALR Series of RAPID START lamps 
in 4, 6 and 8-foot increments. These lamps are priced 
right and made right for years of brilliant, rugged care- e 
free service, giving you increased light output as the 
temperature drops to 0°F. Ideal for all climates! 
Read specifications at right, then write for name of near- 
est supplier. Catalog of complete new 1956 lights, light- 
ing systems, supplies and accessories, FREE upon request. 


New. AREA 
ILLUMINATORS | ° 
1000 or 800 Milliamperes! 


Catch their eyes BEFORE they drive by .. . 
with the NEW Whiteway Model AIR (1000 
ma.) and NAIR (800 ma.) 














Leen 

















* 4 or 6 Rapid Start Lamps! 

















* High-intensity Lighting With Minimum Glare! 





* Low Operating Cost! 





* Sturdy Aluminum Construction! 


* Light Angle Fully Adjustable! 












FITS YOUR PRESENT 
POST HOLE CENTERS! 


Patented 15° angle (Pat. No. 
168,924) throws MORE light over 
a WIDER area! 


Recommended for use where 
brilliant illumination is desired 
regardless of nighttime tempera- 
tures. 


Made with genuine new G.E. 
Rapid Start components! 


4, 6 and 8-foot styles supplied 
with 800 ma. Rapid Start re- 
cessed double contact sockets, 
or in ANY LENGTH USING COM- 
BINATIONS OF THESE THREE 
LENGTHS! 


6-foot style also supplied with 
1000 ma. recessed double con- 
tact sockets, or in ANY LENGTH 
IN MULTIPLES OF 6-FEET! 


This new fixture also incorpo- 
rates Whiteway features such 
as: FULLY ADJUSTABLE post 
mounting brackets, SUPER- 
STRENGTH “I BEAM construc- 
tion and full 28” WIDTH’ 






All island fixtures also available 
in lower-priced SLIM-LINE com- 
ponents. 







DISTRIBUTORS IN ALL PRINCI- 
PAL CITIES. 
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MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 







FREE copy, TODAY! 








WRITE FOR FREE CATALOG 


Whether you are planning the building or modern- 
ization of one or a thousand service stations, you 
need our new value-packed 1956 catalog of out- 
standing outdoor lighting equipment, systems, and 
accessories. Send (without obligataion) for your 
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Atlantic Policy Wins Cheers 


DOING the applauding are Pennsyl- 
vania jobbers, who say the company’s 
“suggested and recommended” mini- 
mum retail prices on gasoline are 
steadying the state’s price structure. 

The policy, they admit, hasn’t ended 
price wars in all areas. But it has 
toned them down. Circus signs have 
disappeared from most service stations 
and the price spread, formerly as much 
as 4¢ gal., has been cut in half, or 
lower. 

Said one competitive jobber in 
Scranton, “The price structure is pretty 
damn good.” An Atlantic jobber whose 
fringe areas were hit by price wars 
says these areas have calmed down, 
adding, “Atlantic took a step in the 
right direction.” 

Another thing jobbers like about 
Atlantic’s move is that posted com- 
mercial tank wagon price for Atlantic 
gasoline is now 0.5¢ above the jobber 
tank wagon price. One source says 
this step means that “at last a major 
recognizes that commercial accounts 
should not be sold on the basis of the 
jobber’s price.” 

Dwight T. Colley, Atlantic vice 
president and general manager of 
marketing, first announced the policy. 
He is happy with its results. “The 
majority of our dealers,” he says, 
“seem pleased to have the chance to 
establish minimum retail prices. In 
some areas the market has been in 
bad shape so long that our dealers are 
loath to price themselves above cut 
prices. To succeed, the program will 
take patience as well as improved 
service to justify the move.” 


Tax Extended 


Jobbers in Connecticut have been 
working under a 2¢ gal. boost in state 
gasoline taxes since July 1, with the 
understanding that the law would ex- 
pire in two years. They now know it 





By Cornelius Brodersen 


( \/ 
will be three years before the statute 
dies. 

A special session of the state legis- 
lature, working on financing flood re- 
pairs, extended the increase to July 1, 
1958. Aim was to help state recoup 


The Midwest 





Farm Sales May 


PREDICTION time in the Midwest 
finds oil marketing executives and 
economists pessimistic on the farm 
picture, but hopeful about other 
markets in the region. Here’s the 
consensus: 

Oil product sales to farms will flat- 
ten out or tend slightly downward. 

Farm collections are already ex- 
tremely tight, and may be expected 
to become worse as the year pro- 
gresses. 

But retail sales of gasoline in indus- 
trial areas of the Midwest may be 
expected to increase from 3% to 5%. 

Depending on the weather, sales 
of heating oils and residuals may be 
up 7% to 10%. 

Farm consumption is likely to level 
off, or even drop slightly, because of 
two factors: 

e Farm prices, which fell sharply 
in 1955 and are expected to sag an- 
other 3% in 1956. 

e Acreage in production on Mid- 
west farms, which is expected to re- 
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$15.5 million in highway funds cur- 
rently being used to repair and re- 
build flood-wrecked bridges and roads. 


Jobbers Switch Flags 


Two large jobbers—one with 22 
stations in the New York City-West- 
chester area, and one with 21 outlets in 
Washington, D. C., and vicinity— 
have changed suppliers, and are now 
operating under the Cities Service 
emblem. 

The New York outfit, City-Wide 
Petroleum Co., Inc., was with Sinclair 
Refining Co. for 10 years, handling 
more than 5 million gal. annually. 
Now City-Wide expects its gallonage 
to “double within the next 24 
months.” Most of its stations are in 
upper Manhattan, The Bronx and 
lower Westchester County, with “six 
or seven stations to be added within 
the year.” 

The Washington jobber, B. D. Fried- 
man & Sons, changed over from Tide 
Water Associated Oil Co., whose prod- 
ucts it handled since 1949. It does 
about 7.5 million gal. annually. In 
addition to outlets in Washington, the 
jobber serves stations in Arlington, 
Va., and in Hyattsville, Colmar Manor 
and Cottage City, all in Maryland. 
Friedman expects to add six stations 
during the year, and is planning 11 
others. 


Dip in 1956 


By Leonard Castle 





main about the same as last year. 

“There should be a fair to good 
demand among farm consumers this 
spring, primarily because much of the 
plowing was delayed last fall by ex- 
tremely dry soil conditions,” reports 
one informed marketing executive, 
“but we look for things to drag some- 
what during the remainder of 1956. 
That isn’t to mean that farm consump- 
tion of our products won’t continue at 
high levels. But farm consumption 
isn’t likely to increase. 

“That situation is already noticeable 
in retail sales at service stations in 
farm communities. They are just drag- 
ging along—staying about the same 
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as a year ago. This is a reflection of 
the farm income situation and the 
farmer’s current buying attitude. He’s 
tightening up the purse strings.” 

Collections, says one leading Mid- 
west marketer, have been in a gradual 
downward trend since the end of 
1953. In an effort to prepare for 1956, 
the marketer’s company staged a con- 
centrated collection drive among its 
farm customers during September and 
October. The campaign was “quite 
successful.” 

But, the company says, collections 
“fell apart” again during November. 
Its credit men tried to wind up 1955 
with another whirlwind campaign in 
December, but collections were con- 
tinuing slow. The agents wondered 
whether they had taken in all of their 
farm customers’ free cash in the Sep- 
tember and October drives. 

L. John Kutish, economist of the 
Federal Reserve Bank of Chicago, 
warns that now is the time for farm 
petroleum marketers to tighten up 
their credit policies. He points out that 
the farmer has many outstanding bills 
and there is increasing competition 
among his various suppliers for his 
available cash. 

Of all the farmer’s suppliers, Kutish 
says, the oil industry probably extends 
the most liberal credit terms. If the 
farmer misses an installment on a 
piece of farm equipment, the imple- 
ment company repossesses it. But the 
oil marketer often extends crop-to- 
crop terms and doesn’t charge any 
interest. 

One major company is trying to 
get its farm credit terms on a 30-day 
basis, and its credit manager contends 


The West 


this should be the goal of the entire 
industry. 

“With the farmer short of dollars,” 
he says, “oil marketers can’t afford to 
take chances by going along on a 90- 
day, or crop-to-crop basis. If they do, 
they'll find some other supplier has 
collected the farmer’s cash. When oil 
marketers extend such long terms, 
they’re getting into the area of farm 
financing. They shouldn’t attempt to 
assume the role of the banker.” 

Kutish reports that farm income in 
the Midwest deteriorated more during 
1955 than for the previous several 
years. 

Extreme drought conditions drastic- 
ally cut farm income in big sections of 
the Dakotas, Nebraska, Kansas and 
Iowa last year. If those areas make 
a comeback and have good crops in 
1956, farm collections will improve 
later in the year. But, from the over- 
all viewpoint, bumper crops usually 
mean lower prices generally. 

In industrial areas, the oil industry 
looks for a banner year in 1956. Busi- 
ness activity and employment continue 
at record levels. Home building con- 
tinues to boom. Most urban oil mar- 
keters may look forward to increased 
sales, ranging up to 5%. 

For burning oils and residual fuels, 
the outlook is also bright, depending 
on weather conditions. Consumption 
was up sharply in November and De- 
cember because of subnormal temp- 
eratures throughout the Midwest. If 
sales of these products increase the 
anticipated 7% to 10%, the Midwest 
this year will see an over-all increase 
of around 5% in total product con- 
sumption, industry sources say. 


Pipe Line Trouble in Arizona 


CAUSE: the state’s independent dis- 
tributors can’t decide how to carry 
out plans to build their own terminal, 
to take product from the new Southern 
Pacific pipe line. Without it, they may 
“face extinction”, as one otherwise 
cheerful marketer puts it. 

A group of Arizona independents 
announced plans to build pipeline 
terminals in Tucson and Phoenix 
early in July. Contractors were then 
just starting to lay the first pipe in 
the line, which will deliver product 
from El Paso and Los Angeles 
refineries to a meeting point in 
Phoenix. 

At the close of the year, however, 
with the line almost ready to start 
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By Richard R. Elwell 





pumping, the group could announce 
only that it was now formally and 
legally known as the Independent 
Gasoline Distributors of Arizona, Inc., 
(a non-profit organization). 

C. L. Foster, Sunset Oil Co. dis- 
tributor and president of the group, 
reported that it counted (in December) 
about 80% of Arizona’s indepen- 








dent gasoline marketers among its 
members, and that plans for a ter- 
minal at Phoenix were nearly com- 
plete—although temporarily at a stand- 
still. 

Foster said there is no doubt that 
the organization will have a terminal 
in operation—on a site already ac- 
quired adjoining the SP terminal in 
Phoenix—as soon as the line is deli- 
vering product. Foster estimates that 
the line, originally scheduled to start 
by the first of the year, will not be in 
operation before March. 

The proposed Tucson terminal is 
apparently not a subject of immediate 
interest to the organization. 

According to a vitally interested 
independent Los Angeles refiner, what 
the organization needs now is a mil- 
lion dollars. That’s the estimated cost 
of building the terminal and filling 
it with gasoline. This particular re- 
finer thinks it would be an excellent 
plan for the independent refining 
fraternity to scrape up the money 
among themselves, if necessary, to 
help the Arizona marketers to stay 
in the game. He hasn’t had much 
luck organizing any such move. 

Independent refiners in the Los 
Angeles Basin could feel it if the 
market afforded them by independent 
Arizona distributors were lost. The 
Arizona distributors’ organization 
boasts a collective monthly gallonage 
of four to six million, an unknown 
but substantial part of which was 
bought, in the past, at the racks of 
independent refiners in the Los Angel- 
es area. In addition, some Los Angeles 
still operators found it a market where 
an occasional truck and trailer load 
of distress gasoline could be unloaded 
without causing A-boards to sprout 
for miles around. 

The pipe line would change all 
this. Once the common denominator 
of all Arizona operations was the 
8000-gal. truck and trailer load. Now 
the Arizona marketer must think in 
terms of the 15,000-bbl. minimum 
takeout at Phoenix proposed for the 
pipe line. This means tanks and other 
facilities to take 15,000-bbl. ship 
ments of diesel fuel and two grades 
of gasoline. 

Besides staying in business, the 
distributors want to stay independent. 
Wilmot Trew, Phoenix attorney and 
secretary-treasurer of the organization, 
explains that the group is not taking 
advantage of the pipeline company’s 
plan to build and lease terminal facil- 
ities to shippers, because the group 
“wants to control its own facilities”. 

Trew indicated that the group’s 
lack of action may be due to inability 
to choose between attractive alterna- 
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Loading Speed Increased 150% 


Jobber Modernizes Bulk Plant 


R” Seastrunk had a major 


problem. The loading rack 
facilities at his Quality Oil Com- 
pany’s bulk plant in Waco, Texas 
were very inefficient. Something 
had to be done to reduce loading 
time for delivery trucks and trans- 
ports. The five 12,000 gallon and 
two 19,000 gallon overhead stor- 
age tanks depended on gravity 
flow through two-inch hose and 
nozzles. The hose was heavy, cum- 


Roy Seastrunk’s bulk plan 

two inexpensive Marlow pumps that cut a 
costly 1 hr. 20 min. loading time to a 
welcome 32 min. 


bersome and very awkward to 
handle. With full tanks, the best 
rate that Seastrunk could hope for 
through each hose was 40 gallons 
per minute. Using two at once, this 
meant it took more than one hour 
and twenty minutes to load a 6,400 
gallon transport. At this rate, only 
six transports could be loaded in a 
day. The hose was actually stran- 
gling business volume. 


To get an answer to the problem, 
Seastrunk called in several equip- 
ment companies for a solution. 
United Pump and Supply, Inc. of 
Dallas, Texas came up with an 
answer that would increase load- 
ing speed 150 %. It called for the in- 
stallation of two Marlow 20EVP- 
11A two-inch self-priming centrif- 
ugal pumps to accelerate gravity 
flow from 40 gallons per minute to 
100 gallons per minute! 


Two dome-type, two-inch tank 
truck loading arm assemblies with 
loading line valve and sliding 
sleeve were recommended to re- 
place the heavy, bulky hose and 
nozzles previously used. The addi- 
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tion of 42-inch drop tubes would 
permit near bottom loading to re- 
duce turbulence and vapor loss. 
Given the “green light,” United 
made the installation and the 
entire cost, including labor and 
equipment, was only $750. It has 
been so successful that Seastrunk 
highly recommends it to anyone 
with the same problem. 


Marlow self-priming centrifugal 
pumps operate quietly, are depend- 
able on above ground or under- 
ground storage tanks and do not 
wear, since there are no rubbing 
parts in the pump. If you have a 
problem in handling petroleum 
products, either for bulk plants, 
delivery trucks or transports, see 
your Marlow Dealer for the right 
answer. Write to Marlow Pumps 
for a complete descriptive bulletin 
on petroleum marketing pumps... 
and the name of your Marlow 
dealer. No obligation. 


Mounting these two Marlow self-priming 
centrifugals was easy. Piping is straight 
through with no pressure relief or other 
troublesome complications. 





PUMPS 


S234 


MARLOW PUMPS 


Division of Bell & Gossett Company 
RIDGEWOOD, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
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Every USS Steel Drum goes through 
three careful steps to make certain 
your product arrives at your cus- 
tomer’s door as pure as it left your 
plant. 

All surfaces of the drum body, 
head, and bottom are completely de- 
scaled, then purged with a strong 
alkali solution, removing all traces 
of dirt and grease. With the interior 
and exterior now immaculately 
clean, the drum is ready for a thor- 
ough coating with a special phos- 
phate formula that means long-term 
freedom from rust. Each of these 


Pxelatine) 


steps is vitally important to quality- 
controlled shipping. They mean that 
nothing will happen to your product 
during shipment or storage that 
could nullify the results of your own 
rigid quality control measures dur- 
ing manufacture. 


USS Steel Drums are available in 
sizes from 21% to 110 gallons, either 
plain or decorated. If yours is a 
special case we have a wide 
variety of fittings and openings that 
are sure to meet your individual 
requirements. 


“It’s Better to Ship in Steel”’ 
UNITED STATES STEEL PRODUCTS 


DIVISION 
UNITED STATES STEEL CORPORATION 
DEPT. 126, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Chicago, III. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


SEE The United States Steel Hour. It's a full-hour TV program presented every other week by United States Steel. Consult your local newspaper for time and station. 


USS STEEL DRUMS (& 
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tives. “Offers are flying thick and fast, 
but they’re all tentative,” he said. 

Trew said the organization was 
particularly interested in the offer of 
one supplier who was willing to fi- 
nance the whole project for only the 
chance of the business. 

This supplier, Trew said, offered 
to finance construction of the terminal 
under an arrangement whereby the 
organization would pay off the pro- 
ject through a charge tacked onto 
each gallon terminaled. 

The supplier also offered to fill the 
terminal with product and deliver it 
to members on a 30-day payment 
basis. All the company asked was a 
chance to meet the price of competing 
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suppliers, agreeing to purchase fuel 
wherever the organization directed if 
it couldn’t meet the offer. Trew did 
not explain why this offer hadn't 
been accepted. 

While Foster claims membership 
of “80% of the independent distribu- 
tors in the state” there is going to be 
some difficulty in keeping members 
in the organization unless they become 
pretty definitely committed, probably 
to the point of having an investment 
in the project. 

Success of the group will hinge on 
how firmly they are committed to a 
“united we stand” policy, and, of 
course, on how ably they can come 
by a million dollars. 


Colorado Jobbers Are Hurt 


THE REASON? The state is aiming to 
get “discount prices” on the 2 million- 
plus gal. of gasoline it buys annually. 
State Purchasing Agent Lacy Wilkin- 
son says the state now gets discounts 
“on about 20% of our gasoline pur- 
chases. I see no reason why we 
shouldn’t get the discounts on 100% 
of our purchases.” 

If present plans go through, the 
state will be buying all its supply at 
a discount, from a few big companies 
—cutting out purchases from jobbers 
and dealers. Colorado jobbers think 
it’s ironic that the move comes at 
a time when commercial account 
troubles seem to be lessening else- 
where in the nation (NPN, Jan. °56, 
p. 32). 

Agent Wilkinson called for bids in 
late December on a one-year contract 
to provide the state with all its gasoline 
needs. The aim was to get one sup- 
plier, at one price, for all state ve- 
hicles. That didn’t work: not enough 
companies had state-wide distribution. 

When his first try failed, Wilkinson 
said he expected to make a deal under 
which three or four companies would 
supply the state’s needs, at a discount. 

Dealers, jobbers, and major com- 
panies have all had a slice of the state’s 
gasoline business in the past. Agencies 
with their own storage facilities—like 
the Highway or Game and Fish De- 
partments—have been calling for bids 
for their own individual needs. There 
have been many separate bid calls 
for different locations all over the 
state. 

This system has enabled many job- 
bers to share in the business. Now, 
say spokesmen for the Colorado Pe- 






By Frank Pitman 


troleum Marketers Assn., the purchas- 
ing agent’s proposal will cut them out 
of what has been “a good piece of 
clean business.” 

State institutions, scattered through- 
out Colorado, have also been obtain- 
ing separate bids for their gasoline, 
which is generally stored on _ the 
premises in 2,000 or 3,000-gal. tanks. 

The Colorado Highway Patrol and 
several other state agencies have been 


The Southwest 





regions =i 


getting a 2¢ gal. discount on the pump 
price in purchases made at regular 
service stations. The patrol does this 
only at locations in the state where 
the Highway Department does not 
have gasoline storage facilities. 

Many state agencies have been pur- 
chasing their gasoline at regular serv- 
ice stations with a state credit card. 
The service station’s supplier bills the 
state directly, crediting the dealer. As 
one retailer put it, “everybody’s been 
able to show a little profit.” 

These specifications were set up in 
Wilkinson's bid call: 

e Minimum octane number shall 
be 80 for regular and 88 for premium 
gasoline, as determined by research 
method. 

e Gasoline shall be type A. 

e Both summer and winter grades 
of gasoline may be required during 
the contract period. 

e Prices: (1) The bulk or tank 
wagon price to be the major oil com- 
panies’ tank wagon price in the 
vicinity of the point of delivery less 
X¢ per gal., less federal tax, less state 
tax. (2) The service station credit 
card sales price to be the major oil 
companies’ posted price at point of 
delivery, less X¢ per gal., less federal 
tax, less state tax. 

The price, in case of price wars, 
will be the posted price at point of 
delivery, so long as posted price is 
less than the price as determined in 
items 1 and 2. 

Other provisions of the bid call 
asked the successful bidder: (a) to 
deliver during the contract period at 
the location designated (anywhere in 
Colorado) the items listed in such 
amounts and at such times as may be 
required by the departments; (b) to 
deliver as required upon 24 hour 
notice. 


The Mystery Lady Is Gone 


AND EXCEPT for one of the after- 
noon sheets, Houston’s newspapers 
paid scant notice to the demise of a 
Bayou City belle from an overdose of 
marijuana. 

But for Houston service station 
dealers, the lady’s passing was one of 
the biggest stories of the year. 

For some of these dealers, The 
Mystery Lady—let’s call her that— 
presented a challenge. For these men, 
her passing was untimely. She made 
life more interesting, although more 
expensive. 

For others, her departure was any- 
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thing but untimely. Chances are these 
dealers heaved a sigh of relief when 

they caught the newspaper stories. 
The Mystery Lady was a “hot 
(Continued on p. 130) 


129 








—i regions 


(Continued from p. 129) 

check” artist. She particularly enjoyed 
practicing her art on Houston service 
station operators. The tricks she used, 
the dealers say, would do justice to 
any Arab or Indian beggar. 

Just how much The Mystery Lady 
took from Houston’s dealers probably 
will never be tabulated. But the total 
amount was considerable. With her 
fondness for the weed, her living ex- 
penses ran high. Some say she needed 
a minimum of $25 a day, this amount 
fluctuating with the supply and demand 
status of marijuana. 

A lady of certain virtues, she re- 
stricted most of her fund-raising ef- 
forts to check writing, or so the story 
goes. And she learned early in life 
that such things as supermarkets and 
dry-goods stores aren’t the easiest 
places in the world to cash bouncy 
checks. 

So she concentrated on service sta- 
tions. And from about a year ago, 
when she arrived in Houston from 
goodness knows where, until her fade- 
out, she gave the dealers some trying 
times. 

They say she would visit a station 
for the first time, usually in a nice, 
late-model car. If the station salesman 
was on the stick, he wouldn’t have 
a very hard time selling her a few 
accessory items in addition to a tank 
of gasoline. 

Just in from some distant city and 
not yet located in Houston (but with 
definite plans to do so, of course), 
she would ask the dealer if he would 
mind cashing a check for just a little 
more than she owed him. 

By the time the check (usually $10- 
$15) was returned to the dealer (as 
it always was) from the bank it was 
written on, The Mystery Lady probably 
had asked the same dealer if he would 
be so kind as to cash one or two other 
checks for the same amount. 

And usually he had been kind 
enough. 

Now they say The Mystery Lady 
would vary her routine some, and 
often—about the time that first check 
bounced—she would disappear. The 
dealer wouldn’t see her again. The 
checks were small, and the dealers 
seldom reported their misfortunes to 
the police. 

But she wouldn’t run away all the 
time. 

There were times when she went 
back to the same dealer. Confronted 
with the bad checks (and gosh, the 
dealer hated to bring the subject up, 
she seemed to be such a nice lady), 
she couldn’t understand the trouble. 
She would just have to wire her out- 
of-town bank and get her account 
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straightened out. 

Meantime (and here comes an old 
Far East beggar’s trick) The Mystery 
Lady would start appearing with a 
baby on the front seat. The baby was 
hungry. 

By this time the dealer was usually 
ready to take a trip to her out-of-town 
bank and find out just why in hell did 
they mess up this poor girl’s account 
like they had. 

When you consider she was gener- 
ally working on several dealers at any 
given time, you can see why the lady 
gained quite a reputation among 
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Houston’s dealers. 

To make sure such people as The 
Mystery Lady don’t get too attached 
to them, the city’s dealers are now 
trying a system to keep tabs on such 
individuals. When a dealer gets a hot 
check, even if he doesn’t call police 
headquarters, he will call three other 
dealers if it looks like the work of 
another “artist.” 

The three he calls are supposed to 
each call three others, and so on. The 
dealers hope that the warning system 
will at least give them advance notice 
that such operators are in town. 


Will New Tax Sell More Fuel? 


IT PROBABLY will, think North 
Carolina oil men. They figure the 
state’s new fuel use tax will stimulate 
gasoline and diesel fuel purchases 
within state borders, as over-the-road 
operators try to avoid lump sum tax 
payments. 

The tax, enacted by the 1955 gen- 
eral assembly and effective Jan. 1, is 
specifically aimed at operators of 
heavy vehicles, trucks and buses—to 
pay what is termed “their proportion- 
ate share” of taxes for the use of 
North Carolina highways. 

Under the 2ct, over-the-road truck- 
ers and interstate bus operators will 
be required to file quarterly reports to 
the state registry of motor vehicles. 
The reports must show the mileage 
traveled, the amount of gasoline or 
diesel fuel purchased in North Caro- 
lina, and the amount of fuel used in 
the state. 

If not enough fuel has been pur- 
chased within the state to cover the 
use of the highways, the vehicle owner 
or operator will be assessed a tax to 
make up the deficit. 

If there has been an overpayment— 
i.e., the operator has purchased more 
fuel within the state than his mileage 
accounted for—he will receive a re- 
fund or have a credit made to his ac- 
count. 

The law will affect more than 10,- 
000 vehicles in North Carolina, prin- 
cipally trucks with more than two axles 
and passenger vehicles seating more 
than seven. It will produce about 
$800,000 added income yearly for the 
state. 


Wanna Buy a ‘Gas Saver’? 


It seemed like a good idea at the 
time. The anonymous official of the 


NATIONAL PETROLEUM NEWS °* February, 1956 





By William Kearns 





Georgia Highway Department saw the 
ad for “gas savers,” thought about u, 
and decided that $35,000 worth of 
the devices would be just the thing for 
the Department’s trucks. 

The official realized that $35,000 
was a lot of money, but after all, he 
thought, if a truck saved just a couple 
of gallons a week, the total savings to 
the state in a year’s time would more 
than offset the purchased cost of the 
“gas savers.” And the accessory, in- 
stalled on the fuel line, was said to 
capture condensed or leaking gasoline 
at rates up to seven gal. per week. 

Sometimes it pays to read advertise- 
ments carefully. The “gas saver” 
turned out to be a pump designed to 
keep gasoline from dripping into bilges 
aboard boats. It was plainly marked, 
“for marine use only.” 

Anybody who wants $35,000 worth 
of “gas savers” can write Georgia. 


Prospects From the Sky 


Some prospective business fell out 
of the blue and into the laps of South- 
ern marketing men recently, as the 
Civil Aeronautics board granted new 
routes to Delta and Capitol Airlines. 

That means new stations and ground 
handling crews as well as new fuel 
contracts. Delta’s new stops are Char- 
lotte, Washington, Baltimore, Phila- 
delphia and Newark. Capitol will get 
stops in Birmingham, Mobile and New 
Orleans. a 
















Curb pump hose resists sun and weathering. 


siniiail ies 











Hose with tube and cover of NEOPRENE 
gives you extra-long service in any application 















Various type hoses have one thing in common— to sunlight and weather .. . retains its outstand- 
they all last far longer if tube and cover are ing properties throughout a long service life. 

made of neoprene. That’s because a neoprene This extended service life pays off where it 
tube resists deterioration from oil, gasoline or counts—fewer replacement purchases and low- 
chemicals carried by hose . . . a neoprene cover ered maintenance costs. Remember, there’s a 
withstands the rough handling that chips, cuts, hose made with neoprene that’s just what you 
abrades, and causes flex cracking in ordinary need to handle your petroleum or chemical prod- 
hose. Also, outdoor service doesn’t hurt neo- ucts. Ask your supplier about it and start sav- 


prene hose. Neoprene is unaffected by exposure ing right away! 





FREE! THE NEOPRENE NOTEBOOK 


Se es eee cas es cons ee es > es Ge cn ees ee ee os es ci ns em ls 
Every issue contains illustrated case histories, in- 
teresting stories, new applications of neoprene. Clip 


4 
and mail this coupon to E. I. du Pont de Nemours : | 

The rubber made by Du Pont since 1932 & Moe , Elastomers Division NP-2, Wilming- 
ton 98, Delaware. 


Name_ . = = _Position 





Firm _ 


Address_ 





REG. U.S. PAT. OFF 
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BETTER THINGS FOR BETTER LIVING .. . THROUGH CHEMISTRY 
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ws the SAFETY you get with 
U. S. AMMONIA HOSE 


that counts! 


PROTECTION FOR THE MAN 


WHO TRANSFERS THE GAS 


#U. S. Style P-7130 Ammonia Bulk Loading Hose with 

Wire Reinforcement 
Built extra rugged for bulk loading or unloading of tank 
cars or trucks. Specially compounded tube retards the 
permeating action of anhydrous ammonia and is highly 
resistant to low temperatures. Will not crack. For greater 
protection to workmen, the carcass is reinforced with a 
single ply wire braid (2 plies in 2” size). Black Neoprene 
cover is specially treated to prevent blistering. 


OR 


#U. S. Style P-7135 Ammonia Transfer Hose with USTEX 
Reinforcement 

For transfer from bulk loading to storage tank to tractor. 
It has the added safety feature of ammonia-resistant 
USTEX yarn, a patented “U. S.” development which pro- 
vides greater strength along with flexibility. Special tube 
retards permeation. Sturdy. non-blistering Neoprene cover. 
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PROTECTION FOR THE MAN 
ON THE TRACTOR 







v &. 
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#U. S. Style P-7135 Vio 
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Ammonia Transfer Hose transfers under pressure 
from tractor tank to pressure reduction valve. See 
above for hose construction details. 









#U. S. Style P-7136 Ammonia Applicator Hose 
This hose assures reliable, safe conveyance from pres- 
sure reducing valve to applicator blades. Tube and 
cotton carcass are resistant to action of anhydrous 
ammonia. Neoprene cover is specially treated to pre- 
vent blistering. 



















he; “ 
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For the GREATER safety of men working with anhydrous ammonia, get U. S. Am- 
monia Hose—transfer and application—from any of our selected distributors, any of 
the 27 “U.S.” District Sales Offices, or write us at Rockefeller Center, New York 
20, New York. 


















Mechanical Goods Division 


United States Rubber 
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Empire State 


NY Jobbers Have the Answers 


NEw York oil jobbers are ready to 
start Operation Twenty Questions if 
the Harriman administration again 
shows signs of tinkering with the job- 
bers’ 1% allowance. The allowance 
is awarded to the jobbers for collect- 
ing the state’s 4¢ per gal. gasoline tax. 

The jobbers, through the Empire 
State Petroleum Assn., have planned 
a thorough educational campaign that 
will reach all state senators and as- 
semblymen. They hope to convince 
them that Gov. Harriman is mistaken 
when he claims that a cut in the 1% 
allowance would be felt primarily by 
the 13 major oil companies in the 
state. They maintain that New York’s 
400-500 jobbers would be hit hardest. 

The Plan—Each state senator and 
assemblyman will be visited by an 
ESPA member, who will explain what 
the allowance is, what it does for the 
jobber, and the economic effects of 
any downward revision. This informa- 
tion, prepared in the form of 20 ques- 
tions and answers, has been put out in 
an eight-page mimeographed brief that 
will be left with each legislator. 

The brief shows that the 1% allow- 
ance, in effect since 1929 (when the 
state first taxed gasoline), is really too 
low—although it makes no pitch for 
boosting it. ESPA says jobbers in 
other states get as high as 4% for 
collecting taxes. Even in New York, 
the association adds, other industries 
get more consideration than oil dis- 
tributors. 

ESPA points out that tax collection 
by the jobber, even with the 1% al- 
lowance, is really the cheapest means 
from the state’s standpoint. 

If the state itself handled the collec- 
tion, ESPA says, “it would be faced 
with the impossible task of collecting 
from several thousand gasoline retail- 
ers or from each individual motorist.” 
What the jobbers want is the status 


quo. 
As for lowering the allowance, 
ESPA adds: “Such a course only 


serves to compound existing inequities 
on the distributor. The present 1% 
allowance merely reimburses him for 
part of the expenses he must incur be- 
cause the state compels him to act as 
its collection agent.” 

Important Item—-What does the 
allowance mean to the distributor? 
Here’s what one jobber says: “The 
state’s 1% allowance, together with 
the 1% cash discount given by my 
supplier, is equal to 50% of my net 
profit.” 


| 


ESPA became concerned before last 
fall’s election, when Gov. Harriman 
indicated that if the state’s $750 mil- 
lion highway construction bond issue 
were approved by the voters, it would 
mean more money for the majors. 
The bonds would have been paid off 
by upping the gasoline tax to 6¢ per 
gal. It was reported that Gov. Harri- 
man wanted to limit the jobbers’ 1% 
allowance to the first 4¢ of the tax— 
in effect, making it % of 1% of the 
total. 

With the bond issue rejected by the 
voters, oil men now expect the gov- 
ernor to present some alternate high- 
way financing plan to the 1956 legisla- 
tive session. Such a plan might in- 
clude hiking the state’s gasoline tax. 
And since the jobbers know Harri- 
man’s feelings about the allowance, 
they think it’s well to be prepared— 
“just in case.” 


Harper to Try Again 


When Empire State Petroleum Assn. 
meets in Buffalo May 13-15, a group 
of members will be exerting pressure 
to get ESPA back in the National Oil 
Jobbers Council fold. 

Leading the campaign for recon- 
sideration of the association’s with- 
drawal will be John Harper, former 


iv ASSOCIATIONS 





ESPA president and past chairman of 
NOJC. 

The ESPA convention precedes 
NOJC’s Atlanta meeting, scheduled for 
May 17-19. 

Harper, aided by Tom Brown of 
New Rochelle, N. Y., urged ESPA 
directors to think twice about with- 
drawal at a special directors’ meeting 
at Syracuse in mid-December. The vote 
then was “very close,” according 
to one source, and several directors 
abstained from the voting. 

Looking ahead to the Buffalo meet- 
ing, Harper says, “I hope the directors 
will change their views by that time.” 
Admittedly disappointed because di- 
rectors turned down his plea, Harper 
adds, “ESPA is a poor candidate to 
say it can’t afford the new NOJC 
schedule. If ESPA can’t afford it, how 
do other state groups pay?” 


Jersey Billboards 


Fuel oil distributors in New Jersey 
pay their share of the freight when it 
comes to supporting Oil Heat Council 
of New Jersey’s heat-with-oil billboard 
promotion. 

Dealers in 17 of the state’s 21 coun- 
ties put up $28,792.50 of the $49,- 
587.50 raised for last year’s promo- 
tion. Oil suppliers came across with 
$19,500, equipment suppliers gave 
$870 and transporters kicked in with 
$375. a 














fs assured 
trouble-free 


— Quick Hose | 
Couplings | 
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service with | 


EVER-TITE 







Oust Cap 














Save time in 
deliveries—and save 
wear on equipment 
—by using Ever-Tite 
Couplings. 
Ever-Tite engineering 
assures performance 
you can count on— 
and Ever-Tite 
durability reduces 
maintenance to a 
minimum. There is an 
Ever-Tite for every 
need. Ask your 
distributor now. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 





EVER-TITE 
Shank Hose 
Coupling 


Dust Plug 


133 











a new FIRST for safety- 
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a new FIRST for selling! 


The New GUIDE 








SUfel] -Aim HEADLAMPS 


The Selling Method is Built 
into These 3 ‘‘Guide Points.”’ 


The driving public is being educated to “look for the three 
‘Guide Points’” that mean safer night driving. The ‘“‘Guide 


Points” are built into T-3 
headlamps so you can fit 
the Guide T-3 Safety-Aimers 
over them quickly and easily, 
and properly safety-aim the 
headlamps in about eight 
minutes in broad daylight. 
You can sell these lamps in 
pairs in a hurry if you tell 
the story to your customers. 
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YOU CAN AIM THI 





IN A HURRY 


The complete Line of GUIDE Automotive 





Lamps is available from your regular 


Guide Aiming $4500 
Equipment only 


The durable, attractive, accurate Guide T-3 aiming equip- 
ment for passenger cars is a real buy—the first accurate, low- 


cost equipment. (For trucks, 
$18.95.) And that’s all you 
need except a screwdriver to 
do a perfect job. It can be 
done in broad daylight, too. 
Any serviceman or station 
attendant can learn all 
that’s necessary in just a 


=” few minutes. Get going with 


Guide Lamps—right now! 


Q/ weaoame 


IN DAYLIGHT. 


SS 


e SUPPLIER, 
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Liquid haulers report Bonus 
with Butler LWS 


In case after case, transporters report pay- 
load increases of five to six hundred gallons 
when they replace units averaging three to 
five years old with Butler LWS (light- 
weight steel) Transports. In certain in- 
stances, where Butler LWS Transports have 
replaced older jobber type equipment or 
have enabled over-the-road transporters to 
take fullest advantage of state law revi- 
sions, payloads have been increased as 
much as 50%! 

This payload bonus has meant thou- 
sands of dollars picked up in revenue per 
year — per LWS unit. But this is not the 
only bonus you'll get with Butler LWS 
Transports. You'll save on maintenance 
with “Million Miler” Design and you'll get 









more trips per year because LWS units pull 
easier, handle easier. 

Butler “Payload-Engineering” makes all 
these benefits possible. Tank shells and tan- 
dem mountings are built for strength with- 
out extra weight—even manhole covers and 
other accessory items are especially de- 
signed to cut weight. 

All these LWS features add up to one 
fact — you'll make a bigger profit on every 
load you haul in Butler LWS Transports. 
It’s been proved by hundreds of our cus- 
tomers—and it can be true for you, too. 

Most Butler LWS units are in stock 
available for immediate delivery. For full 
information, mail coupon to the Butler of- 
fice nearest you. 





HOME OIL CO. 
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Payloads 
Transports 





Cc. D. Amsler, Co-Owner, Joseph R. Bull, Inc., North 
East, Pa., says: ‘With our new Butler LWS transport, we can 
haul approximately 1700 gallons of gasoline over and above 
what we can legally haul on our old equipment. We make 
about $15 extra per trip, and we plan to make about 700 trips 
per year with it. That adds up to $10,500 extra per year.”’ 


R. W. Higinbotham, Owner and Manager, Center Gas 
& Oil Co., Smock, Pa., says: ‘Our Butler LWS unit provides 
a 50% additional payload over our other units averaging 3 to 
5 years old. This means increased revenue of $12 per trip. The 
driver says it is easier pulling and holds curves better than any- 
thing he has driven.” 


Fred R. Suddarth, President, Kaw Transport Company, 
Sugar Creek, Mo., says: ‘Every haul with each of our four 
Butler 6200-gallon LWS transports gives us 500 gallons of 
bonus payload compared to the other units we operate in the 
same states. Every unit averages three or four trips a day. 
This is a total of 6000 gallons of extra payload from these 
four transports each day.” 


John C. Spencer, Jr., President, Spencer Bros. Co., wg GASOLINE 
Chicago, says: “Our Butler LWS transport gives us a 600- ; 
gallon bonus payload over our 3-year-old units. Our drivers 
say it tracks good, handles easily. It requires practically no 
maintenance — only about two hours a month.” 












eer ago” 


Manufacturers of Oil Equipment 
Steel Buildings » Farm Equipment 
Dry Cl s Equip t 
Outdoor Advertising Equipment 
Special Products 


a 
Ss ~ “Ss SSS 7 Factories at Kansas City, Mo. * Minneapolis, Minn. 
i j 


ryVER? ; : atta: 
Galesburg, III. * Richmond, Calif. * Birmingham, Ala. 
Houston, Texas * Burlington, Ont., Canada 
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For prompt reply, address office nearest you 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 

954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 

Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 
913 Avenue W, Ensley, Birmingham 8, Alabama 

Dept. 40, 624 South Michigan Avenue, Chicago 5, Illinois 


Please send me full information on Butler LWS (light-weight steel) Transports. 
Name 
Firm 


Address 
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MARKETS AND PRICES 





Market Strength Is Mid-Winter Rule 


BY FRANK HOLMAN 
NPN Market Editor 
XCEPT for some serious kinks in 
transportation, the winter of 
1955-56 likely will go down as the best 
ever for petroleum products. This, at 
least, was the picture at mid-January. 

An early and far-reaching cold wave 
sent demand for light and heavy fuels 
soaring. Generally good road condi- 
tions kept gasoline consumption us- 
ually high. To meet the record fuel oil 
demand, refinery runs crossed the 8,- 
000,000 b/d mark for first time. As a 
result, crude began to show up tight in 
some areas. 

In this over-all picture of strength, 
prices moved higher in principal mar- 
keting areas for most products other 
than gasoline. Wholesale fuel oil price 
advanced in most cases, reflecting the 
“firm to higher” trend that began late 
in 1955. 

Gasoline was firm in interior mar- 
kets, unsettled in old price war areas 
in the East. Sun Oil Co. made a 1¢ 
gal. reduction in tank wagon prices to 
New Jersey and Philadelphia dealers, 
allowing them “to meet competition at 
the retail level and make a profit to 
enable them to continue in business.” 

Prices in the Twin Cities, mean- 
while, moved up 4¢ for regular-grade 
at major brand stations and 3¢ at 
private brand outlets. At mid-January, 
local suppliers said it appeared every- 
body was “tired of losing money” and 
dealers soon might go up another 3¢, 
recovering all of the 7¢ cut made sev- 
eral weeks ago. 

Residual prices were strong 
throughout the nation and demand re- 
duced stocks to the lowest point since 
April 1953. Heaviest demand for black 
oil was in the Midwest and on the East 
Coast. 

Chicago-area suppliers, still hurt by 
adverse river shipping conditions, were 
trying to fill the gap between demand 
and supply with “outside” material. 
Some of this material was purchased in 
Mid-Continent at “premiums” of 10¢ 
to 15¢ bbl., and some was shipped in 
from the Gulf Coast by tank car, re- 
sulting in abnormally high laid-in 
costs. 

Good heating oil weather brought 
general strength in distillate prices 
throughout the country. In Eastern 
markets, Esso Standard boosted its 
light oil prices 0.3¢ gal., No. 4 fuel 
10¢ bbl. and No. 5 fuel 5¢ to 10¢. 
Standard of Indiana at the end of the 
year made a general advance of 0.5¢ 
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in its distillate prices to retail custo- 
mers, but Michigan was an exception 
at 0.3¢. 

Even though barging improved on 
Mississippi and Missouri waterways, 
terminal operators continued to have a 
bad time with towing. Some said they 
had “sweetened” their barge contracts 
by adding 0.25¢ to 0.3¢ to their laid- 
in costs for material, in an effort to 
keep carriers satisfied. Others said 
carriers asked and received rates based 
on Shell capacity, although loads aver- 
aged about 20-30% lighter. 

An end to river terminal operators’ 
towing problems is not in sight. Towing 
people, they say, are more frank than 
ever before in stating their preference 
for hauling products other than petro- 
leum. 

Towing people point out that petro- 
leum movement is at its slowest in 
summer when river conditions nor- 
mally are good, and call for equipment 
is strong in winter when navigation is 
more hazardous. Operators prefer to 
go over and repair their equipment in 
winter months. 

Usual winter shortage of tank cars 
added to interior shipping problems. 
Only this year, suppliers and traders 
said situation was aggravated by the 
early cold spell. Coil cars for black 
oil were scarce. 

Pressure cars for shipping lique- 
fied-petroleum gas became extremely 
tight. Part of the trouble in pressure 
cars, suppliers found, was that custo- 
mers were over-ordering and using the 
cars as extra storage. Suppliers said 
buyers were willing to pay demurrage 
rather than take the risk of running 
out of product. Under this kind of 
push, Group 3 prices for propane 
moved up from 4¢ to a spread of 4.3¢ 
to 4.5¢. 

Before the cold spell hit, one sup- 
plier estimated his LPG stock position 
on Nov. 15 to be 20 million gal. 
“long.” Six weeks later he found his 
inventories were depleted to point 
where his position was “even” with 
commitments. 

Many other suppliers found their 
market positions also had changed 
rapidly. Instead of being sellers, they 
now were buyers and were surprised at 
some of the company they met in open 
market. 


DISTRICTS 


Atlantic Coast 
Strong heavy fuel demand and short 
supply brought premium bids for spot 


material at New York. Despite mid- 
January break in cold spell, marketers 
along Atlantic Coast still were looking 
for “extra” material to fill out their 
own supplies. High tanker rates were 
blamed for tight fuel position along 
East Coast. 

Terminal prices for kerosine, No. 2 
fuel and diesel oil advanced 0.3¢ with 
New York harbor prices at 11.1¢, 
10.6¢ and 11¢. 


Gulf Coast 


Light fuels advanced 0.5¢ at the 
Gulf and No. 4 fuel moved up 10¢ 
bbl. in a fairly well-balanced market. 
Heavy fuels were strong, gasoline was 
easy. Sellers stressed package deals in 
some instances to move gasoline where 
buyer might want only residual or light 
fuels. 

Across-the-board raises for distillates 
put range low for kerosine at 9.375¢, 
No. 2 at 9¢. No. 4 fuel was priced at 
$3.00. 


Midwest 


Product “lost” through delayed river 
transportation sent Chicago district 
prices for No. 1 fuel and No. 2 fuel up 
sharply to range 0.95¢ and 0.6¢ higher, 
but supplies of both swung back into 
balance with return of more moderate 
weather. Gasoline was firm throughout 
Midwest. 


Mid-Continent 


Prodded by strong demand, light 
fuel prices advanced 0.5¢, heavy fuels 
10¢ bbl. in the Mid-Continent. At the 
same time, open market buyers were 
bidding premiums of 15¢ to 20¢ bbl. 
for No. 6 for delivery into Chicago 
market. 

Products up 0.5¢ on range lows for 
northern shipment from Oklahoma 
were: kerosine, 10¢; 58 & above diesel, 
9¢; No. 1 fuel, 9.625¢; No. 2 fuel 9¢. 
Heavy fuel prices ranged from $1.95 
to $2.30, with buyers reporting spot 
market “depleted of product at any 
price.” 


Western Penna. 


Bright stock continued short. De- 
liveries on inter-refinery orders were a 
month behind schedule. Price for 25 
P. T. bright stock was 7.5¢ higher than 
a year ago—22¢ in mid-January. 

Some plants were reported out of 
cylinder stocks. Neutral oils also were 
closely held. s 


NATIONAL PETROLEUM NEWS ° February, 1956 














MARKET BAROMETER 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR-GRADE GASOLINE 
REGULAR-GRADE GASOLINE 


KEROSINE 


KEROSINE 


NO. 2 FUEL 


30 GRAV. LOW COLD 


AL 36 GRAV. MID-CONT. CRUDE 


NO. 6 FUEL 
NO. 6 FUEL 





48 50 52 54 JFMAMJJASOND 48 50 52 54 JFMAMJJASOND 
YEAR 1955 YEAR 1955 
PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED. PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


FOUR PRODUCTS FOUR PRODUCTS 


24 ame Dasail 
SPREAD: PRODUCTS OVER CRUDE 


SPREAD: PRODUCTS OVER 





48 50 52 54 JFMAMJJASOND 48 50 52 54 JFMAMJJASOND 








YEAR 1955 YEAR 1955 
Average prices for crude oil, and four principal refined prod Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, east of California markets and 8 crude producing areas, including California 
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—feJ prices REFINERY AND TERMINAL 


MOTOR GASOLINE 








Gulf Coast Cargoes = Jan. 13 Jan. 6 Dec. 30 Dec. 23 
97 ect prem...... (4)13-13.5 (4)13-13.5 (4)13-13.5 (4)13-13.5 
95 oct prem...... (2)12-13 (2)12-13 (2)12-13 (2)12-13 
93 oct prem...... (2)11.5-12 (2)11.5-12 (2)11.5-12 (2)11,6-12 
90 oct reg....... 11-11.5 11-11.5 11-11.5 11-11.5 
87 oct reg...... (2)10.5-12 (2)10. 5-12 (2)10.5-12 (2)10. 5-12 
84 oct reg....... 10-10.5 10-10.5 10-10.5 10-10.5 
83 oct reg....... 9.875-10.125(2) 9.875-10.125(2) 9.875-10.125(2) 9.875-10.125(2) 
See 9.75-9.875 9.75-9.875 9.75-9.875 9.75-9.875 
70-72 oct M 
leaded........ 9.5-9.75(2) 9.5-9.75(2) 9.5-9.75(2) 9.5-9.75(2) 
Albany, N. Y. 
95 oct prem..... 17.5(3) 17. 5(3) 17.5(3) 17.5(3) 
89 oct reg....... 15(4) 15(4) 15(4) 15(4) 
Baltimore, Md. 
95 oct prem...... 16.2 16.2 16.2 16.2 
89 oct reg....... 12.8-13.5 12 8-13.5 12.8-13.5 12.8-13.5 
Boston, Mass. 
95 oct prem..... 14.3-17.1(2) 14.3-17.1(2) 14.3-17.1(2) 14.3-17.1(2) 
89 oct reg...... 13.3-14. 6/3) 13.3-14.6(3) 13.3-14.6(3) 13.3-14.6(3) 
Buffalo, N. Y. 
95 oct prem...... 18(2) 18(2) 18(2) 18(2) 
89 oct reg....... 15. 5(2) 15. 5(2) 15.5(2) 15.5(2) 
Charleston, S. C. 
95 oct prem...... 14.3-15.45(2) 14.3-15.45(2) 14.3-15.45(2) 14.3-15.45(2) 
89 oct reg....... 12. 8-12.95(2) 12. 8-12.95(2) 12.8-12.95(2) 12.8-12.95(2) 
Chicago, III. 
95 ort prem...... (7)13.75-14.8 | (7)13.75-14.8 (6)13.75-14.8 (6)13.75-14.8 
94 oct prem...... ; 13. 5(5) 13.5(5) 13.5(5) 
89 oct reg...... (7)12.25-13.3.  (7)12.25-13.3.  (6)12.25-13.3 (6) 12. 25-13.3 
86 oct reg....... 2(5 12(5) 12(5) 12(5) 
Corpus Christi, Tex. 
95 oct prem...... 13.5-14 13.5-14 13.5-14 13.5-14 
89 ort reg....... 11.5--12.5 11.5-12.5 11.5-12.5 11.5-12.5 
Houston, Tex. 
95 oct prem...... 13.75-14.25(3) 13.75-14.25(3) 13.75-14.25(3) 13.75-14.25 
89 oct reg....... 12. 25(3) 12.25(3) 12. 25(3) 12. 25(3) 
Jacksonville, Fla. 
95 oct prem...... 14. 6-14.9/5) 14.6-14.9(5) 14 6- 14.915) 14.6-14.9(5) 
89 oct reg...... 13.1-13 4(7) 13. 1-13. 4(7) 13.1-13. 4(7) 13. 1-13. 4(7) 
Miami, Fla. 
95 oct prem. ;: 14.9 14.9 14.9 14.9 
89 oct reg....... 13.4 13.4 13.4 13.4 
Mopls-St. Paul, Minn. 
94 oct prem...... 14(5) 14(5)x (5)14-14.5 (5)14-14.5 
86 oct reg... ... 12.5(5) 12.5(5)x (5)12.5-12.55 {5)12.5-12.55 
Mebile, Ala. 
95 oct prem..... 14.6(3) 14.6(3) 14. 6(3) 14.6(3) 
89 oct reg....... 13.1(3) 13. 1(3) 13. 1(3) 13. 1(3) 
New Haven, Conn. 
95 oct prem...... 17(3) 17(3) 17(3) 17(3) 
89 oct reg....... 14. 5(3) 14.5(3) 14. 5(3) 14. 5(3) 
New Orleans, La. 
95 oct prem...... 15 7 15 7 15.7 15.7 
80 oct reg....... 13.2 13.2 3.23 13.2 
New York Harbor 
95 oct prem...... 14.45 14.45 14.45 14.45 
do barges...... 14.35 14.35 14.35 14.35 
89 oct reg....... 12.95 12.95 12.95 12.95 
jo barges...... 12.25 12.25 12.25 12.25 
Norfolk, Va. 
95 oct prem..... 14.5-18.3 14.5-16.3 14 5-16.3 14.5-16.3 
89 oct reg...... 13-13.7 13-13.7 13-13.7 13-13.7 
Pensacola, Fla. 
95 oct prem..... 14.72) 14.7(2) 14.7(2) 14.7(2) 
89 oct reg...... 13. 2(3) 13. 2(2) 13 .2/2) 13 2(2) 
Philadeiphia, Pa. 
95 oct prem..... 16. 2(2) 16.2(2) 16. 2/2) 16.6(2) 
89 oct reg...... 13.7-14.3 13.7-14.3 13.7-14.3 13.7-14.3 
Pt. Everglades, Fla. 
95 oct prem 14.9(3) 14.9(3) 14. 9(3) 14.9/3) 
89 octreg. ..... 13. 4(5) 13. 4(5) 13. 4(5) 13. 4(5) 
Portland Me. 
95 oct prem...... 17. 2(3) 17.2(3) 17. 2(3) 17.2(3) 
89 oct reg....... 14.7(3) 14.7(3) 14.7(3) 14.7(3) 
Providence, R. 1. 
95 oct prem...... 17.1(3) 17. 1(3) 17.1(3) 17.1(3) 
89 oct reg. ...... 14. 6(4) 14.64) 14.6(4) 14.6(4) 
Savannah, Ga. 
95 oct prem...... (2)14.6-14.9(3) (2) 14.6-14.9(3) (2) 14.6-14.9(3) — (2) 14.6-14.9(3) 
89 oct reg....... (2)13.1-13.4(5)  (2)13.1-13.4(5) — (2)13.1-13.4(5) (2) 13.1-13.4(5) 
Tampa, Fla. 
95 oct prem...... 14.3-14.8(4) 14.3-14.8(4) 14.3-14.8(4) 14.3-14.8(4) 
99 oct reg....... 12.8-13.3(5) 12.8 13.3(5) 12. 8-13 .3(5) 12.8-13.3(5 
Wilmington, N. C. 
5 oct prem...... 13.9-15.35(2) 13 .9-15.35(2) 13.9-15.35(2) 13 .9-15.35(2) 
89 oct reg....... 12.35-12.85(2) 12.35-12.85(2) 12.35-12.85(2) 12 35-12.85(2) 


MOTOR GASOLINE 


Okla. (Okla. shpt.) = Jan. 13 Jan. 6 Dec. 30 Dec, 23 


94 oct prem...... 12.625-13.5(4) 12.625-13.5(4) — 12.625-13.5(4) —-12.625-13.5(4) 
86 oct reg....... 11.375-11.75 11.375-11.75 11.375-11.7 11.375-11 75 
60 oct M & below (2)10.5-10.875(2) (2)10.5-10.875(2) (2)10.5-10.875(2) (2)10.5-10.875/2) 


Okla. Group 3 (Northern shpt.) 
2.5-13.5 


94 oct prem...... 1 12.5-13.5 12.5-13.5 12.5-13.5 

86 oct reg....... 11-11.5(2) 11-11. 5(2) 11-11.5(2 11-11.5(2) 
60 oct M & below 10. 25-10.75 10.25-10.75 10.25-10.75 10.25-10.75 
N. Tex. (Tex. & New Mex. shpt.) 

97 oct prem...... 14-15.3 14-15.3 14-15.3 14-15.3 

95 oct prem..... 13.125-14.55 13. 125-14. 55 13. 125-14.55 13, 125-14.55 
86 oct reg....... 11.75-12.95 11.75-12.95 11. 75-12.95 11.75-12.95 
84 oct reg....... 11.75-12.5 11.7 11.7 11.75-12.5 


.75-12.5 5-12.5 4 , 
60 oct M & below (2)10.75-11.8 (2)10 75-11.8 (2)10.75-11.8  (2)10.75-11.8 


W. Tex. (Tex. & New Mex. shpt.) 


97 oct prem...... 14.875 14.875 14.875 14.875 

95 oct prem...... 13-14. 125 13-14. 125 13-14 125 13-14.125 
92 oct prem...... 13 13 13 13 

86 oct reg....... 11.75-12.7 11.75-12.7 11.75-12.7 11.75-12.7 
84 octreg....... 11. 75-12.25 11.75-12.25 11.75-12 25 11.75-12.25 
60 oct M & below =11-11.5 11-11.5 11-11.5 11-11.5 

E. Tex. (Truck transport lots) 

97 oct prem...... 13.625 13.625 13.625 13.625 

95 oct prem...... (2)13.5-13.75  (2)13.5-13.78  (2)13.5-13.75 — (2)13.6-13.75 
86 oct reg....... 11.625-12 11.625-12 11.625-12 11.625-12 
84 oct reg....... 11.625-12.25 11. 625-12. 25 11. 625-12. 25 11.625-12.25 
60 oct M & below 10.875-11(2) 10.875-11(2) 10. 875-11(2) 10. 875-11(2) 


Cent. W. Tex. (Truck transport lots) 
3.75 


97 oct prem...... 13. 3.75 13.75 13.75 

92 oct prem...... 13.25 13.25 13.25 13.25 

86 oct reg....... 11.875 11.875 11.875 11.875 

Ark. (For shpt. to Ark. & La.) 

94 oct prem...... 12.75 12.75 12.75 12.75 

92 oct prem...... 12.25 12.26 12.25 12.25 

86 oct reg....... 11.25 11.25 11.25 11.25 

84 oct reg....... 11 1 1 

Kans. (For Kans. destinations only) 

94 oct prem...... (4)13-13.25(2)  (4)13-13.25(2)  (4)13-13.25(2) (4) 12-13. 25(2) 

86 oct reg....... (5)11.5-11.75 = (5)11.5-11.75 (5)11.5-11.75 — (5)11.5-11.75 

84 oct reg....... 11 1 11 11 

60 oct M & below 10.5-11 10.5-11 10.5-11 10.5-11 

Western Penna. Bradford-Warren: 

94 oct prem...... 14.75 14.75 14.75 14.77 

88 oct reg....... 13.5-14.8 13.5-14.8 13.5-14.8 13.5-14.8 

Oil City: 

94 oct prem...... 13.75-15 13.75-15 13. 75-15 13.75-15 

88 oct reg....... 12.5-13.5 12.5-13.5 12.5-13.5 12.5-13 6 

Pittsburgh: 

94 oct prem...... 15.4 15.4 15.4 15.4 

88 oct reg....... 13.65 13.65 13.65 13.65 

Ohlo—Quotation of S.0. Ohio for delivery to Ohio points: 

88 oct reg....... 14 14 14 4 

Central Michigan 

94 oct prem..... (4)14.75-15 (4)14. 75-15 (4)14.75-15 (4)14.75-15 

88 oct reg...... (4)13.25-13.5 (4)13.25-13.5 (4)13.35-13 & (4)13 .25-13.5 

California Los Angeles District: 

Rack: 

93 oct prem...... 14.1-15.1 14.1-15.1 14.1-15.1 14.1-15.1 

84 oct reg....... (3)13.1-13.15  (3)13.1-13.18 (3)13.1-13.15 (3)13.1-13.15 

Tank Car: 

93 oct prem...... 14.1-15.1 14.1-15.1 14,1-15.1 14,1-15.1 

84 oct reg....... (3)13.1-13.15 (3)13.1-13.15 (3)13.1-13.15  (3)13. 1-13.15 

Tank Truck (400 gals. or more) 

93 oct prem...... 18.9 18.9 18.9 18.9 

84 oct reg....... 16.2 16.2 16.2 16.2 

San Francisco District: 

93 oct prem...... 19.2% 19.2 19 2 19.2 

84 oct reg... : 16.7 16.7 167 16.7 
DISTILLATES & FUELS 

Gulf Coast Cargoes Jan. 13 Jan. 6 Dec. 30 Dec. 23 

41-43 w.w. kero.. x9.375-9.75(2)  (4)9-9.75 x(4)9-9.75 (2)8. 75-9.75(2) 


No. 2 fuel....... x(10)9-9. 25 
53-57 d.i. gas oi]. 9-9.25(4) 
48-52 d.i.gas oil. x9-9.125/5) 


(7)8.75-9.25 x(8)8.75-9.25 (6)8.5-9.25 

(3)9-9.25 x(3)9-9.25 (3)8.75- 9. 25(2) 
(3)8.875-9.125(2)x(3)8.875-0.125(2) (2)8.625-9.125(2) 

43-47 d.i.gas oil. x9(4) (2)8.75-9(2) x(2)8.75-9(2) (2)8. 5-0(2) 

No. 4 fuel,0-10 p.t. x$3.00 0 2.90 


9 $2.90 : 
Bunker C fuel.... (4)$2.10-2.15 (4)$2.10-2.15 — (4)$2.10-2.15 — (4)$2.10-2.15 


Bunker C fuel, 
max 1% sulfur. (2)$2.20-2.35 (2)$2.20-2.35  (2)$2.20-2.35 (2)$2.20-2.35 


Albany, N. Y. 
Kerosine/No. 1... x11. 4(9) 7)11,1-11.4(2)x 11.1(9) 11.1(9) 
No. 2 fuel...... x10.9(10) (8)10.6-10.9(2)x 10.6(10) x10.6(10) 
Diese! oil, shops, 

“SS Ses x11.3(5) (4)11-11.3x 11(5) 11(5) 
No. 4fuel....... $4. 11-4.20x $4.01-4.03 $4 01-4 07 $4.01-4.07 
No. 6 fuel, no sulf. 

OES $2.80(2) $2.80(2) $2. 80(2) $2.80(2) 
No. 6 fuel, max 

1% sulfur... . $2.95 $2.95 $2.95 $2.95 





Refinery and terminal prices herewith are reproduced from Platt’s Oil- 
gram Price Service, a daily publication associated with NPN. 

Prices shown in refinery and terminal tables are sales prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal oyerators, by river terminal operators, and tanker 
terminal operators, for current sales and shipments, except as otherwise 
specified. 

Following types of Mg are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by discounts 
off a specified price; “market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinerf trans- 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities ii bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo 


140 


lots, or truck transport lots, are so designated. Prices are in cents per 
gallon, except wax and petrolatums in cents per pound, and, where do lar 
sign ($) is shown, in dollars per barrel of 42 fr. S. gallons. Prices do 
not include taxes or inspection fees. 

Prices are for crude oil and_ products lawfully produced and thans- 
ported; reported as received by Oilgram and National Petroceum News 
but not guaranteed; for subscribers’ private use only and not for resale 
or distribution or publication. ‘ 

Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to large tanker terminal operators. ay 

Gasoline octane ratings are by ASTM Research Method and are mini- 
mum ratings, except where letter “M" is used to indicate the octane 
rating is by ASTM Motor Method. : : 

Parenthetical figures indicate number of companies quoting when two 
or more quoted the price shown. Letter. “‘X" indicates price change. 
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Baltimore, Md. Jan. 13 
Kerosine/No. 1... x11.1(9) 
o are x10. 85(5) 
No. 2 fuel....... x10. 6(12) 
lo barges... x10.35(5) 





Jan. 6 


(7)10. 8-11. 1(2)x 
(5) 10.55-10.85(2)x 
(10)10.3-10.6(2)x 
(3) 10.05-10.35(2)x 





re x11(5) (4)10.7-11x 
No. 4 fuel. ...... $3. 69(2) $3. a 
do es. 3.63 $3. 
No. 2 one. peracéice $3. 30(2) $3. 30(2) 
=e $3.24(2) $3.24(2) 
no’ 6 fue! o sulf 
ig RE $2. 68/6) $2.68(6) 
lo barges. . $2.65(5) $2.65(5) 
Light Diesel, 
bunkers... . x$4.47(4 3)$4.34-4. 47x 
Heavy Diesel, 
bunkers....... x$4.07(2 $3.99-4.07x 
BunkerC. bunkers $2 65(4) $2.65(4) 
Baton Rouge, La. 
Kerosine/No. 1... 10.3 10.3 
No. 2 fuel. ...... 9.75 9.75 
Diesel oil, shore 
SS ae 10.1 10.1 
No. 6 fuel. .... $2.77 $2.77 
No. 6 fuel no suif. 
ee $2.23 $2.23 
do barges...... $2.20 $2.20 
Light Diesel, 
nkers. . $4.03(2) $4 .03(2) 
Heavy Diesel, 
bunkers. . $3.62 $3.62 
BunkerC, bunkers $2.20(2) $2. 20(2) 
Boston, Mass. 
Kerosine/No. 1... x11. 2(14) (10) 10.9-11.2(4)x 
No. 2 fuel. .... x10.7(15) (10) 10.4-10.7(5)x 
Diesel oil, shore 
rs. x11. 1(5) (4) 10, 8-11. 1x 
No. 6 fuel... .. x$3.64(4) (3)$3.54-3. 64x 
No. $ feel: no sulf 
ON ics Secicus $2.72(5) $2. 72/5) 
do barges...... $2.69(5) $2.69(5) 
Light Diesel, 
unkers....... x$4.51(3) (2)$4.38-4.51x 
BunkerC, bunkers $2.69(5) $2.69(5) 
Buffalo, N. Y. 
Kerosine........ x12.05-12.4(4)x —-111.75-12.1/4) 
Diesel oil........ x12 3) 12 
No. 2 fuel. .... .  X10.55-11.9(4)x —-11..25-11.6(4) 
No. 6 fuel. .... - 9.72) 9.7(2) 
Charleston, S. C. 
Kerosine/No. 1... x11. 1(6) (4)10.8-11.1(2)x 
No. 2 fuel. ...... x10.7(6) (5)10.4-10.7x 
— oil, shore 
x10. 8(3 (2)10.5-10. 8x 
No. 6 fuel, ro sulf 
ee $2.60(2) $2.60(2) 
lo barges...... $2.57(3) $2.57(3) 
Light Diesel, 
unkers....... x$4.39(2) $4.26-4.39x 
BunkerC, bunkers $2.57(3) $2.57(3) 
Chicago, II. 
Range oil/No. 1. .x(3)11.45-12 x11, 125-12x 
OS) eee x(5)10.6-11 x(4)10.4—-11x 
No. 5 fuel, low 
| ae x9 8.75 
No. 5 "at high 
| ee 8.7-9.25x (2)8.7-9(2) 
~ 6 fuel, low 
re 7.9-8. 25x (2)7.9-8 
wa 6 “fuel, high 
sulfur. . 7.65-8. 2x (2)7.65-8 
Cleveland, Ohio 
No. 5 fuel.......  x10* 9.75° 
No. 6 fuel....... x9.35* 9.1° 
*—delivered Cleveland. 
Corpus Christi, Tex. 
No. 6 fuel, no sulf 
par enaeahenes 2 23 $2.23 
Season 20 


barg $2 
Bunker. , $2. 20-2. 25(2) 


Dotrolt, Mich. 


Kerosine........ x12.65 
Diesel oil........ x12.55-12.7 
et eee x(2)12.55-12.7 
No. 2 fuel....... x(2)11.55-11.7 
No. 5 fuel....... 9. 1(2) 
No. 6 fuel. ...... 8.35(2) 
Houston, Tex. 
Kerosine/No. 1. 10. 5(2) 

do barges 9.5(2) 
No. 2 fuel. .... 9.5(2) 

do barges......  9-9.25 


9-9.25 


Re Pee $2. 10-2.25 
lo barges...... $2.10-2.20/8) 
No. 6 fuel, max 
1% sulfur. .... $2.10 
barges...... $2.10 
Light Diesel, 
nkers.. . $4.03(6) 
Heavy Diesel 
bunkers...... $3 .62(5) 
BunkerC, bunkers $2. 20(12) 





$2.20 
$2. 20-2. 25(2) 


12.35 
12.25-12.4 


REFINERY AND TERMINAL 


DISTILLATES & FUELS 





Dec. 30 
10.8(9) 
10.55(7) 
10.3(12) 
10. 05(5) 


Dec. 23 
10.8(9) 
10.55(7) 
10.3(12) 
10.05(5) 


10.7(5) 10.7(5) 
$3.69(2) $3 .69(2) 
$3.63 $3.63 
$3.30(2) $3.30(2) 
$3 .24(2) $3. 24(2) 
$2. 68(6) $2. 68(6) 
$2.65(5) $2. 65(5) 
$4.34(4) $4.34(4) 
$3 .99(2) $3.99(2) 
$2.64(4) $2.65(4) 

10.3 10.3 

9.75 9.75 
10.1 10.1 
$2.77 $2.77 
$2.23 $2.23 
$2.20 $2.20 
$4, 03(2) $4.03(2) 
$3.62 $3.62 
$2.20(2) $2. 20(2) 

10.9(14) 10. 9(14) 

10.4(15) 10.4(15) 

10. 8(5) 10. 8(5) 
$3.54(4) $3.54(4) 
$2.72(5) $2.72(5) 
$2. 69(5) $2.69(5) 
$4.38(3) $4. 38(3) 
$2.69(5) $2.69(5) 

11.75-12.1(4) 11.75-12.1(4) 

12 12 

11.25-11.6(4) 11. 25-11.6(4) 

9.7(2) 9.7(2) 

10.8(6) 10. 8(6) 

10. 4(6) 10. 4/6) 

10.5(3) 10.5(3) 
$2. 60(2) $2. 60(2) 
$2.57(3) $2.57(3) 
$4. 26(2) $4.26(2) 
$2.57(3) $2.57(3) 


x(2)10.875-11.7 


x(2)10.75-11.7 


x(2)10.375-10.6  x(5)10.15-10.6 
x8.75 8.25-8.35 
x(2)8.7-9(2)x (3)8.2-8.4 
x(2)7.9-8x (3)7.4-7.5 
x(2)7.65-8x (3)7.15-7.4 
9.75° 75° 
9.1° a 
$2.23 $2.23 


$2.20 
$2. 20-2. 25¢2) 


12.35 
12.25-12 


$2.20 
$2. 20-2. 25/2) 


12.35 
4 12 25-12.4 


(2)12.25-12.4(2) (2)12 25-12. 4(2) (2)12.25-12.4(2) 
€2)11.25-11.4(2) (2)11.25-11.4(2) (2)11.25-11.4(2) 
1(2) 


9. 1(2) 
8. 35(2) 


10.5(2) 
9.5(2) 
9.5(2) 
9-9.25 


9-9.25 


$2.10-2.25 
$2. 10-2. 20(8) 


$2.10 
$2.10 


$4.03(6) 


$3 .62(5) 
$2.20(12) 








8.35(2) 


10. 5(2) 
9 5(2) 
9.5(2) 
9-9.25 


9-9.25 


9. #2) 
8. 35(2) 


10. 5(2) 
9.5(2) 
9.5(2) 
9-9.25 


9-9.25 


$2.10-2.25 $2.10-2.25 
$2.10-2.20(8) $2. 10-2.20(8) 
$2.10 $2.10 

$2.10 $2.10 
$4.03(6) $4.03(6) 
$3.62(5) $3. 62(5) 

$2. 20(12) $2. 20012) 
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DISTILLATES & FUELS 


Jacksonville, Fla. Jan, 13 
Kerosine/No. 1 11.8(11) 
No. 2 fuel....... 10. 9(8) 
Diesel _ shore 

plants 10. 9(5) 


“ee $2.57(6) 
~~ hGexca $2.54(6) 
Light Diesel, 
bunkers....... $4.578(5) 
BunkerC, bunkers $2.54(6) 
Miami, Fla. 
Kerosine/No. 1... 11.8 
Diesel oil, shore 
plants... 11.1(3) 
No. 6 fuel, 1 no sulf 
Cee $2.52 
do barges $2. 49(3) 
Light Diesel 
bunkers....... $4.578(4) 
BunkerC, bunkers $2.49(3) 


Mols-St. Paul, Minn. 
Range oil No. 1., (6)11.125-12 


No. 2 fuel....... (5)10.5-11.2 
No. 5 fuel, high 

QUiicecaass 9.4(4) 
No. 6 fuel, high 

sulfur... . Fe 8.7(4) 
Mobile; Ala. 
gy gag 1. 11.1(4) 
No. 2 fuel. . 10. 5(2) 
No. 6 fuel, no ‘sulf 

aoe $2.38 

do barges $2.25 
Light Diesel 

bunkers $4.284(2) 
BunkerC,bunkers $2.25 


New Haven, Conn. 





Kerosine/No. 1... x11. 1(9) 
No. 2 fuel. ...... x10.6(11) 
Diesel oil, shore 
Pisce ccccs x11(4) 
No. 4 fuel. ...... x$3.80 
No. 6 fuel, no sulf 
~ ucxacess $2.70(3) 
lo barges...... $2.67 
Light Diesel 
unkers....... x$4.49 
BunkerC,bunkers $2.67 
New Orleans, La. 
Kerosine/No. 1... 10.3(4) 
9.75{3) 
10. 1(3) 
$2.77 
$2. 23(2) 
$2.20(2) 
$4.03(4) 
bunk $3.62(3) 
Bunker, bunkers § $2.20(3) 
New York Harbor 
Kerosine/No, 1... x11. 1(20) 
lo e3..6 x10. 85(20) 
No. 2 fuel. ...... ert 
lo es... x10. 9 
peat shore 
plants....... x11(7) 
No. 4 fuel. ...... ~ .x(12)$3.66-4. 09x 


do barges...... x(12)$3. 63-3. 99x 
oY) $3.18 
do barges... .. $3.15 
No. 6 fuel, no sulf 
REE $2.68(14) 
do barges...... $2.65(15) 
No. 6 fuel, max. 
1% ae $2.73(2) 
do barges... $2.70(2) 
Light Diesel, 
bunkers....... x$4.47(4) 
—_ — 
bunkers....... x$4.07(4) 
Bunker C, bunkers $2.65(11) 
Norfolk, Va. 
Kerosine/No. 1... x11.1(7 
No. 2 fuel....... x10. 6(6) 
Diesel oil, shore 
CE ssccdsce x11(5) 
Ne. Pe ccunns $3.21 
No. 6 fuel, no sulf 
eee $2.67(3) 
jo,barges...... $2.61(4) 
nkers....... x$4.47(4) 
Heavy Diesel, 
bunkers....... x$4.07(3) 
BunkerC, bunkers $2.61(5) 
Pensacola, Fla. 
Kerosine/No. 1... 11. 1(2) 
No. 2 fuel...... 10.5(4) 
Diesel oil, shore 
plants... .. 10. 5(2) 





x(6)11,125-12x 
x(5)10.5-11.2x 








Jan. 6 


11.8(11) 
10.9(8) 


10. 9(5) 


$2.57(6) 
$2. 54(6) 


$4.578(5) 
$2.54(6) 





11.8 
11. 1(3) 


$2.52 
$2. 49(3) 


$4.578(4) 
$2. 49(3) 


9.4(4) 
8.7(4) 
11.1(4) 
10.5/2) 


$2.38 
$2.25 


$4.284(2) 
$2.25 


(7)10. 8-11. 1(2)x 
(9)10.3-10.6(2)x 


(3)10.7-11x 
$3.70 
$2.70(3) 
$2.67 
$4.36 


$2.67 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2. 23(2) 
$2.20(2) 
$4.03(4) 
$3 .62(3) 
$2. 20(3) 


(10)10.8-11.1(10)x 

(9) 10.55-10.85(10)x 

(10) 10.3-10.6(8)x 
(10) 10.05-10.35(9)x 


(6)10.7-11x 
(6)$3 56-3 .97 


(6)$3.53-3.87  (12)$3.53-3.87 
x$3.18 $3.13 
x$3.15 $3.10 
$2. 68(14) $2.68(14) 
$2 65(15) $2.65(15) 
$2.73(2) $2.73(2) 
$2.70(2) $2.70(2) 
(3)$4.34-4.47x $4.34(4) 
(3)$3.99-4.07x $3.99(4) 
$2.65(11) $2.65(11) 
(5)10.8-11.1(2)x 10. 8(7) 
(5)10.3-10. 6x 10.3(6) 
(4)10.7-11x 10.7(5) 
$3.21 $3.21 
$2.67(3) $2.67(3) 
$2.61(4) $2.61(4) 


(3)$4.34-4. 47x 
(2)$3.99-4. 07x 
$2.61(5) 
11. 1(2) 
10. 5(4) 
10.5(2) 








Dec. 30 


11.8(11) 
10. 9(8) 


10.9(5) 


$2.57(6) 
$2.64(6) 


$4.578(5) 
$2_54(6) 
11.8 
11. 13) 


$2.52 
$2. 49(3) 


$4.578(4) 
$2. 49(3) 


x(5)10.875-11.8 
x(5)10. 25-11 


x9. 4(4) 
x8.7(4) 
11. 1(4) 
10. 5(2) 


$2.38 
$2.25 


$4.284(2) 
$2.25 
10. 8(9) 
10.3(11) 
10.7(4) 
$3.70 
$2. 70(3) 
$2.67 
$4.36 
$2.67 
10.3(4) 
9.75(3) 
10. 1(3) 
2.77 
$2. 23(2) 
$2. 20(2) 
$4.03(4) 
$3. 62(3) 
$2. 20/3) 


10. 8(20) 
10.55(17) 
10.3(18) 
10.05(17) 


10.7(7) 


(12)$3 56-3. 97 


$4.34 

$3.99(3) 

$2.61(5) 
11. 1(2) 


10.5(4) 
10. 5(2) 











Dec. 23 
11.8(11) 
10.9(8) 
10.9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 
$2.54(6) 
11.8 
11. 1(3) 
$2.52 
$2. 49/3) 
$4_578(4) 
$2. 49(3) 
x10.75-11.8x 
x10. 125—11x 
x(2)8.9-9.4(2)x 
x(2)8.2-8.7(2)x 
11. 1(4) 
10.5(2) 


$2.38 
$2.25 


$4. 284(2 
$2.25 
10.8(9) 
10.3(11) 
10. 7(4) 
$3.70 
$2. 70(3) 
$2 67 
$4.36 
$2.67 
10.3(4) 
9.75(3) 


10. 1(3) 
x$2.77 


$2.33(2) 
$2.20(2) 


$4.03(4) 


$3. 62(3) 
$2. 20(3) 


10. 8(20) 


10.05(17) 
10.7(7) 


(12)$3.56-3 . 97 
(12)$3.53-3 87 


$2.68(14) 
$2. 65(15) 


$2.73(2) 
$2.70(2) 


$4.34(4) 
$3.99(4) 
$2.65(11) 
10. 8(7) 
10. 3(6) 
10.7(5) 
$3.21 
$2. 67(3) 
$2.61(4) 
$4.34 


$3 .99(3) 
$2.61(5) 





11.1(2) 
10. 5/4) 


10 8/2) 











































































































—feJ prices REFINERY AND TERMINAL 


DISTILLATES & FUELS 
Jan, 13 Jan. 6 


x11.1(10) (8)10.8-11.1(2)x 
x10. 85(7) (5)10.55-10.85(2)x 
x10.6(10) (8) 10.3-10.6(2)x 
x10. 35(6) (5)10.05-10.35x 


Philadelphia, Pa. 
Kerosine/No. 1... 


Dec, 23 


10.8(10) 
10.55(7) 
10.3(10) 
10. 05(6) 


Dec. 30 


10. 8(10) 
10.55(7) 
10.3(10) 
68 10.05(6) 
Diesel olf shore 
plants. . .-.  x11(6) (5)10.7-11x 
$3 .66(2) 3.66(2 
No. 5 fuel. $3. 36( Sse 
No. 6 fuel, no sulf. 
$2.63-2.68(7 $2.63-2.68(7)  $2.63-2. 


2) 
do barges... . $2.6 $2.60-2.65(5)  $2.60-2.6 
No : fuel, max. 
$2.73-2.78 $2.73 - 
» 


10.7(6) 
$3. 66(2) 
$3.36(5) 


10.7(6) 
$3. 66(2) 
$3.36(5) 


x$2. 63-2. 68(7) 
x$2.60-2.65(5) 
x$2.73-2.78(3) 
x$2.70-2.75(2) 


1% eulf..... $2.73-2.78 
do barges $2 2.75(2 2.70-2.75(2) x$2.70 
Light Diesel, 
bunkers $4.34(4) $4.34(4) 
Heavy Diesel, 
$3.99(4) 
x$2. 60-2. 65(6) 


(4)$4. 34-4. 47x 


$3 99(4) 
2.60-2.65(6) 


bunkers..... x$4_07\ (3)$3. 99-4. 07x 
BunkerC, bunkers $2. 60-2.65(6) 2. 60-2. 65(6) 


Pt. Everglades, Fla. 
Kerosine/No. 1.. 
No. 2 fuel. 
Diesel oil shore 
plants 10.9(4) 
No. 6 fuel, no sulf. 
$2. 52/3) 


$2.49(4) 


11 8(5) 
10.9(4) 


11.8(5) 
10.9(4) 


11.8(5) 
10.9(4) 


11 8(5) 
10.9(4) 
10.9(4) 10.9(4) 


$2.52(3) $2. 52(3) 
$2. 49(4) $2.49(4) 


10. 9(4) 


$2 §2(3) 
2.49(4) 
Light Diesel, 

bunkers. . . $4.578(4) 
BunkerC, bunkers $2. 49(4) 


$4 578(4) 
$2 49/4) 


$4.578(4) 
$2. 49(4) 


$4.578/4) 
$2.49(4) 


Portland, Me. 

Kerosine/No 1... x11.3(9) 

No.2 fuel ..... x10.8(9) 

Diesel oil, shore 
plants x11.2(4) 

No B fuel, no sulf, 
u 


11(9) x11(9) 
10. 5(9) x10. 5(9) 


(7) 11-11.3(2)x 
(7)10.5-10.8(2)x 
(3)10,9-11.2x 10.9(4) 10.9(4) 
$2 72/2) $2.72(2) $2.72(2) $2 72(2) 
do barges..... 2.69 $2.69 $2 69 $2.69 
BunkerC, bunkers $2.69 $2.69 $2.69 $2 69 


Providence, R. 1. 
Kerosine/No. 1... x11. 2(10 

0. 2fuel....... x10.7(9) 
Diesel oil, shore 


10.9(10) 
10.4(9) 


10.9(10) 
10. 4(9) 


10.9(10) 
10.4(9) 


10. 8(4) 
$3.54(3) 


$2.69(4) 
$2.66(4) 


$2.84-2.99 
$2. 81(2) 


10. 8(4) 
$3.54(3) 


$2.69(4) 
$2.66(4) 


$2.84-2.99 
$2.81(2) 


xl1.1(4 
No. > x$3.64(3) 
No — no sulf. 

$2.69(4) 


$2.66(4) 


$2.84-2.99 
$2.81(2) 


10. 8(4) 
$3. 54(3) 


$2 69(4) 
$2. 66(4) 


$2.84-2.99 
$2.81(2) 


x$4.51 $4.38 $4.38 $4.38 
ete gw a $2.66(3) $2.66(3) $2.66(3) $2.66(3) 
Savannah, Ga. 
Kerosine/No. 1.. 11.8(7) 
No. 2 fue! 10.9(7) 


10. 9(5) 
$3.13 


11.8(7) 
10.9(7) 


10. 9(5) 
$3.13 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 
$2.59(5) 
$2.56(6) 


$4.578(5) 
$2.,56(5) 


$2.59(5) 
$2.56(6) 


$4.578(5) 
BunkerC, bunkers 2.56(8) 


$2.59(5) 
$2.56(6) 


$4.578(5) 
$2.56(5) 


$2.59(5) 
$2.56(6) 


$4.578(5) 
$2.56(5) 


Tampa, Fla. 

Kerosine/No. 1... 
No. 2 fuel. ...... 
— ‘.. shore 


11.7/8) 
10. 8(6) 


11.7(8) 
10.8(6) 


10. 8(6) 


$2.47(5) 
$2. 45(5) 


$4.536(5) 
$2. 45(5) 


11.7(8)} 
10.8(6) 


10. 8(6) 


11.7(8) 
10. 8(6) 


10.8(6) 


$2.47(5) 
$2. 45(5) 


$4 536(5) 
$2. 45(5) 


19. 8(6) 


$2. 47(5) 
$2.45(5) 


$4.536(5) 
$2 45(5) 


$2 47(5) 
$2. 45(5) 


$4.536(5) 
$2.45(5) 


DISTILLATES & FUELS 


Toledo, Ohio Jan, 13 Jan. 6 Dec. 30 Dec. 23 
Kerosine........ 12.2 11 : Ly of 

Diesel oil. . 11. : 

No. 1 fuel... 11.65-12.05 1.65-12.06 11.66-12.05 
’ 10.65-11.05 10. 65- 11.05 10.65-11.05 


8. 25(3) 8. 25(3) 8. 25(3) 
7.76(3) 7.75(3) 7.75(3) 


11.9 
x11.95-12.05 
x10.95-11.05 
x8.75-9(2)x 


No. 6 fuel x8-8_25(2)x 


Wilmington, N. C. 


Kerosine/No. 1... x11.1(7 
No. 2 fuel...... x10.7(7 
Diesel oil, shore 
plants.......  x10.8(3) 
Light Diesel, 
bunkers. .... 


10. 8(7) 
10. 4(7) 


10. 8(7) 


(6)10. 8-11. 1x 
10. 4(7) 


(6)10.4-10.7x 
10. 5(3) 


(2)10.5-10. 8x 10. 5(3) 


x$4_30(3) (2)$4.26-—4.39x $4. 26/3) $4. 26(3) 


Okla. (Okla. shpt.) 


42-44 w.w. kero.. (3)10-10.5(2)  x(3)10-10.5(2)x oro 25(2) . 75-10. 25x 
i 9. 


625 9.625 ; x9. 625 


di. 
(3)9.5-10.25(2) x(3)9.5-10.25x x(2)9.25-10.125 x(2)9.125-10.125x 
. .(5)9.625-10.125(2)x(5)9.625-10.125(2)xx9.5 “¢ 87 5(2) (2)9.375-9.875x 
(3)9-9.5(2) (3)9-9.5(2)x x9-9 8. 75-9. 25x 


25(2 
No. 6 fuel....... (2)$1.95-2.30 x(2)$1.95-2.30x (2)$1.90-2.25 x(3)$1.90-2.25x 


Okla. Group 3 (Northern shpt.) 


42-44 w.w. kero... (4)10-10.5 
58 & abv. di. 
Diesel....... 9-10.25 x9-10. 25x 8.75-9.875 x8.75-9.875x 
. (5)9.625-9.875(4)x(5)9.625-9.875(4)x(5)9.375-9.625(3)x(2)9.25-9.625x 
No 2 fuel....... (5) 9-9. 25( (3) x(5)9-9.25(3)x _x(6)8.75-9(3) x(3)8. 625-9x 
No. 6 fuel (2)$1.95-2.30 (2)$1.95-2.30x (2)$1.90-2.25 x(3)$1.90-2.25x 


x(4)10-10.5x x(4)9.75-10(3) 9.5-10x 


N. Tex. (Tex. & N(w Mex. shpt.) 
42-44 w.w. kero.. 9.2-10 
58 & abv. di. 
Diesel....... 9-10. 125x 
No. 6 fuel x$2. 00-2. 05x 


9. 2-10 9.2-10 9.2-10 
9-9 875x 9-9.75 


9-9.875 
5 $1. 95-2.00 $1.95-2.00 


$1.95-2.00 


W. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w.kero.. 9.75-10.75 9 75-10.75 
: 9.75-10.25 
9.125-9.5 
$2. 10(2) 


9.75-10.75 
9.75-10.25 
9.125-9.5 
$2. 10(2) 


9.75-10.75 
9.75-10.25 
9.125-9.5 


No. 6 fuel $2. 10(2) 


E. Tex. (Truck transport lots) 


42-44 w. > kero.. (2)9.5-9.75(2) 
58 & abv. di. 


Diesel 
No. 6 fuel 


(2)9.5-9.75(2)  (2)9.5-9.75(2) 


8.75-9.75 8.75-9.75 
x(4)$2.00 $1 75-2 00(3) 


(2)9.5-9.75(2) 


75-9.75 8.75-9.75 
(3)$2,00-2. 05x (4)$2.00 


Cent. W. Tex. (Truck transport lots) 


42-44 w.w.kero.. 9.25 
68 & abe. di. 
Diesel 9 
No. 6 fuel x$2.10 


Kans. (For Kans. destinations only) 
ae w.w. kero.. (2)10-10.5 
ve 9.8751 0(2) 


x9.75-10. 25x 9.625-9.875(2)x 


(2)9.375-9.75x — (2)9.375-9. - 

(2)9.625-10,.125x —_x9.375-9.875x 9.25-9.7 

x(3)9-9. 5x x(3)8. 9 _ yor 75x 
$2.55-2.60 $2. -55- $2.55-2.60 
$2.00-2.40 (2)$2 00-2. 40x x(2)82. 00-2. 25 


x(2)10-10. 5x 
9.375-10(2)x 





ouneenit TERMINALS 
Panama City, Fla. 
Birmingham, Ala. 
Montgomery, Ala. 
> > 
Greenville, 

‘a Knoxville, Tenn. 


Belton, S. C 


Hopewell, Va. 
Wilmington, N. C. 
Charleston, S. ¢ 
Savannah, Ga. 
Port Everglades, 


NOW Tampa, Fla 


AVAILABLE 








Highest Quality 
Petroleum Products 


e Gasoline 

e Kerosene 

e Diesel Fuel 
e Heating Oils 


ATLANTA, GA. 
1401 Peachtree Street 
PITTSBURGH, PA. 
Benedum-Trees Bldg. 
TEXAS CITY, TEXAS 
Refinery 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS DISTILLATES & FUELS 
Jan. 13 Jan. 6 Dec. 30 Jan. 13 Jan. 6 Dec. 30 


Ark. (For shpt. to Ark. & - Diesel fuel— 
42-44 w.w. kero... 10 x10. 25 63 . 625 _PS 200 7 12.5 12.5 
Tractor fuel 10. rH x10.25 1 
52&bel.d.i.Diesel 9.375 x9.375 ‘ PS 300 } } $2.55 
& abv. di. 

i 9.75 x9.75 9. 5 PS 4 2.20 : $2.20 
9.375 x9.375 9.1: g Tank Track (400 gals. or more): 
2.70 x$2.70 2.65 x$2.6 40-43 w.w. kero... 17.6 ; 17.6 
2.50 x$2.50 2.48 x$2.45 Stove dist— 
$2.35 x$2.35 : 14.5 
Western Penna. = 
Bradtord-Warren: . ; Pacific Coast 
Kerosine If 11.5-11.75(2) é 5(2 11.5-11.75(2) Ships’ bunkers, or deep tank lots 
55 cetane Diesel.. 2! : 11.25(2) 25(: 11.25(2) ‘ 
No. 3 fuel yd + — ga Deak PS 200." $4.33(5) $4.33(5 $4.33(5 $4.33(5) 

) 9 ) 0.5(2) p= bee ‘ 33(9) de ) 

BOW gravity feel —10.8(3) 10. 5¢3) a 10.6(3 BunkerC—PS400 $1.95(5) $1.95(5) $1.95(5) x$1.95(5) 


Oil City: San —- Calif. 
K 1.75-12 11.75-12 — 11.7512 Diesel—PS 200... $4.54(4) $4.54(4) $4.54(4) $4. 54(4) 
i omesi Dieeel.. 10:10 75 10:5 10,75 5-10.75 10.5-10.75 BunkerC—PS400 $2.00(4) $2..00(4) $2. 00(4) x$2.00(4) 
10.75-11.5 10.75-11.5 7 5 10.75-11.5 Seattle, Wash. 
10.5-11 10.5- . 10. 5-11 Diesel—PS 200... $4.75(4) $4.75(4) $4.75(4) $4.75(4) 
36-40 gravity fuel 10.5 10.! f 10.5 BunkerC—PS400 §$2.25(4) $2.25(4) $2.25(4) x$2.25(4) 
Portland, Ore. 


Pittsburgh: Diesel—PS 200... $4.75(4) $4.75(4) $4.75(4) $4. 85(4) 
Kerosine. ...... .x(2)11.9-12.25 (2)11. 6-12. 25 11.6-12.25 - BunkerC—PS400 $2.25(4) $2.25(4) $2.25(4) x$2.25(4) 
60 cetane Diesel. x11.55-11.8 11.4 , 11.25-11.5 25-11. Mexico 
No. 1 fuel 1 2. I. J nin ae nd : ive? Ships’ bunkers; U. 8S. dollars per bbl. of 159 liters 
d .e v0 Or 
* : Guaymas 
( : 25 f 
36-40 gravity fuel x11 ‘1-11.2 ) 1 5 ; Diesel... oo. $5.65 $5.65 
Central Michigan canes. a eta 
M. il 
46-49 w.w. kero.. (2)13-13.8 (2)13-13.8 3.3-13 s D Yieae!. . $4.75 $4.75 
Range oi 13. 1-13.3(3) 3.1-13.3(3) 3.1-13.3 Bunker C .. $2.90 $2.90 
P. W. distillate... (2)13.05-13.6  (2)13.05-13.6 3.05-13.6 AMinatitian cae : : 
2)12 05-12 (2) 1; ‘ 2)12.05-12.6 5-123 a 
Lat awe «Oe. ' Snr Diesel........... $4.15 $4.15 
x9-9. 2x Bunker C....... .20 $2.20 
x8. 25-8. 45x 7 Cruz 
Diesel 75 $4.75 
2.90 $2.90 
92 ) P Tampico 
os Ts Ht Diesel 15 $4.15 
16 x11.6 Wd Bunker C....... $2.20 $2.20 
Veracruz 
Bunker C 20 $2.20 


California - Los Angeles District: 

Rack: 

Stove dist.— 
PS 100.... 


9.25-10(2) 9.25-10(2) 9.25-10(2) 9.25-10(2) NATURAL GASOLINE 


(2)9-9.3 (2)9-9.3 (2)9-9.3 Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
tinent manufacturing district. 
2. 50(2 .50(2 2.50(2 2. 50(2 
68.50%) a as +. 00) Jan. 13 Jan. 6 Dec. 30 Dec. 23 


$2.00(3) $2.00(3) $2.00(3) 2.00(3) FOB Group 3 
Grade 26-70 6 (Quotations) 6 (Quotations) 6 (Quotations) 6 (Quotations 
13.8 13.6 Q 13.6 


Diese! fuel— 


FOB Breckenridge, Tex. 
9.25-13.5 9.25-13.5 9. 25-13. 9.25-13.5 Grade 26-70 5.5 (Quotations) 5.5 (Quotations) 5.5 (Quotations) 5.5 (Quotations) 


(2)9-12 (2)9-12 (2)9-12 (2)9-12 
$2.50(3) $2.50(3) $2.50(3) $2.50(3) 
LP-GAS 


PS 400. (3)$2.00-2.15  (3)$2.00-2.15 (3)$2.00-2.15 3)$2.00-2.15 p : 
Tank Truck (400 gals. or more): roducers’ contract prices, tank cars. 
40-43 w.w.kero.. 17.1 17.1 y: ! Jan. 13 Jan. 6 Dec. 30 Dec. 23 
or ~ Propane: 
New York Harbor 9.05-9.3 9.05-9.3 x9.05-9. 3x 8.75-9 
12.5 2! 2! Philadelphia, Pa.. 3. 8(: (2)8.5-8. 8x 8.5(3) 8.5(3) 4 
av. ~~ dl 7.5 7 7.5 
3. 5(2) 4 55 wy 
San Francisco District: Ole os: : ‘ eeiionene 1.8 
Tank Car: “eee 3-4. 5(5) 4-4. 5x ) (2)4-4.3(7) 
40-43 w.w. kero.. 14.1 ; ° , 678 { 4.675(3) 675( 5 75 
Shreveport, La... (2)4.5: t 4.55(3) 
New Orleans, La. 675 4.878 4.675(2) 














Fluorescent color for 
solvent extracted and 


additive lube oils. 
£ T R e] L 3 U M Petroleum Colors 
RODUCTS — =} PATENT CHEMICALS, 
130 E. 40 St. N.Y.C. EV 8-4100 & | INCORPORATED | 


Paterson 4, New Jersey 
: PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 




















Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION See ven 


New York Boston NEW YORK 20,.N. Y. 


Maine to South Carolina 
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—feJ prices REFINERY AND TERMINAL 


LUBRICATING OILS 


Jan. 6 
0. 3 col. ead 70° PB. 


Western Penna. 
Viscous Neu 


Jan, 13 Dec. 30 Dec. 23 


trals—N. 
- _— (180 at 100°) 420-428 
Op 


22 22 22 


21 21 21 
20(5) 20(5) 


21 21 21 


20 20 20 
18. 5-19(3) 18. 5-19(3 18. 5-19(3! 


10 24 24 24 
23 23 23 
25 p. t.. . * (5)22 23 (5)22-23 (5)22-23 
Cylinder 8 Stocks 
600 8. - filterable. . me. 5-16 


6.5-17 
Oi, 5-18. 5(2) 
(2)18.5-19.5 


(2)15.5-16 
2)16.5-17 
(3)17.5-18.5 
(2)18.5-19.5 


(2)15.5-16 
(2)16.5-17 
(3)17.5-18.5 
(2)18.5-19.5 


(2)15.5-16 
(2)16.5-17 
(3)17.5-18.5 
(2)18.5-19.5 
Mid-Continent 


FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. 
at 100° 0-10 p.p. 


Bright Stock—Conventional 
200 vis. D, 

10-25 p.p...... 
150-160 vis. D: 


Bright Stock—Solvent 
150-160 vis., 

0-10 p.p., 95v.i. (5)23-24 x(5)23-24 
Neutral Olls—Conventional—Pale Olis 
60-85 vis. _— 

13.7 


pe Steaks 14 14 
150 vis. bs 16.95 t x15.75 
189 vis. No. a 16 x16 
200 vis. 16.25 x16.25 
250 vis. No. b 16.5 : : x16.5 
280 vis. No. . 16.75 f x16.75 
300 vis. No. eT ae x17 


Neutral Oils—Solvent—95 v.i. 

370-180 vis. . « (2)18.5-19.5(3) x(2)18,5-19.5(3) 17.5-19.5(3) 17.5-19.5(3)x 
(3)18.75-19.75(3)x(3)18.75-19.75(3) (2)17.75-19.75(3)(2)17.75-19.75(3)x 
(3)19.25-20.25(2)x(3)19.25-20.25(2) (2)18.25-20.25(2)(2)18.25-20.25(2)x 

Cylinder Stocks 

600 s.r., 


olive green 17.5 17.5 


Jan. 13 


LUBRICATING OILS 


Jan. 6 Dec. 30 Dec. 28 


Neutral Oile—Vis. at 100°; 95 v.l.; 0-10 p.t.: 


500 vis. 
South Texas 


19(5) 

19.5(5) 

20(6) 
(2)20.5-21.5 


19(5) 
19. 5(5) 


19(5) 
19. 5(5) 
20 20(6) 
(2)20.5-21.5 


) 
(2)20.5-21.5 


Vis. at 100° F FOB 8. Tex. refineries for domestic and/or export shipment. 


Pale Oils: 


2000 vis. No. 4 col. 
Red Oils: 


Gulf Coast Cargoes 
Cargoes 

Grade 115/145... 

Grade 110/130... 

Grade 91/96 

Baltimore, Md. 

Grade 100/130... 


Boston, Mass. 
Grade 100/130... 
Grade 91/96 
Grad 


Charleston, S. C. 


12.25(6) 
13.75(6) 
14. 25(6) 
14.75(6) 
15(6) 


15. 5(6) 
16(6) 


12.25(5) 
13.75(6) 
14. 25(6) 
14.75(6) 
15(6) 
15.5(6) 
16(6) 


12.25(6) 12.25(6) 
13 .75(6) 
14. 25(6) 
14.75(6) 
15(6) 


15. 5(6) 
16(6) 


12. 26(6) 
13. 75(6) 
14. 25/6) 
14.75(6) 


13.75(6) 
14.25(6) 
14.75(6) 
15(6) 


15. 5(6) 
16(6) 


15(6) 


15. 5(6) 
16(6) 


12. 25(5) 
13.75(6) 
14. 25(6) 
14.75(6) 
15(6) 
15.5(6) 
16(6) 


12, 25(5) 
13.75(6) 
14, 25(6) 
14.75(6) 
15(6) 15(6) 

15.5(6) 15. 5(6) 
16(6) 16(6) 


12. 25(6) 
13.75(6) 
14. 25(6) 
14.75(6) 


AVIATION GASOLINE 


Jan. 13 


(MIL-F-5572) 


Jan. 6 Dec. 30 


asia Grade 100/130. .. 

Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gulf Grade 91/96..... 

for export. Grade 80. eeecccs 
Houston, Tex. 

—_ a vis. at 210° Grade 100/130... 


150-16 Grade 91/96 
O10) p. t. 5 vi. 23/6) 2 23(6) 23(6) irade 











This Is Your 
Market Placel 


accurate, complete DAILY PRICES 
Platt's OILGRAM Price Service 


Daily Oil Prices Direct from 
the World's Leading Oil Centers 


XK Timely, reliable market information delivered to your desk 
by fastest mail — every morning! 


Write today for Advertising 
Space Rates. 


NATIONAL PETROLEUM NEWS 


330 West 42nd St., 
New York 36, N. Y. 














Accurate daily reporting of more than 800 prices of re- 
fined petroleum products. 


PLUS up-to-the-minute news of events affecting oil prices 


and markets. 


SPECIAL! Try the OILGRAM Price Service for two weeks 
at our expense. Learn first-hand how valuable it can be. 


Platt’s OILGRAM Price Service 
McGraw-Hill Publishing Company, 330 W. 42nd St., N.Y. 36, N.Y. 
Yes—I want to try the OILGRAM Price Service. Please 
send me a two-week subscription without obligation. eaiaiial uiibiinas 


NAME TITLE = : eo 

COMPANY . . : @ CYLINDER STOCKS 

STREET ; DEEP ROCK OIL COMPANY 
STATE 


CITY 306 N. ROBINSON @ PHONE R€gent 6-1491 
: OKLAHOMA CITY 
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REFINERY AND TERMINAL 


AVIATION GASOLINE 
(MIL-F-5572) 





Jan. 13 Jan. 6 Dec. 30 Dec. 23 
New Orleans, La. 
Grade 100/130... 1” 18 18 18 
Grade 91/96..... 16.5 16.5 16.5 16.5 
eee 16 16 16 16 
New York, N. Y. 
Grade 100/130... 19.12) 19. 1(2) 19. 1(2) 19. 1(2) 
Grade 91/96..... 17 .6(2) 17.6(2) 17.6(2) 17.6(2) 
Grade 80........ 17. 1(2) 17.1(2) 17. 1(2) 17.1(2) 
Norfolk, Va. 
Grade 100/130... 19.1 19.1 19.1 1¢.1 
Grade 91/96..... 17.6 17.6 17.6 17.6 
Grade 80........ 17.1 17.1 17.1 17.i 
Toledo, Ohio 
Grade 100/130... 18.85 18.85 18.85 18.85 
Grade 91/96..... 17.35 17.35 17.35 17.35 
Grade 80........ 17.35 17.35 17.35 17.35 
JET FUEL 
(MIL-F-5624) 
Gulf Coast Cargoes = Jan. 13 Jan, 6 Dec. 30 Dec. 23 
Grade JP-4...... x9-9.25(2) 8.875-9.25 8875-9 25 8.875-9.25 
NAPHTHAS & SOLVENTS 
Jan. 13 Jan. 6 Dec. 30 Dec. 23 

Baltimore, Mid. 
Mineral spirits... 16,5(4) 16.5(4) 16. 5(4) 18,5(4) 
Boston, Mass. 
V.M. & P. 

naphtha....... 18. 5(4) 18 5(4) 18, 5(4) 18. 5(4) 
Mineral spirits. . 17.5(5) 17.5(5) 17.5(5) 17.5(5) 
New York Harbor 
V.M.& P. 

naphtha....... 18(4) 18(4) 18(4) 18(4) 
Mineral spirits... —-17(5) 17/5) 17(5) 17(5) 
Philadelphia, Pa. 
V.M.& P. 

naphtha. “s 17.5(4) 17.5(4) 17.5(4) 17. 5(4) 
Mineral spirits . . 16. 5(5) 16.5(5) 18. 5(5) 16.5(5) 
Providence, R. |. 
V.M.& P. 

naphtha....... 19.5 19.5 19.5 19.5 
Mineral spirits. . . 17.5(5) 17.55) 17. 5(5) 17.5(5) 
FOB Group 3 
Stoddard solvent. 12.375(4) 12.375(4) 12.375(4) 12 375/4) 
Cleaners naphtha 12.875(3) 12.875)3) 12.875(3) 12. 875(3) 
Vv. M. & P. 

naphtha....... 12.875(4) 12.875(4) 12. 875(4) 12.875/4) 
Mineral spirits. . . 11.875(4) 11.875(4) 11.875(4) 13.875(4) 
Ruhber solvent... 12.875(4) 12.875/4) 12. 875(4) 12. 875(4) 


Lacquer diluent... 
Benzol diluent. . . 


Western Penna. 
Oil City: 
Stoddard solvent. 16.5 16.5 16.5 
Pittsburgh: 
Stoddard solvent. 16-16.5(2) 16-16. 5(2) 16-16. 5(2) 
Ohio— Quotations of 8. O. Ohio for delivery to Ohio points, 
V. M. & P. 

naphtha....... 18 18 18 
Mineral spirits. . . 18 17 17 
Stoddard solvent. 17 17 17 
Rubber solvent... 15.875 15.275 15.875 
E. Tex. (Truck transport lots) 
Stoddard solvent 12.25 12.25 12.25 
Cent. W. Tex. (Truck transport lots) 
Stoddard solvent 11.5 11.5 11.5 

PARAFFIN WAX 
Jan, 13 Jan. 6 Dec. 30 

Western Penna. (t.c. In bulk) 
124-6 AMP white 

crude ecale.... 5.75-6(2)x 5.75(3) x5. 75(3) 
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(2)13 125-13 375 (2)13.125-13.375 (2)13.125-13.375 (2)13 
(2)14.125-14.625 (2)14.125-14.625 (2)14.125-14 625 (2)14 


x16 


125-14 625 


o 


16-16.5(2)x 


Dec. 23 


5.65-5.75(3) 


PARAFFIN WAX 
Atlantic Seaboard 
Melting points are AMP, 3° higher than EMP. Prices for carload lote. Domestic prices 
FOB refinery; seal or bblis.; fully refined, slabs loose. Export prices FAS; scale in 


le in 
bags or bbls.; fully refined in bags or cartons. 


Jan. 13 Jan. 6 Dec. 30 Dec. 23 
New York Domestic 
124-6 white crude 
eeale.......... %8.1(3) 7.1-8.1 7.1-8.1 7.1-8.1 
123-5 fully refined 7.95-68.45 : 95-8. 45 7.95-8.45 7.95-8 45 
125-7 fully refined 8. 45(3) 8. 45(3) 8. 45(3) 8. 45(3) 
— 0 fully 
a 8. 45(3) 8. 45(3) 8. 45(3) 8. 45(3) 
133- Sfully refined 8.55(3) 8.55(3) 8.55(3) 8. 55(3) 
135-7 fully refined 8.55(3) 8.55(3) 8. 55(3) 8 55(3) 
138- 40 fully 
refined........ 8. 55(3) 8. 55(3) 8. 55(3) 8.55(3) 
143-5 fully refined  8.55(2) 8. 55(2) 8. 55(2) 55(2) 
149-51 fully 
refined. ....... 10.56 10.55 10 55 10 55 
New York Export 
124-6 white crude 
eer Tee x7 .1(3 3)6.6-7.1 (3)6.6-7. 1x (4)6.6-6.75 
123-5 fully refined 8-8.25 8-8.25 8-8.25 8-8 = 
125-7 fully refined (2)8-8.45 (2)8-8.45 (2)8-8.45 (2)8-8.4 
—— aly 
. (2)8-8.45 (2)8-8.45 (2)8-8.45 (2)8-8.45 
130 ty 
refined . . . (2)8-8.45 (2)8-8.45 (2)8-8.45 (2)8-8.45 
133 5 fully refined (2)8-8 55 2)8-8.55 (2)8-8.55 (2)8-8.55 
135-7 mile refined 8.25-8.55(2) 8. 25-8. 55(2) 8 25-8. 55(2) 8. 25-8. 55(2) 
apt full 
8.25-8.55(2) 8.25-8 55/2) & 25-8 55(2) 8. 25-8. 55(2) 
143. B tally refined 8. 25-8.55(2) 8. 25-8 55/2) 8 25 8 55(2) 8.25 8 55(2) 
PETROLATUMS 
Jan. 13 Jan. 6 Dec. 30 Dec. 23 
Western Penna. 
Bbls.; carloads; tank cars, 2¢ less. 
Snow white...... (2)7.75-8.125 (2)7.75-8.125 (2)7.75-8.125 (2)7.75-8.125 
Soft white....... (2)7.375-7.75(2) (2)7.375-7.75(2) (2)7.375-7.75(2) (2)7.375-7.75(2) 
Lily white (2)7.25-7.625 (2)7.25-7.625 (2)7.25-7.625 (2)7.25-7.625 
Cream.... .. (2)6.25-7.125(2) (2)6.25-7.125(2) (2)6.25-7.125(2) (2)6.25-7.125(2) 
Soft yellow... . (2)5.875-6.125 (2)5.875-6.125 (2)5.875-6.125 (2)5.875-6.125 
Light amber... . (2)5.875-6.25 (2)5.875-6.25  (2)5.875-6.25x (2) 5.875-6.125 
pO RE (3)5.625-6 (3)5.625-6 (3)5.526-6x (2)5.625-5.75 
Was diicedsens 5.375-5.75 §.375-5.75 5.375-5.75 5.375-5.75 

















LOOKING FOR A 
DISTRIBUTOR IN THE 
MIDDLE EAST? 


Thinking of expansion abroad, 
aren't you? Well, 


ARABIAN PETROLEUM 
& AGENCIES CORPORATION, 


having been established in marketing 
major petroleum products, is now 
interested in the distribution of: 


LUBRICANTS, GREASES, ASPHALT, 
TBA & SERVICE STATION EQUIPMENT 


You need only write us 


ARABIAN PETROLEUM 
& AGENCIES CORPORATION 


P.O.B. 2268 
DAMASCUS, SYRIA 
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mC prices TANK WAGON 








Prices for gasoline do not include taxes; they do, however, include Inspection fees per gal., included in both gasuline and kerosine prices 
inspection fees as shown in next column. Gasoline taxes, shown in separate iuless otherwise specified, are as follows: 
column include 2¢ federal and state taxes; also city and county taxes Ala. 1/40c on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 2/25c; 
as indicated in footnotes. Kerosine tank wagon prices also do not include Kan. 1/100c; La. 1/32c; Minn. 5/200e; Mo. 1/25c; Neb. 2/100c; Nev. 
taxes; kerosine taxes where levied are indicated in footnotes. Discounts 1/20c; N. C. 1/4ce; N. D. 1/20c; Okla. 2/25e; S. C. 1/8¢; S. D. 1/40¢e; 
if any, are shown in footnotes. These prices in effect January 15, 1956, Tenn. 3/5c; and Wisc. 3/100c. 
as posted by principal marketing companies at their headquarters’ offices, Kerosine inspection fees only; Ala. 1/2c; Fla. 1/8c; Towa 1/50c; 
but subject to later correction Mich. 1/5c 


Socony Mobil 





Mobilgas Aircraft Mobilgas s/V s/V 

Grade Grade Grade (Regular Grade) *Mobilfuel *Mobilheat No. 4 No. 6 

Gasoline 80 91 100 Cons. Dir. *Mobil Kerosine Diesel (No. 2 Fuel) Fuel Fuel 

Taxes T.W. T.W. T.W. T.C. T.W. Tw; Tsk Yard T.W. TA: ys TE. Yard y -W. -W. TW. 

New York City: x x. x 7 x xX x x x x 

Manh 6.0 sie 16.0 16.0 oe : 15.1 i 14.8 eas ry: 14.4 12.1 7.05 

6.0 a 16.0 16.0 aatits 11.4 15.3 P 14.8 abiks 10.9 14.5 12.1 7.05 

6.0 ss 16.0 16.0 11.2 11.3 15.1 11.3 14.8 10.7 10.8 14.4 12.1 7.05 

6.0 aia pate eae ee 16.0 16.0 re Seton 15.1 rr 14.8 wae nr 14.4 12.1 7,05 

6.0 evens aes aeere <i ete 16.0 16.0 1 i | 11.4 15.3 11.0 14.9 10.6 10.9 14.5 12.1 7.05 

6.0 22.5 23.5 ee 15.0 16.0 16.0 11.4 11.6 ar 11.2 14.6 10.9 sk | 14.2 11.16 7.69 

6.0 ee scnhade ss 15.3 16.4 16.4 11.9 11.9 15.45 11.8 15.0 11.4 11.4 14 6 a 

6.0 22.6 23.6 25.6 15.5 16.5 16.5 12.4 12.6 16.15 12.3 16.0 ) 12.1 15.6 10.9 
on ro, eee re eae 15.7 16.8 16.8 12.85 13.05 wines sieséte bets 12.3 12.5 15.2 

Mt. Vernon.... 6.0 aes sivale — 16.0 16.0 Pe 11.5 15.2 i 15.1 aeie 11.0 14.7 12.18 

Plattsburg..... 6.0 Sate ack jane ost 17.4 17.4 12.4 12.6 ‘ 12.3 15.6 11.9 12.1 Natale 
Rochester... . . 6.0 22.5 23.5 carpe 15.4 16.5 16.5 12.2 12.4 15.75 12.1 15.3 5 11.9 14.9 
Syracuse...... 6.0 swe Sanahe eae 15.4 16.4 16.4 12.1 12.1 wae 12.0 15.1 11.6 11.6 cans 
Bridgeport, Conn.8.0 sone ee 15.8 11.1 11.1 - ate 15.1 10.6 10.6 14.2 
et 8.0 inane’ ae 16.3 ar sates aK sath a ee nla ees 
Hartford...... 8.0 14.5 15.8 14.9 11.45 11,45 ie 11.35 14.9 10.95 10.95 14.5 
New Haven.... 8.0 14.5 15.8 15.8 11.1 11.1 ‘ 11.0 14.6 10.6 10.6 14.2 
Bangor, Me.... 9.0 .... ries eae 1.7 17.1 oe 11.9 : 16.3 11.8 15.4 11.4 nee 15.0 
Portland...... 9.0 ps8 scatate ‘icareis 14.7 15.9 15.9 11.3 15.6 11.2 15.0 10.8 14.6 
Boston, Mass.. 7.0 20.3 21.3 23.3 14.6 15.8 14.9 11.2 15.5 11.1 15.0 10.7 14.6 
Concord, N.H. 7.0. .... pare SER nae 16.7 16.7 aa : eye 15.6 ARS Mee 
Lancaster... .. i, Mates ia 18.5 18.5 on Sa 16.5 i 16.1 
Manchester.... 7.0 re seg or er 16.4 16.4 , - 15.6 i 15.2 
Portsmouth.... 7.0 22.5 23.5 seh 15.4 16.3 16.3 11.3 te 11.2 15.0 10.8 eis 14.6 
Providence, R.1.6.0 21.3 22.8 24.8 14.6 15.8 14.9 11.2 15.8 21.2 14.9 10.7 es 14.5 
Burlington, Vt. 7.5 er wien Siete 16.1 17.1 sy ee | 12.7 12.7 aatene 12.6 15.6 12.2 12.2 15.2 
Rutland....... 5 17.8 17.8 13.1 : excl 16.0 fr 12.6 15.6 


Taxes: N.Y.C. prices are ex 3% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price ot gasoline (ex tax). 


Discounts: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5¢ for deliveries of 800 gals. or more. 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5c for deliveries of 300 gals. or more. 


Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. Jamestown t.c prices are delivered prices, all other t.c. prices are FOB bulk terminals. 


X Effective Jan. 7. *Commercial Consumer TC prices 15¢ higher. 
Ohio Standard 
Sohio X-Tane Gasoline x x x 
Aviation Gas.-Cons. T.W. (Regular Grade) 

Sochio Sohio Sohio Con- Re- Kerosine No. 1 No. 2 

Gasoline Avia. , Avia. Avia. sumer sell- wows Sohio- Sohio- 

Taxes 80 91 100 TW. ers s.S. Heat Heat 

Se ee 7.0 23.75 24.75 27.75 19.3 15.8 19.9 15.6 15.6 14.6 
SESS ee 7.0 28.75 24.75 27.75 19.3 15.8 19.9 15.6 15.6 14.6 
2 Oe eee 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
eee 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
ee 7.0 23.75 23.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
ae rere 7.0 23.75 24.75 27.75 19.8 15.8 19.9 15.6 15.6 14.6 
I So: o'p:0 wt: G:6:8-0te Serer 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Mansfield. Lm k seen eeaeoels.s 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
IN wc 66:0 din-4 04:0 050 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Portsmouth 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
RE ere 7.0 23.75 23.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
Youngstown.............. 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 
ee Se 7.0 23.75 24.75 27.75 19.8 16.3 20.9 15.6 15.6 14.6 


Taxes: ew operators can purchase aviation gasoline less 5c per gal. State Road Tax by supporting purchase with State Tax Exemption Form A-10 
to supplier 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal. or more; for 50-99 gal., add 1¢; 1-49 gal., add 2¢. 
Naphthas & Solvents —Prices are for t.w. and drum deliveries of 500 gal. or more. 
Premium-grade gasoline prices: consumer t.w. & s.8. 3¢ above regular, resellers 2.5¢ above regular. S.s. prices are at company operated stations. 


X Effective Jan. 12. 


Fuel Oils—T.W.—Chieago, II. 





i Standard Standard 
Indiana Standard Heater Oil Furnace Oil 
: A ve re 17.1 116.1 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 100- 149 gals *16.1 
of Indiana bulk plants where the company’s prices are publicly posted. 150 gals. & over...... *15 6 ie 
100-399 gals.......... rey $15.1 
Red Crown ————_—_———-Standard Furnace Oil——— - 400 gals. & over...... sda 114.6 
(Reg. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 
Cons. Dir. line sine 1-99 gals. 174 349 849s gals. gals. s 
T.W. T.W. Taxes T.W. gals. & over gals. gale. gals. & over & over Stanolex Stanolex 
Fuel A Fuel C 
Chicago, Ill...... . 18.8 16.8 7.0 16.6 recurs ee aietine scant Pew eas eo ae 811.15 "10.0 
South Bend, Ind.... 19.5 17.7* 6.0 18.1 "16.8 15.8 aes el Pere ee sian 750 gals. & over...... "10.4 @9.25 
Detroit, Mich...... 18.8 17.8 8.0 17.1 %16.2 16.2. ... ; cae RGR” eee Taxes: St. Louis, Mo., gasoline tax includes 1c 
Mpls.-St. Paul, Minn. 17.8 7.0 x17.5 16.0 seve 25.8 .. “14.3 pis x13.8 city tax. Des Moines, Ia., kerosine and furnace 
Des Moines, Ia..... 17.5 716.0 8.0 417.1 415.4 414.4 a oe Soe include ff] = 2. 
St. Louis, Mo....... 17.9 16.4 6.0 “17.0 415.4 414.4 added, Shes. ‘applicable. 
Wichita, Kans...... 16.1% 14.9% 7.0 414.4 418.6 412.6 Discounts: Red Crown—CTW prices at some 
Omaha, Nebr....... 17.8 15.8 8.0 416.8 414.4 418.4 — sae to varying discounts for quan- 
Fargo, N. D........ 177 16.1% 8.0 x18.4 x16.2 x15.1 ean ee er Pee 
te: P ium-grad line t.w. en- 
Huron, S. D....... 18.7 17.2 7.0 x18.8 x16.6 .. x15.4 x14.5 ee oa i skeen — seit ec tnine 
Milwaukee, Wise.... 18.8 17.8 8.0 8.0 817.0 Pe #16.0 -oe. 914.5 ae *“Temporary” price. 
Effective dates: tDec. 14; *Dec. 20; xDec. 28; ®Dec. 29; *Dec. 30; tJan. 10. 
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CHEVRON 

Standard of (Regular) Av, 80/81 Gaso- 
California Ae T.T. _line 

Gals. &over Taxes 
San Fran., Cal...... 16.7 19.9 8.0 
Angeles........ 16.2 19.4 8.0 
See 17.8 21.0 8.0 
Phoenix, Ariz....... 19.4 22.6 7.0 
Reno, Nev.......... 19.1 22:8 8.0 
Portland, Ore....... 17.2 20.4 8.0 
Seattle, Wash....... 17.3 20.5 8.5 
BOMOMOs cab ccecces 19.5 23.2 8.5 
ins. bc a0d vee 7.3 20.5 8.5 
Boise, Idaho........ 19.0 24.6 8.0 
Salt Lake.......... 17.5 21.3 7.0 
Honolulu, T. H.. 17.8 21.0 10.5 
—— Alaska... 28.8 $2.0 7.0 
Juneau. ae ee 22.1 7.0 

Standard Standard 


Diesel Standard Stov 
Serosine Fuel Furnace Oil 


7.1. G@T.T. TF. 

(400 ‘gals. & over) (ex all taxes) 
San Fran. .. 17.6 13.0 18.0 14.5 
Los Angeles.. 17.1 12.5 12.5 14.0 
Fresno....... 19.6 13.8 13.8 15.3 
Phoenix...... 20.3 16.4 16.4 17.9 
: >a 20.0 15.5 bes eeieee 
Portland..... 19.6 13.6 aaers aa 
Seattle....... 9.6 13.7 aed Joan 
Spokane..... 22.4 16.1 hes 5 wee 
Tacoma...... 9.6 18.7 Ay ane 
eer 29.6 15.3 15.3 16.8 
Salt Lake.... 18.5 13.8 11.8% 14.3 
Honolulu.... 18.7 13.8 13.8 = was 
Fairbanks.... 33.7 oie 
Juneau...... 25.6 
Taxes: 


Boise—8ec gas tax applies to motor fuel only; 
avgas taxes are 2c federal, 2.5c state. 

Salt Lake—7c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c state. 

Honolulu—10.5 gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 3.5c terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawa'‘ian gross income tax of 1% to 
reseller, 2.5% to consumers. 

Alaska—T7ec gas tax applies to motor fuel only 
avgas taxes are 2c federal, 3c_ territorial. 
Standard Diesel/furnace oil prices are ex 5c 
territorial. 


Notes: 


Gasoline—For other deliveries of Chev 
(Regular) and Chevron Aviation 80/87, add ¢ a 
400-gals.-and-over price 1.0c for 40-199 gals; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c differential applies 
to 40-399 gal. deliveries; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0c for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
2.79¢ gal. higher, except at Boise and Salt Lake, 
which are 2.59c gal. higher—than Chevron 
(Regular) for quantity delivered. For less than 
40 gal. deliveries, add 5.0c gal. to 400-gal-and- 
over price, except at Honolulu, add 50.0c gal. 
for less than 40 gals. (Marine) and less than 
100 gal. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0c for 91/98, 
5.0c for 100/130 and 8.0¢ for 115/145. 

Kerosine—T.T. prices apply to deliveries of 
400 gals. and over. For other deliveries: less 
than 40 gals., and llc. 200-399 gals., add 8c 
40-199 gals., add 6c; tank car/truck trailer, 
deduct 3.5c. 

Standard Diesel/Furnace Oil and Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 gals., 
add ic; 200-399 gals., add 0.5c; less than 40 
gals., add 5c. 


*Standard No. 2 Burner Oil. 


Fire-Chief Gasoline 
Texas (Regular Grade) Kerosine 
Co. Dealer Gasoline Dealer 
T.W. Taxes T.W. 
Dales. a _— 14.8 7.0 13.3 
esa 14.8 7.0 13.3 
Wichita Palla 15.0 7.0 13.3 
Amarillo........ 5.0 7.0 13.8 
» See 15.0 7.0 13.3 
| 16.8 7.0 14.35 
San Angelo 15.0 7.0 13.3 
 Seteter 14.9 7.0 13.8 
PR sa wa. areas 14.9 7.0 13.3 
Houston........ 14.7 7.0 13.3 
San Antonfo..... 15.0 7.0 13.3 
Port Arthur..... 14,7 7.0 13.3 
Notes: Dealer t.w. prices apply also to all 


classes of eonsumers with minimum delivery 
of 50 gals. 

Premium-grade gasoline 
above regular. 


t.w. prices 2.5¢ 


February, 1956 * NATIONAL 


Rab aoene ames 





Taxes: Gasoline taxes are provincial taxes. 


; (Prices are per imperial gal.; to 
imperial arrive at price per S. gal., Notes 
Oil subtract 1/6th.) Polen grade gasoline t.w. prices 3¢ above 
(Esso Gasoline regular. 
Regular Grade) Kero- * Price is for premium grade. 
Dealer Gasoline sine 
T.W. Taxes T.W. 
St. John's, Nfld. *25.7 17.0 25.7 Humble _ 
Halifax, N.S... ...... 21.7 170 24.7 Humble Gasoline Gaso- Kerosine 
%&. Joie. N: B........ 21.7 15.0 24.7 Oil Regular line Tank Re- 
Charlottetown, P. E.I. 23.7 13.0 27.2 T.W. Retail Taxes Wagon tai 
Montreal, Que........ 22.1 13.0 25.6 Dallas, Tex... 14.8 19.9 7.0 18.8 17.5 
Toronto, Ont........: 22.6 11.0 25.6 Ft. Worth. 14.8 19.9 7.0 18.8 17.5 
Hamilton, Ont........ 22.6 11.0 25.6 0 , 14.7 20.0 7.0 18.8 17.5 
Houston. 
bor ng ga we. 2s a San Antonio.. 15.0 20.3 70 18.8 17.5 
randon, Man....... ‘ R 
: é a5 Notes: 
on a me Gay: 7s Se rs T.W. prices are to all classes of dealers and 
seigNty, ARBs. ..ccess 21.4 10.0 24.2 consumers. , , 
Edmonton, Alta...... 20.4 10.0 23.2 Premium-grade gasoline t.w. price 2.5¢ 
ncouv' . . ° ° above r u . 
ancouver, B.C...... 22.4 10.0 25.2 b egular 














SEATTLE 


SAN FRANCISCO 
ca 


LOS ANGELES 
* 


against sudden market 


WRITE, WIRE OR PHONE 
for samples and details, without 
obligation. Important: We do 

“high-pressure” our pros- 
pects. We tell you the merits 
of our proposition and let you 
be the judge. 





PETROLEUM 


CUT YOUR FREIGHT COSTS ! 






HILADELPHIA 
e 





CHICAGO 









FALLING ROCK,/W. VA. 







NEW ORLEANS 





Elk has modern storage facilities located at the points 
indicated on the map above. These modern, nearby facili- 
ties can save you freight and also keep your inventories 
trimmed—-safely! 


Our sensible customer-supplier agreement protects you 


price increases and immediately 


gives you the benefit of price decreases. 


ELK 


REFINING COMPANY 


Charleston 24, W. Va. 
Refiners of Highest Quality Pennsylvania Grade 
Petroleum P.G.C.0.A, Permit No. 25 
FOUNDED 1913 








NEWS 
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—f-j prices TANK WAGON 





Atlantic Atlantic Gasoline Kerosine No. 2 Cont’l (N.B. Prices ong, Continent» pow 
7! Dir. Cons. Suggested & No. | Fuel wagon prices. rrent selling price 
Refining rw TW eS a Fuel T.W. TW. Oil may vary form those shown because 
— = = X X of loeal conditions.) 
Phila., Pa. *14.0 “14.5 *18.5 8.0 14.0 Conoco Demand 
Reading. . 15.4 15.9 20.0 8.0 14.6 N-Tane (3rd Gaso- Kero- 
Allentown 15.4 15.9 20.0 8.0 14.6 Copier? Grade) line sine 
Harrisburg 15.4 15.9 20.0 8.0 14.6 nk Wagon Taxes T.W. 
Wilkes Barre. . 15.4 15.9 20.0 8.0 14.9 Denver, Colo.... 16.7 15.9 8.0 165.8 
Williamsport 15.4 15.9 20.0 8.0 14.9 Grand June...... 19.3 18.38 8.0 18.4 
Pittsburgh 15.9 16.4 20.5 8.0 14.95 eee 7.4 16.4 8.0 16.5 
Altoona. . . 15.9 16.4 20.5 8.0 14.95 Casper, Wyo..... 17.5 16.5 8.0 16.0 
Erie....... 15.9 16.4 20.5 8.0 14.95 Cheyenne....... 17.55 16.5 8.0 16.6 
Greensburg 15.9 16.4 20.5 8.0 14.95 Billings, Mont... 18.8 recat 9.0 18.8 
Wilmington, Del. 15.9 15.9 7.0 ‘i eee 19.9 sia 9.0 20.6 
Hartford, Conn. 14.9 15.8 8.0 wo prong OS  ... 9.0 20.6 
New Haven 15.8 15.8 8.0 i 14.2 Helena......... 19.4 .... 9.0 20.6 
Boston, Mass. 14.9 15.8 7.0 Salt:Lake, U..... 19.8  .... 7.0 17.0 
Springfield 14.9 15.8 7.0 15.1 Twin Falls,Ida.. 21.5 .... 8.0 19.3 
Providence, R. I. ao  a8.9 15.8 6.0 ose 14.5 Albuquer, N. M.. 17.9 16.9 8.5 16.8 
Camden, N. J. eg | 15.0 6.0 14.5 14.1 See 16.6 es 8.5 15.5 
Newark. Les eaecdiee ABD 15.0 6.0 14.5 14.1 Santa Fe........ 10. coe «=O SRS 
Albany, N. Y.... - 16.0 16.0 6.0 15.1 14.1 Muskogee, Okla.. 16.2 15.2 8.5 14.5 
Binghamton......... - 16.4 16.4 6.0 15.4 14.6 Oklahoma ao . 15.8 14.8 8.5 14.7 
Buffalo. . 16.5 16.5 6.0 16.1 15.6 Tulsa. . ie, 14.7 8.5 14.0 
Elmira... : ; . 16.4 16.4 6.0 15.6 15.1 
Rochester eae 16.5 16.5 6.0 15.7 14.9 
Syracuse : 16.4 16.4 6.0 15.5 14.7 Taxes: 
Watertown 17.5 17.5 6.0 16.8 15.6 Gasoline tax column includes these city 
Baltimore, Md. 15.4 15.4 8.0 ; 14.15 taxes: Albuquerque & Roswell, 0.5c; Santa 
Richmond, Va. 15.5 15.5 8.0 14.95 14.2 Fe, le. Cheyenne, lc; Casper, lc. 
Charlotte, N. C. 15.4 16.2 9.0 15.1 "14.3 
Jacksonville, Fla. 15.1 15.1 9.0 ee Discounts : 
Miami : 15.4 15.4 9.0 ; Salt Lake City and Twin Falls gasoline and 
Effective dates: XJan. 7; “Jan. 4; *Jan. 6; 8No change. kerosine prices apply for deliveries of less than 
200 gals.; 200-399 gals., deduct 0.5c.; 400 gals 
Heavy Fuel Oils—'l.W. No. 5 Fuel No. 6 Fuel and over, deduct le. 
Philadelphia, Pa. pred dikagierearawia/ee & . 9.1 7.38 Notes: 


Notes: 
Premium-grade gasoline t.w. prices 2.5¢ above regular, except Florida 2.25¢. 
Kerosine—Thru Pa. & Del., add 1¢ per gal. for t.w. deliveries of less than 100 gal. at one time. Camden 


T.W. prices are to consumers and dealers 
Premium-grade gasoline t.w. prices 2.5¢ 











Add 1¢ for deliveries of 100-299 gal., 2¢ for less than 100 gal. nubove regular, except N. Mexico 3.0c. 
t Esso Gasoline 
SSO (Regular Grade) . Rion 
Standard Gasoline Kero- Hickory.......... 16.5 16.5 9.0 15.4 FUEL OILS—T.W. 
Cons. Dir. = sine BES. AMY...2 000-060 AB.7 16.7 9.0 15.7 No.1 No.2 No.4 No.6 
rW. T.W. Taxes T.W. Cen Os earns 16.5 16.5 9.0 x15.8 a 
Atlantic City, N.J.. 15.0 14.5 6.0 x14.5 Salisbury..... 16.2 16:2 9.0, 16.1 Atlantic City, N. J.xl4.5 x14.10 .... 0 wae. 
oe: eae 15.0 14.5 6.0 x14.5 Charleston, S. C.. 15.1 15.1 9.0 wali Newark........... x14.5 x14.1 x$4.184 $3.236 
altimore, Md...... 15.4 15.4 8.0 Bae RRs sccn verse 16.8 16.8 9.0 Sate 3 
Cumberland. .. 16.6 16.6 8.0 xi6.05 Spartanburg. . ee: fy Me Fy ee, |S ere Baltimore, Md.. + hi n14.15 4.42 28 
Washington, D.C... 15.9 15.9 8.0 nea New Orleans, La.... 15.0 15.0 9.0 13.6 Washington, D.C.. .... 14.385 4.50 3.38 
rnb a ee oe 16.5 8.0 15.5 Baton Rouge....... 14.8 14.8 9.0 13.4 Danville, Va....... ... 14.9 ; 
etersburg..... - 16.0 16.0 8.0 x15.35 Alexandria......... 16.1 16.1 9.0 14.5 5.35 6 
Norfolk... 2.22... 15:1 15.1 8.0 x15.15 Lake Charles... 14.7 14.7 9.0 18.8 gla sgn fr ge 
Richmond.......... 15.5 15.5 8.0 x14.95 Shreveport....... . 16.8 16.8 9.0 15.4 Norfolk......... x15.15 xi 
Roanoke. . «8S We £5 184 New Iberia......... 16.2 WS 8.0 Ws Richmond x14.95 «14.2 
Charleston, W. Va... 16.3 16.3 8.0 15.0 Knoxville, Tenn..... 15.8 15.8 9.0 14.9 Roanoke....... 15.6 
Fairmont. re 16.9 8.0 15.85 Memphis.......... 15.3 15.3 9.0 14.6 Charl N.C.. 15.1 14.3 
Parkersburg........ 16.3 16.8 8.0 15.5 Chattanooga....... 15.7 15.7 9.0 14.8 harlotte, , 
Wheeling. . ee 16.7 16.7 8.0 x16.1 Nashville... .. 15.5 15.6 9.0 14.9 ee 15.4 14.6 
Charlotte, N.C..... 16.2 16.2 9.0 16.1 Little Rock, Ark.. 15.8 15.8 8.5 15.8 Mt. Airy......... Ane 14.9 
ID 56: 4:5.0 ars 0 x15.8 x15.1 
Salisbury......... 15.1 14.3 
Charleston, S. C. ; x13.9 
Columbia. ... ie 15.1 
Spartanburg... 14.0 





RRREG US PAT xEffective Jan. 6. 





Taxes: Louisiana kerosine prices do not in- 

clude le state tax. 

Notes: Kerosine No. 1—Atlantic City prices 

are for deliveries of 300 gals. or more; add le 

for 100-299 gals., 2c for less than 100 gals. 
Premium-grade gasoline t.w. prices 2.5c 

above regular. 


VENTALARM 
aud Dependable 




































Kentucky Crown Gaso- Kero- 
Net line sine 
fel tanke Standard Dealer Taxes T.W. 
Covington, Ky........ 16.1 9.0 15.2 
Z Lexingt 17.0 9.0 16.9 
16.2 9.0 15.2 
Saves from 15% to 30% on delivery 15.9 9.0 14.8 
: 16.5 9.0 15.1 
costs. Assures safety and cleanliness, too! 16.0 9'0 146 
VENTALARM Signals are Underwriter's * eugedeaeeeeeeaa MEET HEE? ©: 
Laboratories Listed, and approved by Montgomery Metehnicen 16.5 11.0 15.6 
; ; fety Authoriti Atlanta, Ga.........0. 16.6 8.5 15.3 
Leading Fire and Sefety Authorities, 4 beth e walracee 17.8 8.5 16.5 
: t ti — era rere 16.7 8.5 15.8 
“ ~ etd of ere” satisfy every Savannah............ 6.1 $5 15:6 
ank condition, new or old. ~ Jacksonvil, Fla.. 16.1 . i 
| e Ds 5-5. ewes 6.1 : 5. 

FULL PATENT PROTECTION oo, 15.9 10.0 14.6 
rrr re 16.0 9.0 15.5 

Taxes: 


SCULLY SIGNAL COMPANY 


174 Green Street, Melrose 76, Mass. 
Canadian Branch: SCULLY SIGNAL LTD., 286 seen St. W., Menno Gntarte 


Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, lc 
county; Montgomery, lc city & le county; 
Pensacola, lc city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, 
kerosine, le; Mississippi, kerosine 0.5c. 
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CRUDE OIL Domestic—in $ per bbl. of 42 U. S. gals. at the well. 
FIELDS EAST OF CALIFORNIA 

SCHEDULE A AA B Cc D E F G H I J K i M N oO P Q R 
Gravity 
Below 20... 2.48 ... 2.60 2.85 2.41 2.81 2.68 2.78 2.88 2.78 2.71 aa’ exccen || S SO. Si Be cans meat 
20-20.9.. 2.50 2.20 2.62 2.87 2.43 2.88 2.70 2.80 2.85 2.75 2.78 2.07 2.07 2.40 2.55 2.60 2.65 1.93 1.83 
Below 21... 2.50 .... aie Se tia oe er aa ore — are eu iene ee ve . 
21-21.9... 2.62 2.28 2.54 2.389 2.45 2.85 2.72 2.82 2.87 2.77 2.75 2.0 2.09 2.42 2.57 2.62 2.67 1.95 1.89 
22-22.9. 2.54 2.26 2.56 2.41 2.47 2.87 2.74 2.84 2.89 2.79 2.77 2.11 2.11 2.44 2.59 2.64 2.69 1.97 1.9 
23-23 .9. 2.66 2.29 2.58 2.48 2.49 2.89 2.76 2.86 2.91 2.81 2.79 2.1 2.18 2.46 2.61 2.66 2.71 1.99 2.01 
Below 24 2 er aie us wx 2 FM 2.96 £2 2:0). SR xis al hs 2.61 Re? 2.71 —P <- 
24-24.9.... 2.68 2.82 2.60 2.45 2.51 2.91 2.78 2.88 2.93 2.838 2.81 2.15 2.15 2.48 2.68 2.68 2.73 2.01 2.07 
Below 25... 2.58 ... cS i? 2.51 a3 rat <a ere es sbae ree acid come ea = err ad 2.07 
25-25.9. 2.60 2.35 2.62 2.47 2.58 2.938 2.80 2.90 2.95 2.85 2.88 2.17 2.17 2.60 2.65 2.70 2.75 2.08 2.13 
26-26.9.... 2.62 2.388 2.64 2.49 2.55 2.95 2.82 2.92 2.97 2.87 2.85 2.19 2.19 2.52 2.67 2.72 2.77 2.05 2.19 
27-27.9.... 2.64 2.41 2.66 2.651 2.57 2.97 2.84 2.94 2.99 2.89 2.87 2.21 2.21 2.64 2.69 2.74 2.79 2.07 2.26 
28-28 .9. 2.66 2.44 2.68 2.58 2.59 2.99 2.86 2.96 3.01 2.91 2.89 2.28 2.23 2.56 2.71 2.76 2.81 2.09 2.29 
Below 29 ai ee ce Se aid or rane re ae ey ee Sed wes aie — 
29-29 .9. 2.68 2.47 2.70 2.65 2.61 8.01 2.88 2.98 38.08 2.98 2.91 2.25 2.256 2.68 2.78 23.78 23.88 3.11 2.34 
30-30.9. 2.70 2.60 2.72 2.57 2.68 3.08 2.90 8.00 $3.05 2.95 2.98 2.27 .... 2.60 2.75 2.80 2.85 2.18 2.39 
$1-81.9.... 2.72 2.58 74 2.69 2.66 3.06 2.92 3.02 3.07 2.97 2.96 2.29 3:6 3.70 tC. 3. 2.44 
Below 82... 5 ainda i aati tas van ee mie neiaie ae waa me re hana ane ees aie 
32-82 .9 2.74 2.66 23.76 2.61 23.67 3.07 23.94 3.04 3.09 2.99 3.97 2.31 2.64 2.79 2.84 2.89 2.48 
33-33 .9 2.76 2.59 2.78 2.68 2.69 3.09 2.96 3.06 3.11 3.01 2.99 2.66 2.81 2.86 2.91 2.52 
34-34.9 2.78 2.62 2.80 2.65 2.71 3.11 2.98 3.08 3.18 98.03 3.01 2.68 2.83 2.88 2.93 2.56 
35-35 .9 2.80 2.66 2.82 2.67 2.73 3.18 3.00 3.10 3.15 3.05 3.03 2.70 2.85 2.90 2.95 2.60 
36-86.9.... 2.82 2.68 2.84 2.69 2.75 3.15 3.02 $8.12 3.17 3.07 3.05 2.72 2.87 3.9 323.97 2.64 
37-37 .9... 2.84 2.71 2.86 2.71 2.77 $3.17 3.04 3.14 3.19 3.09 3.07 2.74 2.89 2.94 2.99 2.66 
38-38.9.... 2.86 2.74 2.88 2.78 2.79 38.19 8.06 $8.16 3.21 98.11 3.09 2.7% 2.91 2.96 3.01 2.68 
39-89.9.... 2.88 2.77 2.90 2.76 2.81 38.21 3.08 3.18 3.23 8.18 3.11 2.78 2.93 2.98 3.03 2.70 
40 & above. 2.90 2.80 2.92 2.77 2.83 3.23 3.10 3.20 3.25 3.15 3.18 2.80 2.95 3.00 3.05 2 72 

Prices are shown by states and by general MISSISSIPPI—Fayette & Other Fields TEXAS—North, Nerth Central 
areas In most states. Details of fields where Schedule O: Esso, Pure. Schedule A: Continental, Gulf, Magnolia, 
each company posts and exceptions to gravity 


schedule as shown above will be furnished on 
request to NPN. 


GRAVITY SCHEDULES 
ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 
Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


KANSAS—AII fields 
Schedule A: Carter, 
nental, Gulf, Phillips, 
Stanolind, Texaco. 
2¢ below Schedule C: Sohio. 


Cities Service, Conti- 
Pure, Shell, Sinclair, 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 
Schedule N: Esso. 
Hamphill & Other Fields: 
Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 
Schedule P: Ark. Fuel. Esso 


LOUISIANA—Coastal 

Edgerly & Other Fields: 
Schedule F: Gulf. 

Eunice & Other Fields: 


Schedule E (24-29 gravity): 
Sun. 


Cities Service, 


LOUISIAN A—East 

Delhi & Other Fields: 
Schedule N: Esso, Sun 

Fairview & Other Fields: 
Schedule O: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 


Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: Esso, Gulf (schedule 
down to below 18). 


extends 


MISSISSIPPI—Overton & Other Fields 
Schedule N: 


Esso. 


MONTAN A—Sweet Crude 

Schedule A: Carter, Phillips, Ohio Oil, Stan- 
olind, Texaco. 
MONTAN A—Sour Crude 

Schedule R: 


Stanolind. 


Carter, Continental, Ohio Oil, 


NEBRASKA—AII fields 
Schedule A: Pure, Sinclair. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 
NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanclind, Texaco. 


NORTH DAKOTA—AII fields 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 


Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell, 
Sinclair, Stanolind, Sun, Texaco. 
OKLAHOMA— Sour Crude 

Schedule AA: Carter, Cities Service, Mag- 


nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinc’air 


TEXAS—Gulf Coast 
Aldine & Other Fields: 

Schedule P: Pan American, Phillips, Stano- 
lind. 

Anahuaec & Other Fields: 

Schedule F: Cities Service, Gulf, 
Magnolia, Pan American, Phillips, 
public Shell, Sinclair, Sun, Texaco. 
Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. } 

Goose Creek & Other Low Cold Test Fields: 

Schedule E (24-30 Gravity): Humble, Pan 
American, Stanolind, Sun, Texaco. 

Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf, 

Humble, Pan American, Stanolind. 


Humble, 
Pure, Re- 
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Sinclair, Stanolind, Texaco. 


TEX AS—Northeast 
(Asphalt Crudes) 


Cayuga & Other Fields: 
Schedule K: Pan American (schedule extends 


down to below 12). 
Taleo & Other Fields: 


Schedule L: Humble, 
tends down to below 15). 


Texaco (schedule ex- 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, 
lips, Texaco. 


Phil- 


TEXAS—Southwest 
Bianconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 

Schedule H: Humble, Sun. 
Mirando & Other Crudes. 

Schedule G (24-29 Gravity) : 
nolia, Sinclair, Sun, Texaco. 
Refugio & Other Crudes: 

Schedule G (20-40 Gravity): Atlantic, Cities 
Service, Humble, Phillips, Republic, Sinclair. 
Sun. 


Humble, Mag- 


TEXAS West Central 


Schedule A: Humble, 
Texaco. 


Magnolia, Stanolind, 


TEXAS—West Texas Sweet 


Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 


Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


WYOMING—Sweet Crude 


Schedule A: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind. 


WYOMING—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind (schedule extends 
down to 15-15.9). 


FLAT PRICES 
ARKANSAS 


Smackover (Ark. Fuel, Gulf) $2.33 
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ILLINOIS MICHIGAN PENNSYLVANIA—Penn. Grade 

















ill. Basin (Carter, Texaco, Ohio Oil, Shell, Only lowest and highest postings of each com- : : f, 
Magnolia, Pure, Ashland, Gulf, Sohio) 3.00 pany are shown below ene, HF waned a" ren 
Ill. (Sohio) 3.00 B Pr 1 . Bradford, Pa. (Seep, Tide Water) 3.85 
- ay Pipe Line: ag 

Dudley field (Sohio) 2.69 Elmwood $2.59 | Hureka, W. Va. (Seep) om 
Plymouth (Ohio Oil) 2.67 Lake George, Stony Lake 2.98 Middle Penna. (Seep) 3.72 
Leonard Pipe Line: Southwest Penna. (Seep) ooes 6S 
Clare City 2.62 Zanesville, Ohio (Ashland) 28 

INDIANA Fork & other fields 2.98 

Ind. (Sohi J Pure: . 
nd. (Sohio) 3.00 Adams & Deep River 2.80 
Coldwater 3.04 TEXAS 
KENTUCKY —: 2.48 Benedum Condensate (Shell) 2.90 
Butler Co. area (Owensboro-Ashland 3.00 Barryton-Sun Denslow 3.06 Cayuga Condensate (Pan American) 2.90 
Owensboro area (Ashland) 3.00 Sohio: bar one! a (Sinclair) 2.90 
rls ¢ ; 6 Coldwe 3.08 ondensate (Sinclair 3 
ones eleoti es ps ee Crude (Sinclair) .. 2.83 
Somerset Grade shland) 2.8 . 5 
3SISS Clay Creek (Sun) 2.65 
“se Selds & Sohi 2 MISSISSIP 

Western Ky., all fields & pools (Sohio) 3.00 ee Conroe (Humble, Sun, Texaco) 3.13 






Baxterville: 






















Condensate (Gulf) 2.75 Darst Creek (Humble, Magnolia, 

LOUISIANA non — 1.50 Texaco) 4 
me > : PTY. Centra iss. Condensate: Quitman-Paluxy (Pan American) 2.75 
Bayou Pigeon (Republic) 2.95 ‘evel ‘as i . . : P 
Bear (Continental) 3.02 Geocities (Bo) ; ay Tomball (Humble, Magnolia, Stanolind) 3.13 
Bivens (Atlantic) 3.00 Van (Humble, Pure) : an 
Haynesville-Smackover Lime: MISSOURI Willamar (Pan American) 2.70 
Condensate (Ark. Fuel, Gulf) 3.00 St. Charles (Sohio) 3.00 

Crude (Ark. Fuel, Gulf) 2.95 
Neale (Atlantic) 3.00 MONTANA WYOMING 
gto — : 3.00 Darling (Carter) 2.60 Big Sand Draw Condensate (Sinclair) 2.90 
Gloyd (Esso) 2.95 Byron (Ohio Oil, Stanolind) 1.80 
South Louisiana Condensate (Esso) 3.15 OHIO : Garland (Ohio Oil, Stanolind) 1.80 
Sweet Lake (Pure) 2.81 stam Pt --igagyl eo Hidden Dome (Ohio Oil) 1.65 
Urania (Ark. Fuel) 2.89 Corning (Seep) 2.65 Oregon Basin (Ohio Oil, Stanolind, 
Ville Platte (Continental) 3.05 Lima (S.O. Ohio) 2.50 Texaco) iia Reae 












CALIFORNIA 
S. O. California prices effective. All gravities above those quoted take highest price offered for the field specified. 


SCHEDULE 1 2 3 4 5 6 7 8 SCHEDULE 9 10 Il 12 13 14 15 16 















G 

9 1.78 $1.78 $1.52 $1.54 $1.66 is ere 24-24.9 SO:85 2s; me, eee a 
13-13.9 1.82 1.82 1.59 1.61 1.78 nA an 25-25 .9 2.6. $2.71 62:47 .... BG Pee se os 
14-14.9 1.87 1.87 1.65 1.67 1.80 $1.83 $2.01 $1.84 26-26.9 2.67 2.76 2.68 .... 2.66 cee Re wae 
15-15.9 1.94 1.94 1.70 1.72 1.84 1.88 2.07 1.91 27-27.9 15 B08 O30 .... 8:7 el Gee 
16-16.9 2.02 2.02 1.74 1.88 1.98 2.14 1.97 28-28 .9 2.82 2.88 2.67 .... 2.75 .... $2.84 ... 
17-17.9 2.09 2.09 1.79 1.91 1.98 2.20 2.04 29-29 .9 i ae eee FOB 2.89 ... 
18-18.9 2.16 2.16 1.88 1.95 2.08 2.26 2.10 30-30.9 25. 2:00 3:60 ..... Ship 2.95... 
19-19.9 hs 2.23 : 1.99 2.08 2.83 2.17 31-81.9 3.02 3.06 2.87 $2.93 $8.02 8.00... 
20-20.9 2.31 ..  4(a) ‘ 2:33 2:09 2:23 32-32.9 3.09 8.12 2.95 3.00 3.09 8.05... 
21-21.9 2.38 $2.09 2.17 2.45 2.380 83-33.9 3.17 8.18 3.02 3.07 a >) ae 
22-22.9 2.15 2.22 2.562 2.86 34-34.9 $.24 $8.24 3.09 3.14 8.28 3.16 $3.14 

23-23.9 2.21 2.27 2.58 2.48 35-35 .9 3.32 $3.15 3.21 8.30 3.2 S. 
24-24.9 237 ec. ES 36-36 .9 ee 3.20 3.25 3.34 3.27 8.24 
25-25.9 2.33 2.87 2.56 37-37 .9 8.24 3.30 - 28 8.2 
26-26 .9 2.39 a 2.62 38-38 .9 3.28 3.35 3.37 8.33 
27-27.9 Saat 2.70 39-39 .9 3.33 3.40 R39 3.37 
28-28.9 2.78 40-40.9 3.37 3.45 3.41 





+4 










9 shit ete Gate e Skee ponte eR aria Ge xia Le erat. > ; ai 

‘9 sau eB ikl s EUG UMD See, Fao te uk cea. cbse sate a EO ea a ea 

‘9 mete a 08 1... 1.76 $2.06 $2.08 :... $2.02 $1.96 $2.05 $2.07 :..: :... 1.98 1.97 2.00 1.87 1.92 $1.98 
15-15.9 sos e CLOSE S03 S40 5.5. TR Ocak 90k ... SUOT CN 244 «5. .ccc M00 2:08 2.08 1:98 1.99 2.07 
16-16.9 -see 2.02 2.09 2.19 .... 1.89 2.17 2.19 [2:: 2:12 2:09 2:17 2.20 22:2 5.3) 2.07 2.09 2.12 2.00 2.06 2.15 
17-17.9 ..e. 2.08 2.15 2.25 .... 1.95 2.28 2.25 (|... 2:17 2:15 2.98 2.97 222. icc) 2.14 2.15 2.18 2.06 2.14 2.24 
1818.9 ..e. 2.18 2.21 2.81 $2.19 2.02 2.28 2.80 .... 2.22 2.22 2.99 2:88 <... 1... 2.21 2.21 2.24 2.18 2.21 2.82 
19-19.9 .... 2.19 2.27 2:86 2.24 2:08 2.84 2:36 (11: 2:97 2°28 2:35 2.40 (11: (2); 2.28 2.27 2.830 2.19 2.28 2.40 
20--20.9 $2.29 2.25 2.88 2.42 2.80 2.16 2.89 2.41 |... 2:82 2.85 2:41 2.46 (22) $2:i1 2.85 2.38 2.86 2.26 2.35 2.47 
21-21.9 2.86 2.81 2.89 2.48 2.86 2.21 2.45 2.47 |... 2.86 2.41 2.46 2.58 |... 2.19 2.41 2.40 2.41 2.32 2.42 2.56 
22-22 9 2.44 2.37 2.45 2.58 2.41 2.27 2.50 2.52 $2.44 2.41 2.47 2.52 2.60 |... 2.26 2.48 2.46 2.47 2.88 2.49 2.68 
23-23 .9 2.51 2.48 2.51 2.69 2.47 2.84 2.56 2.58 2.51 2.46 2.54 2.58 2.66 $2.61 2.84 2.55 2.52 2.54 2.46 2.57 2.70 
24-24.9 2.59 2.48 2.67 2.65 2.53 2.40 2.61 2.63 2.57 2.51 2.60 2.64 2.73 2.57 2.42 2.62 2.58 2.60 2.51 2.64 2.76 
25-25.9 2.66 2.54 2.63 2.70 2.58 2.47 2.67 2.69 2.64 2.56 2.67 2.70 2.79 2.62 2.49 2.69 2.64 2.65 2.66 2.71 2.83 
26-26 .9 2.73 2.60 2.69 2.76 2.64 2.58 2.72 2.74 2.70 2.61 2.73 2.76 2.86 2.68 2.67 2.76 2.70 2.71 2.59 2.78 2.89 
$7-27.9 2.80 2.68 2.76 2.82 2.71 2.60 2.78 2.80 2.78 2.69 2.82 2.92 2.74 2.65 2.84 2.76 2.77 2.65 2.85 2.98 
28-28.9 2.87 2.75 2.838 2.89 2.78 2.67 2.84 2.85 2.87 2.76 .... 2.98 2.80 2.78 2.91 2.83 2.82 2.73 2.92 3.07 
29-299 2.94 2.82 2.91 2.95 2.84 2.74 2:90 2.91 2.95 .... 3.03 2.87 2.80 2.98 2.89 2.88 2.80 2.99 3.15 
30-80.9 3.00 2.88 2.97 3.01 2.90 2.82 2.95 2.96 3.04 3.07 2.92 2.87 3.04 2.94 2.93 2.87 3.04 3.23 
$1-31.9 3.07 2.95 3.04 8.07 2.97 .... 8.00 8.02 .... 3.12 2.98 2.94 3.11 3.00 2.99 2.94 3.10 ... 
$2-32.9 3.18 3.02 3.12 .... 8.08 5.05... 3.17 3.05 8.01 8.16 3.05 8.05 3.01 3.17 
33-33.9 3.20 3.09 3.20 3.10 3.10 3.22 3.11 3.08 $3.20 3.11 3.11 3.08 3.22 
34-84.9 3.26 8.16 3.27 3.17 Gas 3.27 3.17 8.15 8.24 83.16 3.17 3.15 3.26 
35-35.9 3.33 $3.23 3.34 3.23 3.33 3.24 3.23 3.21 8 3.22 3. 
36-36 .9 oes 8229! 3.89 3.28 ase 3 3.27 3 
37-37.9 co NER aces 3.32 : 8.41 3 3.31 3 
38-88.9 sa oe 3.37 . os 3 3.85 3 
39-89 .9 til 8l44 8.41 3°49 3 3.40 3 
40-40.9 32 gl49 3.46 3.53 3 3.44 3 



















Schedule Schedule 
14 Midway Sunset......... 32 een 21 Signal Hill (Long Beach). 19 
ae EROS 25 Plemant a 34 ys Hills 17 
eley 11 Montalvo West (Colonia Race Track Hill........ 35 
Guijarral Hills.......... 16 eee 22 ME CEP ico sccincdoess 34 
Huntington Beach...... 23 ee West (McGrath MOUs becivescusteces 27 West. a Canyon—Los 
ia. wee cesm are 24 Se 21 Rosedale 11 ere 
eee Montebeito ict me caren are eee West Cat Canyon (Sis- . 
eee 1 Mountain View......... $1 Rosedale Ranch......... 2 GQUOE ZONE). ooo sscece 
otc : a yer - — nO pores ss: aan Round Mountain....... 1 West Cegete..... 2... cece ia 
akeview Area.......... 2 — aheim Sugar ™ santa FeSprings........ 10 Wheeler Ridge......... 7 
Elk Hills (Shaliow),..... 82 Leffingwell... ie rrecncriteren gq Sante Potptinw........ Sa ee. ri 
Elk Hills (Stevens Zone). 11 ‘Lost Hills.............. 33  Newport—-Other Than Santa Maria Valley..... 5 Whittier............... 
ne 8 McKittrick. . pict ee Anaheim Sugar Area... 7 Seal Beach............. 9 Wilmington............ 
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Venezuelan Crude Prices 


Prices per bbl. for cargo-lot quantities, FOB 
vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without 
notice, and to availability and other terms stated 
below; 2¢ per bbl. differential per degree of gravity 
applies for gravities below ond sbaee those shown, 
except as noted. Prices for crude oil sold at points 
other than those indicated subject to variation 
from prices shown below to reflect any change in 
transportation and terminalling requirements. 


Colon Development Co. Ltd. 
FOB Cardon 


Gravity 
API 


Crude Price (Bbl.) 
West Tarra..... 40.0-40.9 $3.05 
La Cruces/ 

Los Manueles.. . . .30.0-30.4 2.50* 


Compania Shell de Venezuela 
FOB Puerto La Cruz 


San Joaquin......... 41.0-41.9 3.04 
i | iS eee tee 32.0-32.4 2.67* 
FOB Cardon 

io | re 33 .5-33.9 2.708 
re 31.0-31.4 2.55* 
| He Se eae 29 .5-29.9 2.40* 
eee 22.0-22.4 2.15* 
Lagunillas. ... - approx. * 2.05** 
Bolivar Dist. Heavy.. 12.5-12.9 1.70° 


Creole Petroleum Corp. 
FOB Las Piedras or Amuay 


Bachaquero........ 16.5-16.9 1.90% 
Tia Juana 7. 18.5-18.9 $.i5° 
Lagunillas igi -Flat 2.054 
rn .29 .5-29.9 2.40* 
FoR Amuay 
La Rosa. . 5~24.9 2.25*# 
Tia Juana Medium. 36 5-26.9 2.30* 
Tia Juana 102 L. P...25.0-25.4 2.52* 
Tia Juana Light. 31.0-31.9 2.55 
FOB San Lorenzo 
Motatan.. 21.0-21.4 1.90*7 
FOB La — 
Tia Juana Heavy 18.5-18.9 2.08° 
FOB Tue aatiia 
Cumarebo . 48. 0-48.9 3.40 


CRUDE OIL Foreign—in $ per bbl. of 42 U. S. gals., except as noted. 


Gravity 
Crude API Price (Bbl.) 
FOB Palmarejo 
Mara ... -29.5-29.9 $ 2.28*+ 
FOB Puerto La Cruz 
San Joaquin a 41.0-41.9 3.04 
Oficina 35 .0-35 .9 2.80 
Guanipa ; 31.0-31.9 2.55 
Tigre. . 24.5-24.9 2.25 
FOB Caripito 
Mulata ....36.0-36.9 2.8211 
Jusepin . .382.0-32.9 2.82t1 
Quiriquire .16.5-16.9 2.21° 
FOB Boca o A racoa! 
Temblador........ 20 20.9 2.05 
FOB Capure Ye dernales) t 
Pedernales......... 21.0-21.4 1.84* 


Mene Grande Oil Co. 
FOB Puerto La Cruz 
Santa Rosa Stabilized 


Condensate. ......Flat 3.10 
Anaco Wax ..41.0-41.9 3.04x 
CRONIN os de ces 36 .0-36.4 2.848 
ae . .80.0-30.4 2.57* 
pe a 24.0-24.4 2.27* 
Merey : 18 .0-18.4 1.95° 

FOB C saripito 
Temblador .. .20.5-20.9 2.30* 
FOB Las Piedras 
Bachaquero 5-14. 1.76" 
Taparito....... .16.5-16.9 1.80°¢ 
Lagunillas....... Flat 2.05 
Cabimas. . 20.0-20.4 2.05* 
Mara..... 29 .5-29.9 2.40* 


Socony-Mobil Oil Co. de Venezuela 
FOB Puerto La Cruz 





San Joaquin 42.0-42.9 3.06 
Oficina 34.0-34.9 2.76 
Texas Petroleum Co. 
FOB Las Piedras 
Mara 29 .5-29.9 2.40* 
FOB Puerto La Cruz 
Mata 32 .0-32.4 2.67* 
Rincon. . 41.0-41.9 3.04 


Gravity 
Crude API Price (BbI.) 


— bie Wy 
6.5-16.9 


Tucipita..... $1.70°7 
Differential per 4 a grav.: ®2¢ bbl. *2.5¢ bbl. 

“3¢ bbl. *3.5¢ bbl. xDifferential applies for each 

full 1 deg. grav. above 41.0 and for each full 14 

deg. grav. below 41.4. +Shallow draft only. **Flat. 
#Also available at La Salina at 3¢ bbl. less. 
ttAlso available FOB Puerto La Cruz. 


Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are in Cana- 
dian dollars per bbl. of 35 Imp. gal. 


Alberta 

Acheson/Stony Plain D-2, D-3, L.C. $2.54 
ROU Bain n 6c cnc ciccicededcestecesaces 2.52 
Deheunat DR, DB... 2 ccccccccccccccesecs 2.49 
Bir nctccctctacdedconsussaacces 2.46 
Fenn-Big Valley D-2, D-3...............- 2.135 
Golden Spike D-2, D-B. 2... ...cccccccccees 25. 
SII 60 6.0 6 ev tebicécécconececes 2.46 
CORE ohne cciccesseaecssseeccne 2.45 
SE addnduexdaa ents se eveaaden 2.305 
Leduc-Woodbend D-2, D-3...............+. 2.60 
EY Die &snccdeccsvaddavsncewne 2.56 
Di cccckecadéquvddenuesdeos duns 2.46 
Pe SE vce cintccsacncvacducies 2.56 
ot ee 2.29 
PO i diccccénvscuccsscsncet 2.52 
WR Ea sidcctcedeuvdaesaas 2.49 
Manitoba 

Daly area-Mississippian..................- 2.34 
East Cromer (Daly)-Mississippian......... 2.20 
Virden area-Mississippian................. 2.34 
Woodnorth-Mississippian................. 2.25 
Ontario 

Oil Springs Receiving Station.............. 3.00 
NN gg Ee Seer eer 3.30 
12th Line Receiving Station............... 3.20 
Saskatchewan 

aso daWiccadiscwesnaceaned 2.38 
SNS ono. oo Khas nccdscanewsdaareds 2.26 


Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with 33-33.9 grav. at 
$2,665 with 2¢ differential per deg. of grav. to 
64 & over at $3.285. 





Middle East Crude Prices 


Prices are per bbl. of 42 U. S. gals., exclusive of 
local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for 
gravities shown; 2¢ per bbl. differential per degree 
of gravity applies for below and above those shown. 


Persian Gulf 
Price 


$1.97 


Crude Gravity 


Arabian (ex Rastanura)... 36-36 .9 
Esso Export, Mobil Ov erseas Oil. 


Arabian (ex Rastanura)......... 34-34.9 1.93 


M. E. Crude Sales. 


Basrah (ex Fao, Iraq)...... 
Esso Export. 


. .36-36.9 1.92 


Iranian (ex Bandar Mashur). 34-34.9 1.91 
BP Trading Ltd., Esso Export, ‘Shell Petroleum, 
CFP, Iranian Branch, Iran California Oil, Gulf 
International, Mobil "Overseas Oil, The Texas 
Co. (Iran), American Independent, Iran Atlantic, 
Richfield Iraq. ., Signal International, Sohio- Iran 


Trading, Tide Water-Iran, Hancock Inter- 
national, Pacific Western-iran, San Jacinto 
Eastern. 

Iranian Light (ex Abadan)....... 34-34.9 1.86 


BP Trading Ltd., CFP, Iranian Branch, Esso 
Export, Shell Petroleum, Gulf International, 
Iran California Oil, Mobil Overseas Oil, The 





CRUDE PRODUCTS INDEX CONTINUES RISE 


Crude Price 
Texas Co. (Iran), Iran Atlantic, Richfield Iran, 
Sohio-Iran Trading, Tide Water-Iran, Hancock 
International, Pacific Western-Iran, San Jacinto 
Eastern, Signal International. 


Gravity 


Iranian Heavy (ex Abadan)...... $1-31.9 1 67 
BP Trading Ltd., CFP, Iranian Branch, Shell 
Petroleum, Iran é alifornia Oil, Mobil Overseas 
Oil, Tide Water-Iran, Pacific Western-Iran, The 
Texas Co. (Iran), Iran Atlantic, Sohio-Iran 
Trading, Signal International. 


36-36 .9 1.92 
Mobil Overse as Oil. 


Iraq (ex Fao. Iraq).. 

BP Trading Ltd., 
Iraq (ex Fao. Iraq)..... . .85-35 .9 1.90 
Shell Petroleum. 


Kuwait (ex Mina-al-Ahmadi).....31-31.9 1.72 
BP Trading Ltd., Gulf Exploration, Mobil Over- 
seas Oil. 


Qatar (ex Umm Said)........... 40-40.9 2.08 
BP Trading Ltd. 

Qatar (ex Umm Said).......... 39-39.9 2.06 
Shell Petroleum, Mobil Overseas Oil. 

Qatar (ex Umm Said). ..386-36.9 2.00 


Esso Export. 


BLS figures, with petroleum indexes based on Platt’s OILGRAM quotations, 


follow (1947-49 equals 100): 


Eastern Mediterranean 


Crude Gravity Price 
Arabian (ex Sidon, Lebanon)..... 36-36.9 $2.39 
Esso Export, Mobil Overseas Oil. 
Arabian (ex Sidon, Lebanon)..... 34-34.9 2.35 
M. E. Crude Sales. 
Iraq (ex Tripoli, Lebanon/ 
Bandas, Byte). ....sccccess 36-36.9 2.39 


BP Trading Ltd., Esso Export, Shell Petroleum, 
Mobil Overseas Oil. 


Far East Crude Prices 


Prices are in U. S. dollars r bbl. of 42 
U. S. gals., ex local port or other government 
charges, for crude within vity range stated, 
loaded in full cargo lots, FOB port indicated. 


CON « uddcucdenutccvenwans ee Seria Light 
CIN oon inicind fines Sarawak Oilfields Ltd 
CE ciddleckcdncdeckdsdacnaaer 37-38 
Pea tatesuctilenuedeataotenansen . $2.60 
Pee ae céncesdaccncrheeaudeer Lutong, Sarawak 














(*) Preliminary 


Dec. * Nov. 

1955 1955 
Crude 120.6 120.6 
Crude and products’ 115.6 115.0 
Gasoline 117.6 117.6 
Kerosine FES.3 113.9 
Distillate fuels 120.8 118.9 
Residual fuels 112.0 1193 
Lubricating oils 80.1 78.1 
Natural gasoline 87.5 87.5 
All commodities 111.3 1112 
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Change Change 
Dec. Dec. vs. Dec. vs. 
1954 Nov. 1955 Dec. °54 
120.3 +0.3 
110.4 +-0.6 +5.2 
111.9 +5.7 
116.3 +-1.4 —1.0 
120.5 11.9 L().3 
97.3 +0.7 114.7 
69.7 12.0 +10.4 
79.5 +8.0 
109.5 +0.1 +1.8 






NPN Gasoline Index 


Dealer T.W. Tank Car 


(cents per gal.) 
January 15 16.18 12.53 
Month Ago 16.17 12.53 
Year Ago 15.78 12.15 





Dealer index is an average of dealer 
tank wagon prices ex tank in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, New York Harbor, 
Philadelphia, Jacksonville, Boston, and 
Gulf Coast. 




















































































































































































































































































































































































































































STATISTICS 






Gasoline Consumption by States, September, 1955* 


(American Petroleum Institute o-agted 


























Tax Ratet Month of. -——9 Months Ending With— 
September August 1955 September 1955 September 1954 September 1955 September 1954 

Cents Gallons Gallons Gallons Gallons allons 
Alabama... 7 72,908,000 69 , 795 ,000 63,291,000 610,823,000 567,677,000 
Arizona..... 5 30,871,000 28,294,000 26,200,000 264,792,000 240,735,000 
Arkansas... 61% 46,917,000 43,007,000 41,266,000 379,148,000 360,376,000 
California. . 6 510,081,000 469 ,877 ,000 437,961,000 4,228,541,000 8,909 , 862,000 
Colorado. .. 6 61,922,000 55,890,000 52,746,000 460,267,000 31,955,000 
Connecticut 6 59,841,000 58,768,000 54,618,000 499 ,636 ,000 471,521,000 
Delaware. . e 5 12,875,000 12,363,000 11,112,000 106,692,000 96 ,688 ,000 
District of C MOAI. 0h. h) eae ie eee. 6 17,875,000 17,004,000 15,878,000 153,389,000 149,085 ,000 
orida 7 111,588,000 102,729,000 89,990,000 1,019 ,984,000 918,565,000 
Georgia....... 614 97,910,000 91,140,000 82,469 ,000 820.694 /000 762,046,000 
NS i gti fee ce nto ee 6 27,386,000 23,445 ,000 23,689,000 193,300,000 182,267,000 
Illinois. . . 5 241,163,000 237,773,000 227 ,662,000 2,072,187,000 1,972,349 ,000 
Indiana.... 4 146,810,000 140,370,000 133,672,000 1,232,872 ,000 1,148,349,000 
BOB. vcccess 6 91,677,000 95,834,000 93 ,038 ,000 *842°859,000 803,380,000 
Kansas..... 5 87,694,000 83 ,886 ,000 89 ,423 ,000 773,671,000 729 ,833 ,000 
Kentucky. . 7 70,300,000 67 ,636 ,000 61,462,000 579,031,000 541,666 ,000 
Louisiana. . 7 72,096,000 70,348 ,000 65,092,000 608,110,000 545,538,000 
Maine...... f 32,469,000 27,099 ,000 25,539,000 221,070,000 206,730,000 
Maryland..... 6 68 , 418,000 66 ,085 ,000 60,548,000 569,357,000 526,776,000 
Massachusetts 5 111,223,000 106 ,480 ,000 96,624,000 897,354,000 831,883,000 
Michigan... . 6 233,962,000 211,107,000 194,621,000 1,832,721,000 1,698 ,626,000 
Minnesota... 5 116,850,000 105 , 356 ,000 98 ,264 ,000 872,781,000 , 844,000 
Mississippi. . 7 51,278,000 46,706,000 45,323,000 433,035,000 411,489,000 
Missouri... . 3 152,485,000 128 ,972,000 124,882,000 1,169, 080,000 1,096 , 733,000 
Montana... | 37,027,000 26 ,069 ,000 24,875,000 217: 481,000 07,894,000 
Nebraska. . 6 53,118,000 48 ,326 ,000 49 442,000 434,349 ,000 417,473,000 
Nevada.... 6 12,936,000 11,299 ,000 10,670,000 95,595,000 84,808,000 
New Hampshire 5 18,999,000 16,043,000 14/499 '000 130,096 , 000 121,863,000 
New Jersey. . 4 168 ,668 ,000 157,819,000 140,333,000 1,340,609, 000 1,249,876 ,000 
New Mexico. 6 31,086,000 28,563,000 26,670,000 252,492,000 231,960,000 
New York. 4 331,430,000 311,670,000 288 ,845 ,000 2,623 ,397,000 2,452,620,000 
North Carolina i 108 , 267,000 104,173,000 97,976,000 925,204,000 854,458,000 
North Dakota ; 40,516,000 33,194,000 32,665,000 238 971,000 232,583,000 
SRT Ie ri SOA ah ms tC 5 270,575,000 246,885,000 232,318,000 2,173,056, 000 2,025,629 ,000 
Oklahoma. 6! 83,158,000 77,841,000 67, 562,000 686 "253,000 619,571,000 
Oregon. 6 66,518,000 56,181,000 54,441,000 467 572,000 439 599,000 
Pennsylvania a) 6 261,170,000 252,020,000 229,797,000 2,118,573 ,000 1,980,240,000 
Rhode Island 4 20,872,000 20,450,000 18,356,000 172,899 ,000 159°248°000 
South Carolina... “ § 55,738,000 51,904,000 48,196,000 465 ,929 ,000 441,414,000 
South Dakota 5 35,560,000 32,276,000 32,470,000 254,765,000 245 ,694,000 
Tennessee. . 7 74,186,000 90,341,000 80,353,000 726,260,000 684,956,000 
EGS Kuiota ca toni eo nas wee Oho anew b) 5 374,476,000 355,977,000 360,416,000 3,341,964, 000 8,324 , 892,000 
a hte a er ee 5 29,563,000 26,888 ,000 24,091,000 221,907,000 202 ,226 ,000 
Vermont.... 5% 12,824,000 11,052,000 10,105,000 90,142,000 86 ,433 ,000 
Virginia..... 6 r) 103,082,000 99 , 766,000 90,064,090 854,658,000 788 ,646 ,000 
Washington 61 89,325,000 79,114,000 72,664,000 648 , 189,000 605 , 233 ,000 
West Virginia. . 6 45,306,000 37,113,000 86,950,000 341,101,000 322,556,000 
Wisconsin. .... 6 118,511,000 105 ,345 ,000 104,091,000 908 ,971 ,000 869, 185,000 
Wyoming.... 5 20,548,000 17,788,000 14,854,000 129 ,636 ,000 123 , 836 , 000 
Total 48 States and D. of C. 4, 990,058,000 4,65 58, 561,000 4,378, 073, 000 40,701,463 , 000 38,199, 866, 000 
Daily Average 160,970,000 155,285,000 145,936,000 149,090,000 139 , 926 , 000 


Change from previous year: 
Total change..... 
Percentage change in Daily Average 

*In general, these figures include all gasoline sold or consumed within the confines of the state, regardless of whether for taxable or nontaxable purposes. 


tThese are State tax rates per gallon. 


In addition there is the Federal Tax of two cents (2¢) 


a) Pennsylvania gasoline tax increased 1¢ effective Se »ptember 13, 1955. 


6) Texas gasoline tax increased 1¢ effective September 6, 1955. 


r) Revised. 


+280 , 488 ,000 
46.41% 


per gallon. 


+2,501,597 ,000 


6.55% 












Gasoline Prices for 50 U. S. Cities 


Averages of prices for regular-grade gasoline on January 1, as 
reported by The Texas Co. to American Petroleum Institute. ‘Figures 


in ¢ per gal.; 
with December 1. 


Average U.S 
Portland, Me. 
Manchester, N.H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R.I. 
Hartford, Conn. 
Buffalo, N.Y. 
New York, N.Y. 
Newark, N.J. 
Philadelphia, Pa. 
Dover, Del. 
Baltimore, Md. 
Washington, D.C. 


Charleston, W. Va. 


Norfolk, Va. 
Charlotte, N.C. 
Charleston, S.C. 
Atlanta, Ga. 


Jacksonville, Fla. 


Birmingham, Ala. 
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Posted 
Dealer 
t/w 
price 
(ex tax) 
i-16.32 
15.90 
16.40 
17.10 
i-14,90 
i-14.90 
i-14.90 
16.50 
16.00 

14.50 

i-15.00 
15.90 
15.40 
15.90 
16.30 
15.10 
16.20 
15.10 
16.60 
16.10 
16.40 


Service 
Station 
(ex tax) 
i-21.64 
20.90 
20.90 
22.90 
i-20.80 
i-18.90 
i-18.90 
23.50 
23.90 
16.90 
i-19.90 
21.90 
19.90 
21.50 
21.90 
20.90 
22.90 
21.50 
22.80 
19.90 
i-19.90 


Gasoline 


Tax 


(incl. 2¢ 
federal) 


7.80 
9.00 
7.00 
7.50 
7.00 
6.00 
8.00 
6.00 
6.00 
6.00 
8.00 
7.00 
8.00 
8.00 
8.00 
8.00 
9.00 
9.00 
8.50 
9.00 


10.00* 


(i) and (d) indicate increase or decrease as compared 


Service 
Station 


(incl. tax) 


i-29.44 
29.90 
27.90 
30.40 

i-27.80 
i-24.90 
i-26.90 
29.50 
29.90 
22.90 

-27.90 

28.90 
27.90 
29.50 
29.90 
28.90 
31.90 
30.50 
31.30 
28.90 
i-29.90 











Vicksburg, Miss. 16.00 
Memphis, Tenn. 15.30 
Lexington, Ky. 16.00 
Youngstown, Ohio 16.30 
South Bend, Ind. 17.70 
Chicago, III. os . 16.80 
Detroit, Mich. ..... ~ FR 
Milwaukee, Wisc. 17.30 
Twin Cities, Minn. 10.90 
Fargo, N.D. d-16.10 
Huron, S.D. 17.20 
Omaha, Neb. 15.80 
Des Moines, Ia. 16.00 
St. Louis, Mo. 16.40 
Wichita, Kan. 14.90 
Tulsa, Okla. ... 15.70 
Little Rock, Ark. 15.30 
New Orleans, La. 15.00 
Houston, Tex. 14.70 
Albuquerque, N.M. 17.90 
Denver, Colo. 16.60 
Casper, Wyo. 17.50 
Butte, Mont. 19.90 
Boise, Ida. 19.00 
Salt Lake City, Utah 17.50 
Reno, Nev. 19.10 
Phoenix, Ariz. 19.40 
San Francisco, Calif. 16.70 
Portland, Ore. 17.20 
Spokane, Wash. 19.50 


(*) Includes 1¢ c 





ity tax. 








23.40 9.00 
20.90 9.00 
20.90 9.00 
20.90 7.00 
22.90 6.00 
22.74 7.00 
23.27 8.00 
22.90 8.00 
14.90 7.00 
d-21.70 8.00 
22.60 7.00 
20.90 8.00 
d-21.50 8.00 
21.90 6.00* 
19.90 7.00 
i-21.40 8.50 
19.40 8.50 
20.50 9.00 
20.00 7.00 
24.00 8.50** 
18.50 8.00 
25.00 8.00* 
26.50 9.00 
25.10 8.00 
23.50 7.00 
25.20 8.00 
22.90 7.00 
22.50 8.00 
20.20 ‘8.00 
25.50 8.50 








32.40 
29.90 
29.90 
27.90 
28.90 
29.74 
31.27 
30.90 
21.90 
d-29.70 
29.60 
28.90 
d-29.50 
27.90 
26.90 
i-29.90 
27.90 
29.50 
27.00 
32.50 
26.50 
33.00 
35.50 
33.10 
30.50 
33.20 
29.90 
30.50 
28.20 
34.00 


(**) Includes 0.5¢ city tax. 
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IN CHEMICALS (Soaps and Detergents) 


Count on Enjay for fast product turnover 


You get fast turnover when you make a better product. 
And uniform, high quality Enjay chemicals help make 
your products better. The Enjay Company supplies a 
diversified line of petroleum chemicals to the surface 
coating, chemical and petroleum industries. Through 
the facilities of the new Enjay Laboratories, you can be 
assured of the best application of Enjay products in your 


4 


industry. Nert time, call Enjay for your chemical needs. 


PETROLEUM 
PARANOX 
PARATONE 


Methy! Ethy! Ketone 
Dewaxing Aid 

Ethy! Ether 
Isopropy! Ether 
Reference Fuels 


RUBBER 
ENJAY BUTYL 
VISTANEX 


SURFACE COATING 
PETROHOL 91 
PETROHOL 95 
PETROHOL 99 

JAYSOL 

Secondary Buty! Alcohol 
Secondary Buty! Acetate 
Isopropyl Acetate 
Acetone 

Methy! Ethyl Ketone 
Dicyclopentadiene 

Ethyl Ether 

tsopropy! Ether 
Naphthenic Acids 
!so-Octy! Alcohol 

Decy! Alcohol 

Denatured Ethy! Alcohol 


CHEMICAL 
PETROHOL 91 
PETROHOL 95 
PETROHOL 99 
JAYSOL 

tso-Octy! Alcohol 
Decy! Alcohol 
Denatured Ethy! Alcohol 
Tridecy! Alcohol 
Dicyclopentadiene 
Isoprene 
Butadiene 

Ethyi Ether 
Isopropy! Ether 
Tetrapropylene 
Tripropylene 
Aromatic Tars 
Benzene 


Acetone 
Methyl Ethyl Ketone 


36 successful years 
of leadership 


in serving industry 


Enjay Company, Inc. - 15 West 51st Street, New York 19, N.Y. 
Other Offices: Akron ¢ Boston « Chicago « Tulsa 
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YES! 





GUARANTEED SALES 


Ger the BIG PROFITS 
4 Ol Fi = Service ... 






© @ 














WIX-O-MATIC is not a Cartridge Assortment — not simply a Dis- 
play! It is a complete Program based on an entirely new concept of 
Automatic Oil Filter Service, Stocking and Merchandising. 


WIX-O-MATIC sets up a money-making Filter Service Center for 
you — gives you all the facilities and know-how to make BIG 
PROFITS Quick! 


WIX-O-MATIC keeps your stock always in order, clean and sal- 
able. It frees you from the time-consuming chores of checking stock 
and ordering fill-ins. It puts the right Cartridge for every make 
and model of car at your fingertips — makes your service Fast and 
Profitable! Here are the Big Advantages you get when you go 
WIX-O-MATIC... 


@ FLOOR CABINET or WALL RACK 

@ MINIMUM, CONTROLLED INVENTORY 

@ GUARANTEED SALE 

@ CARTRIDGE ARRANGEMENT GUIDE 

@ DIAL-O-MATIC CARTRIDGE SELECTOR 

@ RECOMMENDED CARTRIDGE INSTALLATION CHARGE GUIDE 
@ DEALER FRANCHISE CERTIFICATE 

@ SERVICE & SELLING AIDS 






























This New Money-Making Program 
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WALL RACK 


MATIC 


@ FAST MOVING INVENTORY @ PERPETUAL STOCK CONTROL 
@ QUICK TURNOVER @ INSTANT CARTRIDGE SELECTION 


When you go WIX-O-MATIC, you get your choice 
of these eye-catching, money-making Merchandisers 
— FLOOR CABINET or WALL RACK! And you 
become a Franchised WIX Dealer entitled to all the 
benefits of the complete WIX-O-MATIC Program! 


START NOW to get Your Bigger Share of Filter Service Profits! 
Ask Your WIX Jobber for Details TODAY! 


e 
© 


ENGINEERED/ FILTRATION 


AUTOMOTIVE * INDUSTRIAL * RAILROAD 
WIX CORPORATION e GASTONIA e N. C. 
In Canada: Wix Accessories Corp. Ltd., Toronto 
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92% OF ALL 55 TRUCKS 


Used Factory Specified 


“SCL” GEAR LUBRICANTS 


Pi, and counterclaims for lubricants are becoming more and 
more confusing. 


But here are hard facts. 


In 1955, truck manufacturers specified ''S C L’’ gear lubricants, as 
original axle fill, for 92% of all trucks made. Their tests have proven 
that ''S C L’’ lubricants give maximum protection under the toughest 
operating conditions, are non-corrosive and rust inhibiting. 


Sell the gear lubricant that is specified as original fill. You'll capture 
a bigger share of the tremendous refill market with your own 
"S CL” lubricants. Blend ‘'S C L’’ Concentrate with your base stocks 
to produce the one multi-purpose lubricant for all enclosed gears. 
"S$ CL” is a registered 
trade mark. Decals are 
provided for approved 


Tell your customers how "'S C L” lubricants are recommended for 
truck and taxi fleets, buses, passenger cars, earth movers, farm 
equipment, industrial machinery gears and wherever extreme pres- 


blenders who may use sure lubricants are required. 


"S CL” with their own 


brand names. "S C L” gear lubricants exceed Government Specification MIL-L- 


2105. 


r For complete details on how "'S C L’’ Concentrate can build gear 
lubricant sales for you—write, wire or phone. 











CLEVELAND 9, OHIO 
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Still the "BIG NEWS" 
_of the Industry! 


Guardian 


SERIES 7000-R$ cane so00.r5) 


FLUORESCENT 


LIGHT a ISLAND LIGHT ze | 


FIXTURES 


44% MORE LIGHT AT NORMAL 
TEMPERATURES 


Guardian Series 7000-RS (and 6000-RS) ‘‘T”’ 
Lights, equipped with the new Rapid Start 
lamps, give 44% more light than fixtures 
equipped with standard Slimline lamps, even 
at normal operating temperatures (75°F.). From 
the operator’s standpoint, this means 44% more 
light at no increase in fixture cost. It means that 
a 4 lamp fixture now gives essentially the same 
illumination as a conventional 6 lamp fixture. 
Similarly, maintenance and replacement costs 
are reduced one-third. 


FIVE TIMES THE LIGHT AT BELOW O°F. 


Conventional fluorescent lamps even in an en- 
closed fixture lose up to 40% of their original 
efficiency when ambient temperatures drop to 
0°F. The new Rapid Start lamps actually attain 
more efficiency at 0°F. than at 72°F.! 


EASY COLD WEATHER STARTING 


The open circuit voltage of the ballasts furnished 
with the new Series 7000-RS (and 6000-RS) 
provides instant and reliable starting, even at 
temperatures as low as 0°F. . . . another major 
advance in outdoor lighting! 
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@ more light per dollar 
@ more light per lamp 


@ and five times more 
light in sub-zero 
temperatures! 


excellent 
illumination 
even 

at 

30° 

below zero! 


Catalog showing the complete Guardian Line of 
Service Station Lighting Equipment is available on request. 
Write for your free copy today. 


i 
cuarian [ight company 


500 NORTH BLVD., OAK PARK, ILLINOIS 





senting the latest advancement in 
Suspension Engineering and Design... 


fiw ‘|| allnger 


SERIE D 


TANDEM 








Completely engineered for work and continuous service. 
Lightweight but structurally stronger. 


Self-centering rubber bushings guard against metal-to-metal contact 
of mating parts. 


Completely non-lubricating REYCO-LASTIC bearings with 
Model 21218-3. 


e Increased spring bearing area for softer ride. 


e A complete new line of single axle and tandem suspensions for 
all over-the-highway operations. 


For the facts, send for our Catalog T-255. 


& 


SALES & SERVICE NATIONWIDE! 


COPYRIGHT 1956, REYNOLDS MANUFACTURING CO. 


REYNOLDS MANUFACTURING CO. 


Peewee ELO. MISSOURI 
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’ ON THE 


NEW OHIO TURNPIKE 


Yes, it’s ARO lube equipment in 
12 of the 16 modern service stations 
along the newly opened 241 mile 
Ohio Turnpike. 

Saving time in lube service—produc- 
ing top profits with ARO efficiency and 
dependability—explain why AROLUBE 
equipment gets the call in more and 


See your automotive wholesaler. 
THE ARO EQUIPMENT CORPORATION, BRYAN AND CLEVELAND, OHIO 


Aro Equipment of California, Los Angeles, Calif. 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 





more of the leading garages and serv- 
ice stations! 

It will pay you also to look into the 
beautiful new AROLUBE Reels for 
more profits in your operations. Choice 
of reels for chassis, gear, motor oil, air, 
water, automatic transmission . . . easily 
installed in any combination of units. 
Batt. 

ARO) 


LueRicaTinc 


® RQUIPMENT 
LUBE EQUIPMENT 


Also ... Air Tools . . . Aircraft 
Products . . . Grease Fittings 


ARO 
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LUBEROOM of the MONTH 
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Shure installation at Hi—Horse Service Station, Belleville, Ul. 


This 13 ft. long by 9 ft. high Shure unit sells more gasoline, oil, and TBA items, too. 


WITH SHURE MERCHANDISING FIXTURES 


Every square foot of space sells 
more service...more gas and oil 


Shure engineers are currently designing and manufacturing selling-fixtures that bring 
in greater sales and profits to many of America’s leading oil companies. 


Your stations, too, will sell more home, garden, do-it-yourself, TBA items AND MORE 
GAS AND OIJL when they're planned right with Shure-built interiors. 


Write for folder showing full line and suggested 
arrangements for sales-room and lube-room. 


@a/ure 


MANUFACTURING CORPORATION 


1601 S. HANLEY RD. « ST. LOUIS 17, MO. 



























































| 
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EL EQUIPMENT co. 


OoLUMsaUSs NES RA. 


Here’s how to beat maintenance 


for your bulk plant buildings 








This 1400-square-foot Armco 
Steel Building was erected in 
1950 to provide office and 
warehouse space for the Bachtel 
Equipment Company, Columbus, 
Nebraska. Owner, Roy A. Bach- 
tel, reports the only maintenance 
expense has been for a half- 
gallon of white paint used on 
the front wall. That's less than 
$1.00 a year for maintenance. 








only maintenance in 5 years 


on this Armco Steel Building 


Why are Armco Buildings easier to 
maintain than other types? Here are 
some of the reasons. Wall and roof 
units are made of 16-inch-wide 
STEELOX Panels that lock together 
to keep out wind and water. The 
special joint withstands expansion, 


contraction and settlement. It can’t 
open up or pull apart. 

All-steel construction means there 
is nothing to crack, warp or rot. In- 
dividual STEELOx Panels are made 
of 18-, 20-, and 22-gage Armco 
ZINcCGRIP Steel —a much heavier 


material than ordinary galvanized 
roofing and siding used on indus- 
trial and farm buildings. Long, 
low-cost service life is assured. 
Write us for the complete story 
on Armco Steel Buildings and how 
they can meet all the building needs 
for your bulk plant operations. 
Armco Drainage & Metal Products, 
Inc., 3426 Curtis Street, Middle- 
town, Ohio. Subsidiary of Armco 
Steel Corporation. In Canada: write 
Guelph, Ontario. Export: The 
Armco International Corporation. 


ARMCO STEEL BUILDINGS 
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PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION 


162 





Pete Penn... 






THE WINNER 
...and still 


world’s champion! 


In the past few years a lot of new talent 
has been thrown into the oil ring. The 
chemical additive boys, for instance, are 
making a great showing in helping motor 
oils meet the needs of modern motors. 


You and I know that additives are impor- 
tant. But it is really the quality of the basic 





crude oil that determines any motor oil’s 


lubricating quality. 





That’s why Pennsylvania motor oils have 
always been the lubricating champion of the 
world. Made from nature’s finest crude, they 
have what it takes to be a winner in every 
match for the best in engine performance. 


Today’s BEST Oils 


start with 


Nature’s BEST Crude 
--.and that means PENNSYL VANIA! 


PENNSYLVANIA 


» Ss Ma 


Made from 
hest grade crude oil in the world 


sre ry 








the hig) 
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Oll City, Pennsylvania 











FOR FLEETS, FARMS, DOCKS, CONSTRUCTION JOBS, ETC. 


That’s right—only Gasboy offers a complete selection 
of job-designed pumps for your ever increasing con- 
sumer-commercial accounts. For fleets, farms, factories 
... large or small...tanks above or underground... 
any size space...for any budget—there’s a Gasboy 
Electric designed and priced to fit the need exactly. 


GASBOY 


rR, The beautiful “100”, priced 
unbelievably low, is the Industry’s most popular pump. For high 
priced pump appearance and features, at really low cost, use 
the Starliner . . . it’s your guarantee of the absolute maximum 
in performance and customer satisfaction. Underwriters’ approved, 
the “100” has big easy to read roller register, accurate all 
bronze meter, and delivers a fast 14 GPM from powerful million- 
proof belt-driven pumping unit. 


we Js) 
= a 


Qype 


2, The Super Compact “200” gives you 
big pump performance at a budget price 
and in “budget” space. 12” square 
housing permits greatest of installation 
flexibility. Quiet direct-drive pumping 
unit delivers 14 GPM through big all- 
bronze meter . . . with modern roller 
register. Like all Gasboy’s check valve is 

built-in, eliminating separate 

‘inconvenient foot valve. 


3. Economy, plus dependability and out- 
standing performance . . . that’s the series 
“900. . . the pump for the fast growing 
middle gallonage class. Rugged weatherproof 
unit delivers 14 GPM through 20 gallon dial 
meter. (Also available less meter.) 


Model 900 


of Faiwbire 
b= OL) 


1 e's TET eS 


Model 100 
STARLINER 


WIRE OR WRITE TODAY! 


For complete literature and prices on 
Gasboy electrics. Let us show you how 
you'll be time, money and satisfaction 
ahead when you use “ALL THREE” 
styles of Gasboys for your gasoline 
and diesel accounts. Twenty models to 
choose from. 


REPRESENTATIVES IN PRINCIPAL CITIES 








WE HELP YOU MAKE MONEY 


Inadequate or Top-Heavy Inventories 
Cost You Money! 


THAT'S WHY we pay special attention to helping 
you set up Dayton Thorobred tire inventories tailored 
exactly to each of your particular station operations. 
In fact, Dayton Field Merchandisers, who are seasoned 
TBA experts, are always close at hand to give you assist- 
ance on any tire marketing problem that may arise. 
This, however, is just one of the ways we can help you 
make money on your tire sales. In addition, Dayton 
provides you with: 

e SENSIBLE, COMPETITIVE PRICING 

e COMPLETE HIGH-QUALITY LINE 

e WRITTEN SERVICE GUARANTEES 
AGGRESSIVE ADVERTISING AND PROMOTION 
ATTENTION-GETTING SALES AIDS 
ON-THE-SPOT SALES TRAINING 
EXPERIENCED MANAGEMENT COUNSEL 


THE WORLD'S FINEST, 
SAFEST TIRE 
The All-New Dayton Thoro- 
bred Premium Available in 
Tubeless or Tube-Type, 
Nylon and Rayon. 


Write, wire or call col- 
lect today, for more in- 
formation on the Dayton 
Franchise which offers 
you a quality product 
and a practical market- 
ing program that will 
increase your tire sales. 





Dayton is one of the lead- 
ing suppliers of TBA 
Products to the Petrol- 
eum Industry now serv- 
ing over 100,000 stations. © DR. 1956 





7. 
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YEARS OF PROGRESS 





Dayton Rubber Co., Tire Division, Dayton 1, Ohio 
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PAYLOADS UP 
WHITE 3000 


.. + SAVE ON DELIVERY TIME AND COSTS 





In the delivery of petroleum products, the trend 
is to BIG PAYLOADS! Speed fuel oil deliveries 

And the trend is to the White 3000—function- is yo a etl 
ally designed for maximum payload—in straight in our business,” Christ Lund, vice-president, 
trucks or with semi-trailer tankers Une Oh Wn Coe Ca in, 

There are other ‘‘3000”’ exclusive advantages, size fuel oil deliveries—straight truck with 
too—the outstanding maneuverability that cage range opr 
helps save time in crowded streets and alleys semi-trailer tanker—all three are doing a 
... the economical maintenance . . . the savings siento 
in operating costs. 

They all add up to more work... in less 
time ... at lower cost. Find out how the 
White 3000 can cut your delivery costs... speed FIRST— in THE fr 
your deliveries. £2 











THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


For more than 55 years the greatest name in trucks 


PROVED IN BILLIONS 
OF LOW-COST MILES 
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at the curb new Purolator dual fuel filter, PAG-25D, 
has a high flow rate of 25 GPM ‘or diesel fuel combined with 


virtually no pressure drop. A final assurance to every customer 







that your product is clean. 










or 
at the terminal large bulk filtration equipment 


like this pedestal-type filter (PAG-300L to 1200L) can be used 
at high flow rates of from 300 to 1200 GPM. Reduces meter 


wear. 

















Purolator micronié fue 
filters remove rust 


Despite rigid checks which prove the purity of fuel as it 






leaves the refinery, subsequent corrosion in storage tanks and 






pipes frequently contaminates it with particles of 






iron oxide. To remove rust particles, Purolator’s engineers 






have developed the world’s finest line of bulk filtration 






equipment. A recent addition to this line is Purolator’s new 






curb pump filter. It has a filtration area of over 1800 square 






inches, achieved by 2 resin impregnated micronic 






fuel filters operating in parallel. Its development helps 






make certain that wherever you filter diesel fuel or gasoline 






.at the curb or at the terminal... you can get precisely 






the right filter from Purolator. 











For full details, write 
Purolator Products, Inc., 
970 New Brunswick Ave., 


PUROLATOR |e 


“FIRST IN THE § FIELD OF FILTERING” 







PUROLATOR PRODUCTS, INC., Rahway, N. J., and Toronto, Ontario, Canada 
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D-X jobber} and 
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Gigantic D-X Sunray Expansion 
Means Greater Opportunity 
Than Ever! 


As the first anniversary of the D-X Sunray 
merger draws near, the Company will end 
a year of tremendous growth and sales 
progress. 


In 1955, D-X Sunray opened many new sales 
areas, new bulk plants, new stations, ac- 
quired many new dealers and revitalized the 
entire organization with sales-producing 
advertising and sales promotion programs. 


And, in 1956, even more exciting new sales 
plans and programs are under way. Still 


D-X SUNRAY OIL COMPANY 
TULSA, OKLAHOMA 
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see more sales, more pr prof 








more new areas, new bulk plants, new sta- 
tions will be opened. Hundreds of jobbers 
and dealers will “switch to D-X.” 


The largest and most aggressive advertising 
and sales promotion program in the history 
of the Company is in progress. It cannot help 
but increase driveway traffic and make cash 
registers ring for progressive jobbers and 
dealers. All eyes in the industry are “watch- 
ing D-X Sunray grow!” 


Act now and you can get in on this “biggest 
show” in the oil industry during 1956. Let us 
prove D-X can mean more opportunity, more 
business, more money for you. Write today. 
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ANY TIRE 


DUNLOP doesn’t ask service stations 


to tie up money in excess tire inventories... 


NEEDED IS QUICKLY AVAILABLE 


FROM A NEARBY DUNLOP WAREHOUSE! 


From the nearest unit in Dunlop’s nationwide net- 
work of warehouses, any Dunlop Dealer can get 
quick delivery of any Dunlop Tire. No need for 
the operator to tie up his money in big inventor- 
ies—yet, no risk of losing a sale because he can’t 
fill the customer’s need. The tire he needs—any 
type, any size—is available when he needs it! 

And what a line of tires to offer! It includes 
passenger car tires at varied price levels in nylon 
or rayon, tubeless or tubed, cushion or conven- 
tional, white sidewall or black. A complete line 
of highway and special purpose tires, a full line 

of farm service tires and the 
world’s finest tires for imported 
cars. Batteries, too—for auto- 


motive, truck and farm vehicles. 


DUNLOP 


A Dunlop Franchise offers these advantages, too. 
A powerful national advertising program, plus 
complete dealer level promotional programs. 
The personal assistance of Dunlop Tire Mer- 
chandisers who know your area and who work 
with you to build your sales volume and profits. 
Behind it all stands a continuing guarantee of 
Dunlop Quality, backed by America’s most modern 
tire manufacturing facilities and the industry’s most 
advanced quality control program. 
Insum...you’ll do better with a Dunlop Franchise. 


DUNLOP TIRE AND RUBBER CORPORATION 
Factory and Executive Offices: Buffalo 5,N.Y. 
DUNLOP — Founders of the Pneumatic Tire Industry 


¢ + 


DELIVERS GREATER PROFITS 


AT THE SERVICE STATION LEVEL 
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TO TAKE THE Povicodtes 
OUT OF TROUBLE LIGHTS! 


MR, CORDOMATIC’S the guy who's 
solving trouble light problems in serv- 
ice stations and garages all over the 
country! And he'll tell you how to save 
time ond money with the revolution- 
ary new, automatic drop light reel. 


dust mount the Cordomatic Drop Light 
Reel to wall or ceiling... and it'll out- 
fast a dozen ordinary dangling, tan- 
gling drop cords. It eliminates accidents 
and loss...saves mechanics’ valu- 
cable time! 
And no job's out of reach for this 
sturdy unit. Just reel it out and put it 
“to work, When you're finished, it 
automatically reels back with a flick 
of the wrist! 


Put Cordomatic to work in your shop 
.. it’s the right light...where you 
want it... when you want it! 


MR. CORDOMATIC 
THROWS SOME LIGHT 
‘ON PUZZLING PROBLEMS ! 


‘Watch for The Case of the 
_ Vanishing C relay in this we Aegorhe. 


CORDOMATIC 
Dept. “E", 17th & Indiana Ave. 
Philadelphia 32, Pa. 


Please send free catalog and dealer cost sheet. 
Name 

Firm 

Address 

City . 
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Specify Milvaco valves... 


one source for all service 
Ei 
HOSE NOZZLE VALVES 


H 


f 








A 


‘ 
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f MODEL U-14-5-R 
FOR METER PUMPS 


Rugged, die cast body. Rigid 
tube. Non-slip positive seat- 
ing for accurate metering. 
Reversible Permadisc design 
eliminates disc distortion. 
Non-chattering even at full 


MODEL P-2010 
FOR BULK DELIVERY 


Milvaloy nozzle body. Full 
capacity flow. Dual poppets 
and two-stage fulcrum lever. 
For gasoline or fuel oil. 100- 
mesh strainer, dust cap and 
ground cable. 


MODEL P-2040 
FOR FARM TANKS 


Bronze body and tube. Spe- 
cially designed for full gravity 
flow on overhead tanks. Posi- 
tive closure. Permanent-type 
packing. Long-wearing disc. 
Adaptable to 15-lb. pressure. 


MODEL P-2760 FOR 
UNDERWING FUELING 


Approved and used by major 
airlines. Ends over-wing fuel- 
ing hazards. 100-mesh strain- 
er removable for cleaning 
without detaching nozzle. 


5 R 
GATE VALVES TRUCK TANK FAUCETS 
tb 


MODEL P-2690 
SCREWED TYPE 


Bronze by-pass pressure-re- 
lief valve. Relieves excess 
back-pressure around disc to 
inlet side. 


MODEL P-2654 
FLANGED TYPE 


Milvaloy. Rising stem. Dou- 
ble disc design ends seating 
troubles. Bolted bonnet. 
Square or round flanges. 


MODEL P-2877 
VICTAULIC TYPE 


Bronze. Rising stem. Bolted 
bonnet. Double disc for posi- 
tive closure, longer seat life. 


150 Ib. W.O.G. 


MODEL 
P-901-U 
LEVER i 
THROTTLE | 
TYPE 


Bronze. erg 
opening, self clos- 
ing type. Double 
disc finds natural 
seat with less fric- 
tion. Screwed ends. 
Underwriters ap- 
proved. 


MISCELLANEOUS VALVES 


Every Milvaco truck tank 
faucet gives you all these 


advantages: 
MODEL P-2965-L 
© Straight-line flow for EMERGENCY VALVE 


quick delivery Bronze. Self-closing type. 


Positive protection in case 
of fire. 


Permadisc construction to 
eliminate disc distortion 


Reversible disc to save you 


ee MODEL P-2920 
Easy adaptation or change LINE LOADING 


from straight to angle inlet 


Available with safety cap 
and standard adapter for 
quick hose coupling 


Bronze. Shockproof action. 
Dual poppets. Renewal discs 
pri hte? without removing 
valve from line. 


MODEL P-870 — 2212° 
screw type faucet 


= = MODEL P-324 
COMBINATION STOP 
MODEL P-890 — straight, AND CHECK VALVE 
flanged faucet 
Milvaloy, dual-purpose val- 
ve. Round flanges. Bolted 
bonnet. Composition disc. 


MODEL P-895 — 
65° flanged faucet 


MODEL P-2615 
MANIFOLD CROSS VALVE 


MODEL P-851 — locking 
type faucet with 


Bronze. Screwed ends. Bolted 
safety cap, less handle. 


bonnet. Composition disc. 


N° matter how or where valves are used in oll 
handling, there’s a Milvaco valve, nozzle, faucet 
or fitting for that particular service.  Positive-action 
Milvaco valves give you quick control, maximum flow. 
And only Milvaco valves are made with weight-saving 
Milvaloy, the chemically resistant, non-sparking, mod- 
ern alloy that meets ALL your exacting requirements. 
Specify Milvaco — get the right valve fe every job! 
Write today for catalog B155. 


MILWAUKEE VALVE COMPANY 


A Subsidiary of A-P Controls Corporation 


SY 2379 South Burrell Street © Milwaukee 7, Wisconsin 


THE MARK OF PERMANENT QUALITY 
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NOW, MORE THAN EVER 
filtering . . . cigarettes, 
and more oil dealers a 


FILTERED FUEL OJL. If 


« customers hear about 
beer, air and FUEL OIL. More 
re selling more by advertising 
you want to boost your gallon- 


age GET THE FACTS NOw! 


FUEL OIL 
FILTERS 


Protect your interests and your customers’ by eliminat- 


“" en, water and tank scale from your fuel oil. 
Eliminate costly service calls and 


equipment repairs, and 
tell your customers! 


MICRO-PHOTO oF BOWSER FILTER 
CARTRIDGE MATERIAL 


prscggt ng lapegageneil Bulk plant (left) and truck 
a en aa . : type (right) Bowser Filters 

MORE OIL 4 . F are available in several sizes. 
Replaceable, low-cost car- : \ 1 Either type will provide the 


tridges remove sludge and dirt . | 7 sales tool you need. Both 


from millions of gallons of fuel. . 4 operate very effectively. Get 
The cost per gallon is practi- ’ 

cally nil. Except for ticket- et , , 
printing Bowser Xacto Meters, of Kz ready for summer sales pro- 
no other equipment can help 7 " motion! 

you sell MORE at lower cost! " 


FIG. 835 
BULK PLANT FILTER 


e@ GETS NEW BUSINESS BOWSER, INC. 


FORT WAYNE, IND. 


& BUILDS GOOD WILL H E R E S es a ee a yng how other 

e CUTS COMPLAINTS = PROOF |! |. 

oS REDUCES SERVICE COosTS COMPANY 
This Stuffer Helps You Sell apenas 


This DIRECT MAIL or HANDOUT stuffer tells City. 
the story to your customers and prospects. 
Available to Bowser Filter owners only. 


complete data now and be 


FIG. 837 
TANK TRUCK FILTER 
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1301 E. CREIGHTON AVE. 
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THE FRAME LIFT THAT HELPS 
YOU GET 


Wayne 


Frame Lf t 





a — 2 ES at 


ens "aan oe eo 


HANDLES ANY CAR... standard or special frame, SELF STORING LIFTING PADS in streamline 
trucks from pick-up to 1 ton, or new torsion bar suspension ‘“‘H” frame require no adjustments for most American 
this new Wayne Frame Lift safely lifts them all. Relaxes made cars. ..no slippage ...no guesswork. Engineered to 
springs, frees wheels. stand weight far in excess of lift capacity. 


Sten *. 


a. 


o 


+E} sy 


% Ss. 
. 4 
‘ ‘ 
% ; 
¥\ j ‘ a 
\ : 
j of 
jf sf 


QUICKER LUBRICATION, REPAIR, TIRE 
SERVICE—Maximum accessibility to all under parts of 
car. Speeds service . . . builds extra profits. Write today for 
your copy of the booklet on this new “ALL-CAR” Wayne 
Frame Lift. 

THE WAYNE PUMP COMPANY 


SALISBURY, MARYLAND ° TORONTO, CANADA 
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Jobber Advisory Committee's New Man 


DWIGHT BENTON 
For the jobber, a working chairman 
with a six-point plan 
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Gg momrey AFTER Dwight F. Benton became sales vice 
president of Indiana Standard in 1951, he equipped 
himself with a reputation as one of the straightest talking 
men in marketing. In his new post as chairman of American 
Petroleum Institute’s jobber advisory committee (see p. 
177), that may be one of his strongest assets. 

Lanky, quiet-spoken and fiftyish, Benton has a firm belief 
that the industry needs a vigorous and aggressive jobber 
segment. He speaks regularly at Midwest jobber conven- 
tions, has a habit of dodging platitudes and pegging his 
talk on the most controversial issue of the day. 

Jobbers and association officers in the Midwest like and 
admire Benton—they find him “reachable.” So do the 
people at Standard, who think of him as a good mixer and 
a nice guy to chat with. All echelons there—from elevator 
operators and clerks on up—know him as a board member 
who stops in the company restaurant in the morning, stands 
in line for coffee with everyone else, and sits down to drink 
it in the nearest vacant seat, no matter who happens to 
be at the table. 

Chemistry and Cabs—Benton was born in Washburn, 
Wis., and studied chemical engineering at the University 
of Michigan. He worked his way through college selling 
cars in the summer and running a taxi company in the 
winter, but still found time to star as a tackle on the 
football team. 

After graduation in 1923, Benton joined Standard at 
Whiting, Ind. He went to Duluth, Minn., as a salesman, 
later moved to Denver and rose through a succession of 
managerial posts. In 1946 he came to Chicago; in a year 
he was general manager of the lubricating and sales tech- 
nical service departments there. In 1949 there was a stint 
as president of Root Petroleum Co., Shreveport, La. When 
Root merged to become Pan Am Southern Corp., Benton 
returned to Chicago as Standard’s general manager of 
sales and a director. 

Jobbers’ Workhorse—In his new API assignment, Ben- 
ton plans to be “a real working chairman.” For team-mates, 
he wants “a well-balanced committee composed of men who 
are sincerely interested in working out our problems within 
the industry.” Helping Benton, as vice chairman, will be 
jobber Roy J. Thompson of Chicago, a former two-term 
chairman of National Oil Jobbers Council and a past 
president of Illinois Petroleum Assn. Benton calls Thomp- 
son a “good stabilizer” and praises his policy of settling 
problems across the table. 

“We must get sound, constructive subjects on the agenda,” 
says Benton. And he has already jumped off to a flying 
start. Soon after his appointment, he issued a statement 
outlining a six-point program for his committee: (1) Explore 
methods of selling more petroleum and related products; (2) 
Explore methods of increasing sales efficiency; (3) Keep a 
sharp eye on competitive fuels and put our best foot for- 
ward; (4) Improve our public relations; (5) Pay closer 
attention to all legislation; (6) Freely exchange views. with 
representatives of other segments of the industry. 

_ Takes a Giant Step—Thirty-five years after his college 
football days, Benton still has athletic leanings. His six 
(Continued on p. 174) 
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(Continued from p. 173) 
feet three-and-a-half inches carry an 
even 200 pounds, just 15 pounds over 
his football weight. On his way to 
board meetings he strides along with a 
huge step that makes shorter men 
hustle to keep up. A Standard official 
says, “He looks like a roving world 
reporter on the track of a hot story.” 
Benton enjoys western-style horse- 
back riding, but seldom gets a chance 
to do it in Chicago. He learned to ride 
in the Rockies when he worked for 
Standard in Denver, and is considered 
an exceptional horseman on the trail. 
He usually takes a short annual vaca- 
tion in the Arizona mountains, to keep 
his hand in. 


Year in, year out | 
DEPENDABILITY ~ E: 





But golf is Benton’s principal outside 
activity—he tries to get in one or two 
games each weekend during the sea- 
son. He shoots in the mid- to low 
eighties, probably would get down into 
the seventies if he had more time to 
practice his short game. He’s a pro- 
digious driver who averages around 
250 yards, and he frequently hits one 
300 yards or better. Says one col- 
league, “When Dwight steps up to the 
tee and starts waving that driver 
around, you expect him to hit the ball 
out of sight. Usually he does.” * 


e 
G. W. Williams has been promoted 
to advertising manager of Deep Rock 
Oil Co. Don Watters has been made 


FALIOOUAT, MARTLANY bad 


























BLACKMER rotary pumps 


Cut maintenance costs and delays with dependable Blackmer Pumps. 
They’re built for lifetime service with sustained efficiency through 
the highest standards of manufacture and superior design features. 
These outstanding advantages will save time and money for you: 


® Self-adjusting for wear vane construction 
* Replaceable vanes and liners 

* Self-priming with high suction lift 

* Wide range of applications 

* Capacities from 5 to 1500 GPM 


* Compact design 








BLACKMER 





INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK ¢« ATLANTA e CHICAGO « GRAND RAPIDS « DALLAS e« WASHINGTON e SAN FRANCISCO 
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See Yellow pages for your local sales representative 


. Corp., has been 















sales promotion manager. 

The promotions come as Deep Rock 
—acquired as a marketing subsidiary 
of Kerr-McGee Oil Industries, Inc., 
last spring—embarks upon what the 
company calls the largest advertising 
program of its history (see p. 129). 

Williams has been with the com- 
pany since 1952. Before that he did 
advertising sales promotion and mer- 
chandising for Time, Inc., publishers 
of Time and Life magazines. 

Watters had been an account execu- 
tive for Watts-Payne Advertising 
agency, Tulsa, and production man- 
ager of the creative division of Mc- 
Cormick Armstrong Co., Wichita, 
Kan., before coming to Deep Rock 
in 1952. 

e 

Joe T. Dicker- 
son, president of 
Shell Pipe Line 


named chairman 
of the Gulf-South- 
west District Oil 
Industry Informa- 
tion Committee. 
He succeeds Roy 
M. Stephens, 
Humble Oil & 
Refining Co. sales 
official. The Committee is sponsored 
by the American Petroleum Institute. 
2 
William W. Walmsley has been ap- 
pointed assistant manager of Sun Oil 
Co.’s Rocky Mountain division at 
Denver. Since early this year, he has 
been agent and _ attorney-in-fact. 
Walmsley joined the company in 1951. 
e 





J. T. Dickerson 


Maude Radke retired as agent for 
the Shell Oil Co. bulk fuel plant at 
Ephrata, Wash., as of Dec. 1, 1955. 
As one of the few women in the 
wholesale oil business, she had oper- 
ated the plant since February 1942, 
following the death of her husband. 
e 


D. D. Dillman, of Gulf Oil Corp., 
and A, V. Bourque, of the Mid Con- 
tinent Oil and Gas Association, have 
received achievement awards from the 
API’s Oil Industry Information Com- 
mittee. They were honored for having 
presented over 50 demonstrations of 
the “Magic Barrel” to various schools, 
clubs and other groups. The “Magic 
Barrel” is filled with such petroleum- 
derived items as plastics, insecticides, 
and nylon. 


e 
Paul A. Tanner has been appointed 
assistant sales manager, wholesale 


sales, for Skelly Oil Co. He succeeds 
J. M. Stringfellow who has been ap- 
(Continued on p. 177) 
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LE: 


LUBRICATION 
BUSINESS... 


ft 


new performance 


and efficiency 


to handle it faster and better! 








eye-catching new... 


WALL ALEMITER 


| ge 


with built-in air hoist! 








It’s years ahead in design, with a modern custom- 
made look that builds customer acceptance fast. 
Simple fingertip control saves time and labor of 
manual drum changing ... keeps lube area clean — 
ready for business! No greasy loading or trans- 
ferring. Delivers lube directly from 120-lb. drums. 
Famous Alemite Super-H Pump lets you handle 
lube jobs 44 faster! Also equipped with two Low 
Pressure Pumps for gear lube, automatic trans- 
mission fluid, or motor oil. One air line serves 


sell more lubrication service with 
these Alemite advantages! 


BEAUTY ! The Alemiter modernizes every lubrication department—~ 
attracts new customers ! 


CONVENIENCE! Cover assembly and pumps raise automatically as 
a unit—with fingertip control ! 


PERFORMANCE! All the power you need for every type of lubrica- 


tion service — one Super-H Pump and two L.P. Pumps! 


®@ Requires only © Aluminum finished 
60x18" floor cabinet reinforced and 


three pumps and air hoist. Multiply sales with — i ia 


the new Wall Alemiter! For full details, con- 


tact your Alemite representative today! SW} A E M I TE 
L 
WARNER 
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Dept. K-26, 1826 Diversey Parkway, Chicago 14, Illinois 
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@ Profits are built on performance— 
and the outstanding performance of 
Phillips 66 FLITE-FUEL, Phillips 66 
Gasoline and Phillips 66 TROP- 
ARTIC All-Weather Motor Oil is 
building profits for Phillips 66 Dealers 
everywhere. Yes, it’s performance that 
counts ! 


Wherever motorists see the famous 
orange and black Phillips 66 Shield 


displayed, they know they can buy 
highest quality products for their cars. 
No wonder business is good for 
Phillips 66 Dealers! 


For information about a Phillips 66 
franchise, write to: Sales Department, 
Phillips Petroleum Company, Bar- 
tlesville, Oklahoma. 





i 


Semone’ Saniianies are Built with Suecesstul Prodacks/ 
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pointed Skelly wholesale division man- 
ager in the Kansas City division. 

Tanner has been with the company 
for 12 years and has been serving as 
assistant division manager in the 
Omaha division. 

George Dunehoo, formerly man- 
ager of the Denver division, is taking 
over the job of creating a special new 
sales program. He will be replaced by 
Lloyd F. Hartwig. Hartwig has been 
with Skelly Oil since 1925 and has 
been manager of the St. Paul division 
since 1944, The St. Paul post will be 
filled by Paul J. Vaananen, who came 
to the company in 1946. 

> 


G. L. Knox, 
president of Cali- 
fornia Standard 
Co., Calgary, 
Alta., has been 
elected chairman 
of the board of 
governors of the 
Canadian Petro- 
leum Association. 
He succeeds P. L. 
Kartzke, Shell 
Oil Co., Calgary. 


Joseph W. Bodie has been named 
sales supervisor at Tide Water Asso- 
ciated Oil Co.’s Revere, Mass., sales 
headquarters. Bodie had been service 
station merchandiser at the firm’s New 
Haven offices. He joined the company 
in 1943 as a chief clerk. 


D. G. Proudfoot R. H. Collacott 


Dwight Benton, marketing vice 
president of Standard Oil Co. (Indi- 
ana), is new chairman of the API’s 
Jobber Advisory Committee (see p. 
173 for story and pictures). The other 
officers are: Roy Thompson, Apex 
Motor Fuel Co., Chicago, vice chair- 
man; E. K. Bennett, Bennett Oil Co., 
Longview, Tex., secretary. Both 
Thompson and Bennett are jobbers. 

D. G. Proudfoot, Pennzoil Co., was 
named chairman of the Lubrication 
Committee and Fred Rosenstiehl, The 
Texas Co., was selected as vice chair- 
man. The new secretary is Harold Os- 


borne, Kendall Oil Co. 

Robert H. Collacott, Standard Oil 
Co. of Ohio, was named chairman of 
the Marketing Research Committee. 
George B. Hargens, Standard Oil Co. 
of California, and Eric Neumeister, Sin- 
clair Refining Co. were appointed vice 
chairman and secretary, respectively. 

& 

Reid Brazell has been elected pres- 
ident and chief executive officer of 
Leonard Refineries, Inc. Other new 
officers are J. W. Leonard, chairman of 


about oil people =f] 


the board and chairman of the execu- 
tive committee; E. Allan Morrow, vice 
president; L. R. Kamperman, vice 
president, marketing; John S. Pfarr, 
vice president, manufacturing; R. J. 
Oosdyke, vice president, Midwest di- 
vision; R. L. Anthony, secretary- 
treasurer and controller. 

T. E. Bennett, formerly Great Lakes 
District representative with the Oil In- 
dustry Information Committee in Chi- 
cago, is manager of Leonard’s newly 

(Continued on p. 179) 





You can rely on 


DEPENDABLE TOKHEIM VALVES 





with the foolproof poppet 


Proof of any valve is in the poppet—and 
every valve in this broad line features the 
famous TOKHEIM poppet—twice-tested at 
the factory against leakage—use-tested and 
proved in thousands of installations! Both 
single and double-poppet types. A new, 
easy-to-get-at vertical check valve. Several 
sizes. All valves equipped with strainer 
screen. Self-cleansing. Won't stick, leak 
or impede flow. Call your Tokheim repre- 
sentative for a// the facts! 


Model 1091 — New Vertical Check Valve. iene to 
inspect, service. Cover and poppet assembly lift out 
as One unit, in 14” and 2” sizes. 


JOKHE IM 


General Products Division 


TOKHEIM CORPORATION 
Designers and Builders of Superior Equipment 
1650 Wabash Ave. Since 1901 Fort Wayne I, Ind. 
Factory Branch: 1309 Howard Street, San Francisco 3, Calif. 
In Canada: Tokheim-Reeder, 205 Yonge Street, Toronto, Ont. 


Buy TOKHEIM— 


there's no better value 


in any valve! 
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Model 1092 — Angle Check 
Valve. Double poppets lift 
out easily. In 1%” and 2” 
sizes. Also: 770, with single 
poppet. 


Model 1095 — Horizontal 
Check Valve. Single poppet. 
Cast brass cap with O-ring 
seal. In 12” and 2” sizes. 


Model 1094 — Foot Valve 
with single poppet. 1” size. 
(1%y”, Model 769). Also: 
1094A, with pressure relief 
valve; 1093 (1%”), with 
double poppet. 








catching on like wildfire! 


By pumping off the top surface of 
the grease, the new Graco ‘Topper’ 
accomplishes wonders: Contamination 
and aeration are completely eliminated. 
The ‘Topper’ pumps any and all heavy 
duty greases at greater volume and 
velocity for better, more thorough lu- 
brication. There is less physical change 
in the grease, and original density is 
more closely maintained. 

The new Inductor Seal positively 
seals out all dust and dirt. Drums are 
completely evacuated, and messy hand- 

















Here’s a new idea from Graco that’s 






























cleaning is gone forever! “Topper’ 
Pump literally “sucks” its way to the 
bottom, eliminating channeling and 
keeping grease “refinery clean” all the 
way to the bearing. Milling and churn- 
ing of grease are minimized. 

The ‘Topper’ handles the heavy 
greases easily at low temperatures, 
right down to the last ounce of lube. 
Smart operators will speed up lube 
service with ‘Topper’ at work! And car 
owners are assured a better lube job 
every time! 


CHECK THESE OUTSTANDING NEW FEATURES 


@ Grease completely sealed from contamination. 
@ Channeling and aeration are eliminated. 
@ Drums cleaned and evacuated thoroughly. 
























“ LA 
CLEAN DRUMS! Note 
how clean drum walls 
are. ‘Topper’ evacu- 
ates grease complete- 
No more hand 
transferring. 


NEW WAY. See how 
the Graco ‘Topper’ 
works. ‘‘Top pump- 
ing” is the answer. No 
channeling. No aera- ly. 


THE ‘TOPPER’ Inductor 
Seal completely elim- 
inates contamination 


OLD WAY. Here you 
see how, with an 
old-style pump, 
from dust, dirt, or any grease channeling 
foreign objects.Grease and aeration can 
is never exposed. occur. 


! 
é 
DON'T WAIT!.. Write for new Topper catalog today! 
Another pace-setting development by GRACO 


GRAY COMPANY, INC. 


Engineers and Manufacturers 
232 Graco Square * Minneapolis 13, Minnesota 


tion. No wasted grease. 


New York (Long Island City) « Detroit « Atlanta 
Philadelphia « Chicago e San Francisco 


Factory Branches: 
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(Continued from p. 177) 

created public relations and advertis- 
ing department. David E. Van Sluyter 
continues as advertising manager of 
the Leonard marketing division. 

The changes were made after the 
merger between Leonard and Mid 
West Refineries, Inc., Roosevelt Oil 
& Refining Corp., and Leonard Pipe 
Line Co. 

Kamperman was recently honored 
by the American Petroleum Institute’s 
Oil Industry Information Committee 
for his public relations activities dur- 
ing the last two years. At present, he 
is serving his third consecutive term 
as a member of the API’s General 
Marketing Committee and his second 
as a member of the Meeting Assistance 
Committee. 


e 

S. A. Hallberg, Twin Cities division 
superintendent for Standard Oil Co. 
(Indiana) has been named Chicago di- 
vision superintendent pro-tem, reliev- 
ing R. T. Scott, who is convalescing. 
Hallberg has been with Standard since 
1946. 

N. F. Tietze, district superintendent 
at Spring Valley, Minn., succeeds Hall- 
berg. C. G. Weibel, Twin Cities divi- 
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sion engineer, is taking over as super- 
intendent at Spring Valley. Tietze and 


and 1947 respectively. 

C. W. Bergstrom of the products 
pipeline engineering division succeeds 
Weibel. He joined the company in 
1946 as a draftsman in the pipeline de- 
partment. 

e 

Richard P. 
Hyde has _ been 
elected Delaware 
state chairman of 
the Oil Industry 
Information 
Committee for 
1956-57. 

Hyde, manager 
of sales promo- 
tion and adver- 
tising for the 
Diamond Ice and 

Coal Co., has been a committeeman 
for four years. He has laid out plans 
for a 25% increase in state OIIC ac- 
tivities for this year. 

e 

J. Fletcher Chace has been elected 
a vice president and director of Mitsu- 

(Continued on p. 180) 


R. P. Hyde 








Combines graceful styling... finest 


engineering... extra rigid, extra solid, super 


tough, one-piece body... built like a 
will not sag... weather sealed— 


fully gasketed ... produces more glare-free 


natural light without harshness... 





has fully adjustable sliding pole fitters. 


Send for Catalog 


COMPCO corPorRATION 


2251 W. St. Paul Ave. 
Chicago 47, Illinois 
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STATIONMASTER 


15° Wide Angle Horizontal ‘'T"’ Light 


A New 
Design 


eeeeeeee 


bridge— 3 ; 
in Station 


Lights! 





NEWS 


| 


Weibel joined the company in 1948 | 


WHICH 


SPECIALIZED 
LUBRICANTS 


DO YOU USE? 








| 
} 


Chances are you're already 
using one or more dependable 
AGS lubricants — and know 
how they improve any lube job 

. and give your work that 
extra touch of quality. So why 
stop short — with just one or 
two items? Use the full AGS 
line to really round-out your 
service . . . and increase your 


resale profits! 






















RUGLYDE® 


Rubber Lubricant & 
RuGLYDE Service Kit 


Industry recommended 
for lubricating of all 
rubber parts and fitt- 
ings—clean and dress- 
up rubber—faster, safer 
Tubeless Tire servicing. 


LOCKEASE oe 


Protects all locks 
against freezing, stick- 
ing, rust and wear. 
Penetrates quickly, 
seals out moisture and 
dust from working 
parts. Use on every 
lube job—sell it, too! 





| 7 
| COSHH SHSESS SESHHSHSSHOSESESOEOEES 
| 

. 


DOOR-EASE ® 
Stick Lubricant 


A clean lubricant for 

car door, trunk and 

hood fitting and other 

exposed parts... stops 

squeaks and binding. 
Excellent for home 
use, too. Will not 
stain. 


DOOR-EASE © 
Dripless Oil 

Runs in . . . won’t run 
out! Long-wearing . . . 
weather and rust-proof 
film for hard-to-get-at 
places. Dozens of re- 
sale uses. 


seeeeceeeeoeoeosoeoeoeoeeeeeeeeee 
* See your supplier or write 


AMERICAN GREASE STICK CO. 


MUSKEGON. MICHIGAN 


\, 
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(Continued from p. 179) 
bishi Oil Co., Ltd., with headquarters 
in Tokyo. Chace, who has been with 
Tide Water Associated Oil Co. for 
two years, replaces Irving E. Chap- 
man, who will rejoin the Flying —A— 
domestic marketing organization. 

Tide Water owns 50% of the 
Japanese firm. 

e 

John D. Funk has resigned as pub- 
lic relations department head for West- 
ern Oil and Gas Assn. Harry Morri- 














To meet the requirements of the in- 
dustry—distributors, bulk plants and 
marketers—Oilco has perfected this 
assembly of extreme long range—a 
new loader which, without re-spot- 
ting, loads transports and tank cars 
in a jiffy. No intricate mechanism. It 
does its work quickly, easily and 
efficiently. 

This Spring-Matic assembly in- 
cludes No. 150 self-closing, shock- 


R NEW 
ANOTHE Oil Company 


operating with OILCO 
LONG-RANGE LOADER 


son, association assistant general man- 
ager, has taken over the public rela- 
tions activities. 

Morrison named Warren Hillgren, 
who was in charge of Oil Information 
Committee activities under Funk, as 
his assistant. 

6 

Orin Atkins has been appointed ex- 
ecutive assistant to the management 
of Ashland Oil & Refining Co. He has 
been a member of the legal staff of 
the company since 1950. 


Loading Rack in Action ... 





Sizes 3” and 4” 






proof loading line valve, and two 
Model 857 swing joints equipped with 
TIMKEN tapered roller bearings to 
insure positive alignment and greater 
friction-free load capacities. 

The above illustration shows a 
new, modern installation employing 
24 of these new Spring-Matic loaders 
on two racks, performing the job for 
— it was intended and doing it 
well. 


Write for Folder A-7 for complete description 


OIL EQUIPMENT MANUFACTURING CO. 


INCORPORATED 
3100 VERMONT AVE., LOUISVILLE 11, KY. 
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R. A. Hunter 
has been named 
coordinator, Mar- 
keting depart- 
ment, of the Gulf 
Oil Corp. As one 
of four new Co- 
ordinators, he 
will assist in the 
formulation and 
coordination of 
the company’s 
plans for domestic 
and foreign marketing. 

e 

After moving into its new 21-story 
building in Houston, Continental Oil 
Co. has recognized its marketing 
staff. 

E. A. Williford, formerly general 
sales manager, has been appointed 
assistant general manager of market- 
ing. E. C. Walter was promoted to 
director of retail marketing. He was 
assistant general sales manager. 

E. F. Shannon, previously manager 
of bulk sales, was promoted to man- 
ager of wholesale sales. The new 
director of marketing expansion is 
J. H. Snyder, formerly assistant general 
sales manager. 

R. W. Hird, who was assistant di- 
rector of marketing operations, was 
promoted to assistant director of mar- 
keting expansion. C. B. Popkin was 
promoted to manager of design and 
construction. He had been coordinator 
of construction. 





R. A. Hunter 





OLD FACES, NEW PLACES 
Two NPN standbys, Money-Making 
Ideas and What They’re Saying, 
move forward this month. You'll 
find them on p. 13 and p. 15, re- 
spectively. 











L. O. Crockett has been elected a 
vice president of Gulf Oil Corp. He 
had been general manager of Gulf’s 
chemical department since last April. 

Crockett is also a member of the 
Board of Directors and of the Execu- 
tive Committee of Goodrich-Gulf 
Chemicals, Inc. (jointly owned by the 
B. F. Goodrich Co. and the Gulf Oil 
Corp.), and has been responsible for 
Gulf Oil’s relations with this company. 

e 

R. W. May has been elected presi- 
dent of the Oil Men’s Club of Greater 
St. Louis. May, division manager for 
Standard Oil Co. (Indiana) in St. 
Louis, succeeds Warren Gladders of 
Martin Oil Co. 

e 

P. H. “Bull” Durham has been 
named the first manager of the Shell 
American Division of Shell Oil Co. He 
had been with Shell American Petro- 














leum Co. since its beginning in 1921, 
and is staying on now that the com- 
pany has been incorporated into Shell 
Oil. Shell had acquired a substantial 
interest in the company in 1926 and 
has owned all outstanding stock since 
early last year. 

The division will handle all distribu- 
tion of Shell products in northwestern 
Indiana. Durham will headquarter in 
Kokomo. 


o 

J. E. Zabriskie of Gulf Oil Corp. is 
the 1956 president of New Jersey Oil 
Trade Assn. He succeeds Reynolds C. 
Buckley, Hartol Petroleum Corp., who 
becomes national counselor. 

Other officers are J. F. Bardsley, 
Esso Standard Oil Co., vice president; 
Albert F. Germaine, Jaeger and Ger- 
maine Oil Co., treasurer; Henry 
Muller, Muller Fuel and Oil Co., sec- 
retary; and Victor M. Jones, Adam 
Cook’s Sons, Inc., executive secretary. 

Directors for 1956 are Foster L. 
Jones, Nopco Chemical Co., L. W. 
Schreihofer, American Oil & Supply 
Co., Irving Handshuh, Acme Refining 
Corp., John D. Stacey, Canfield Oil 
Co., J. W. Lang, Jr., Coastal Oil Co., 
J. K. Wells, Shell Oil Co., and Herbert 
R. Ritter, H. R. Ritter Trucking Co. 

° 


J. C. Brick has been appointed real 
estate manager of Atlantic Refining 
Co. Since 1952, Brick has served as 
special real estate assistant in the 
domestic marketing department. He 
joined the company in 1940. 

« 

Charles R. Brown has been named 
assistant general manager of Tide 
Water Associated Oil Co.’s central di- 
vision, with headquarters in Tulsa. He 
had been assistant general manager of 
the western division. 

Brown has been associated with 
Tide Water since 1917 and was elected 
a vice president in 1948. 

a 

H. E. (Bee) Armitage has been pro- 
moted to executive vice president, 
secretary and treasurer of the Frontier 
Refining Co. He had been vice presi- 
dent in charge of the sales department. 

William R. Seuren is succeeding 
Armitage. He had served as sales ad- 
ministration co-ordinator. 

e 

S. L. Jackson has been named man- 
ager of transportation for Standard 
Oil Co. (Indiana). He has been with 
the company since 1951 and had been 
manager of products pipelines. The 
assistant manager of products pipe- 
lines, W. A. Bennett, becomes man- 
ager of distribution. Bennett joined the 
company in 1936 as a member of the 
sales engineering school. 


R. B. Rodgers was appointed gen- 
eral superintendent of distribution 
planning. J. R. Olson was made super- 
intendent of distribution planning. 
Rodgers, who started with Standard 
in 1933 as a clerk, had been coordina- 
tor of terminals since 1954. 


eo 
Fred Stefan, Sister Lakes, Mich., 
dealer, has won the 1955 Theisen- 
Clemens Co. award. The St. Joseph, 
Mich., jobbership gives the award to 
the dealer who “represents the very 


best in service station operation and 
sales achievement.” 


= SATHNS 


Albert L. Weller, 62, general man- 
ager of the Pennsylvania division of 
the Sterling Oil Division, Quaker State 
Oil Refining Corp., died Dec. 15 at the 
Franklin, Pa., hospital. 

Weller had been general manager 
since 1947. He had joined the com- 
pany as its Barnesboro, Pa., branch 
manager. # 


























Check All of These 


Plus Features! 


V_ 80 quart cans capacity, protected from 
snow and rain, Eliminates chance of 
moisture in oil. 

V Cans stored in dual rows on shelves 
insure visibility of Brand name at all 
imes, even if front row is sold. 

V No need to carry cover doors in and 
out daily. They lock securely to sides 
when Oil-Bar is in use. 

V large doors supply ample space for 
Brand Decals or advertising. Visible 
on either side when customer is being 
serviced. 

V_ Five cans drained vertically simultane- ; 
ously, insuring complete drainage of 
a busy station. Empty can receptacle 

i 





holds approximately 50 cans 


V Truly the answer to your canned oil 
dispensing problem! 


F.O.B. Cincinnati $79.50 


J 
‘aeons U 5 
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FEBRUARY 


AAmerican Society for Testing Materials, 
Committee D-2 Petroleum Products and 
Lubricants, Statler Hotel, Dallas, Feb. 5- 
10. 

APrivate Truck Council of America, Inc., 
annual convention, Hotel Cleveland, Feb. 
9-10. 

Intermountain Oil Jobbers Assn., New 
Frontier Hotel, Las Vegas, Feb. 14-15. 

California Petroleum Marketers Assn., an- 
nual meeting, The Hacienda Hotel, Fres- 
no, Feb. 18-19. 

Western Division TBA Group Meeting, 
Fairmont Hotel, San Francisco, Feb. 20. 

lowa Independent Oil Jobbers Assn., an- 
nual meeting, Hotel Fort Des Moines, 
Feb. 22-23. 

Missouri Petroleum Assn., annual meeting, 
Chase Hotel, St. Louis, Feb. 27-29. 

A first listing 





American Petroleum Institute, Division of 
Marketing Lubrication Committee, Shera- 
ton-Cadillac Hotel, Detroit, Feb. 28-29. 


MARCH 

Wisconsin Petroleum Assn., annual meeting, 
Hotel Schroeder, Milwaukee, March 7-8. 

ANational Association of Corrosion Engi- 
neers, 12th annual corrosion conference, 


Hotel Statler, New York City, March 
12-16. 
Oil Trades Assn. of New York, Inc., 


Waldorf-Astoria, New York City, March 
13. 

Illinois Petroleum Marketers Assn., annual 
meeting, Hotel Sherman, Chicago, March 
13-14, 

AGeorgia Independent Oilmen’s  Assn., 
annual meeting, Radium Springs Hotel, 
Albany, March 14-15. 

AConnecticut Petroleum  Assn., 
meeting, Statler Hotel, Hartford, 
15: 


annual 
March 





Plan Now for 1956 


For the Oil Industry 
Swing Joints 
Emergency Valves 
Hose Nozzles 

Foot Valves 


Truck Tank Equip- 
— ment 


Concentrated Con- 
trols 


Line Valves 


Cross Valves 


Line Strainers 


For the Bulk Plant 
Truck Tank Loading 


Hose Reels 








Valves 

Gate Valves 
Conservation Vents 
Emergency Valves 
Line Strainers 
Swing Joints 


Hose Nozzle 
Fill Caps 
Vents 


Emergency Valves 


For Service Stations 
Hose Nozzles 

Foot Valves 

Angle Check Valves 
Fill Caps 


For the Truck Tank 


Truck Tank Faucets 


Quick Detachable 
Couplings 

















eS 
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MORRISON BROS. COM PANY 


OIL EQUIPMENT HEADQUARTERS 


OV IB UQ Ue. 
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ATexas Oil Jobbers Assn., annual meeting, 
Statler-Hilton Hotel, Dallas, March 15-17. 

Ohio Petroleum Marketers Assn., Inc., 
spring convention and trade exposition, 
Deshler-Hilton, Columbus, March 20-22. 

Florida Petroleum Marketers Assn., Inc., an- 
nual meeting, George Washington Hotel, 
Jacksonville, March 22-23. 


APRIL 


American Society of Labrication Engineers, 
annual meeting, William Penn Hotel, Pitts- 
burgh, April 4-6. 

ANatural Gasoline Assn. of America, 35th 
annual convention, Texas Hotel, Fort 
Worth, April 11-13. 

Oil Industry Central TBA Meeting, Muehl- 
bach Hotel, Kansas City, April 16-17. 
National Petroleum Assn., 53rd semi-an- 
nual meeting, Hotel Cleveland, Cleveland, 

Ohio, April 18-20. 


Virginia Oil Men’s Assn., semi-annual 
meeting, John Marshall Hotel, Richmond, 
April 22. 


ANational Tank Truck Carriers, Inc., annua! 
meeting, Shoreham Hotel, Washington, 
D. C., April 22-26. 

Fuel Oil Distributors Assn. of New Jersey, 
annual meeting, Berkeley-Carteret Hotel, 
Ashbury Park, April 25-27. 

World-Oil Exposition, Houston, Texas, April 
25-29. 

Virginia Petroleum Jobbers Association, an- 
nual meeting, John Marshall Hotel, Rich- 
mond, April 26. 

Independent Petroleum Assn. of America, 
midyear meeting, Statler Hotel, Los 
Angeles, April 29-May 1. 

Pennsylvania Petroleum Assn., annual meet- 
ing, Bedford Springs Hotel, Bedford, 
April 29-May 1. 


MAY 


Assn. of American Battery Manufacturers, 
Inc., spring meeting, Shoreham Hotel, 
Washington, D. C., May 1-2. 


| ALiquefied Petroleum Gas Assn., conven- 





tion & trade show, Conrad Hilton Hotel, 
Chicago, May 6-9. 

Empire State Petroleum Assn., annual meet- 
ing, Hotel Statler, Buffalo, May 13-15. 

Louisiana Oil Marketers Assn., annual 
meeting, Roosevelt Hotel, New Orleans, 
May 15-16. 

National Oil Jobbers Council, Atlanta Bilt- 
more Hotel, Atlanta, May 17-19. 

Tennessee Oil Men’s Assn., spring meeting, 
Hotel Lookout Mountain, Chattanooga, 
May 20-22. 

American Petroleum Institute, Division of 
Marketing, midyear meeting, Atlanta Bilt- 
more Hotel, Atlanta, Ga., May 21-23. 

American Petroleum Institute, Division of 
Marketing, Lubrication Committee, Broad- 
moor Hotel, Colorado Springs, May 23-26. 

North Carolina Oil Jobbers Assn., annual! 
meeting, Convention Cruise, ‘Queen of 
Bermuda’, May 26-June 2. 

Alnterstate Oil Compact Commission, mid- 
year meeting, Statler-Hilton Hotel, Dallas, 
May 30-June 2. 


JUNE 


ANational Fire Protection Assn., 60th an- 
nual meeting, Statler Hotel, Boston, June 


Alndependent Oil Men’s Assn. of New Eng- 
land, Inc., Statler Hotel, Boston. 

AOil-Heat Institute of America, Inc., Park 
Sheraton Hotel, concurrent with OHI’s 
heating show at N. Y. Coliseum, New 
York, June 11-15. 

AAmerican Society for Testing Materials, 
Committee D-2 Petroleum Products and 
Lubricants, Chalfonte-Haddon Hall, At- 
lantic City, June 17-22. = 


NATIONAL PETROLEUM NEWS ° February, 1956 








eecurwmtery, £77U ~ 


NNARIVUINAL FEIRULEUM NEWS 


isi 





The 1956 


FACTBOOK issue 


including the 
TBA Directory 


and Buyers’ Guide 


WILL BE PUBLISHED 
IN MID-MAY 


All NPN subscribers will receive 
a copy at that time. All others 
wishing to receive a copy of this 
oil marketer’s reference annual 
had best order one now. Single 
copy price: $1.00. Write: 


Reader Service Department 
National Petroleum News 
The McGraw-Hill Magazine 
of Oil Marketing 

330 West 42nd Street, 
New York 36, N. Y. 


ADVERTISING 
CLOSING DATE 


APRIL 16th 


for the 
NPN FACTBOOK 


issue 





UNDISPLAYED RATE 


$1.50 a line. Minimum 3 lines. Box numbers 
count one additional line. 

POSITION WANTED. Undisplayed rate is one 
half of above payable in advance. 
DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads. 


Send NEW ADVERTISEMENTS 


NATIONAL PETROLEUM NEws, 


CLASSIFIED 





DISPLAYED RATE 
The advertising _rate is $14.50 per inch for 
and B Opportunity advertis- 
ing pom on other than J a basis. 
Contract rates quoted on req 
EMPLOYMENT SPPORTUNITIES ~ — $15.65 a 





inch. Subject to agency commission, 
ADVERTISING INCH is measured inch 
vertically on one column, 3 columns—30 inches 
—to a page. 


to Classified fdventee CRS 


330 W. 42nd St. . ¥. 


December issue closes November ibe 








WANTED 
Bulk oi! listings in upper Mi . 
i i-- Ap a Midwest area, prefer 
We furnish sales A accounting reports, and 
agiacering surveys at no cost unless sale Is 


Buyers ‘avai lable. 


FEDERATED yma SERVICES, INC. 
3230 University Avenue adison, Wisconsin 
Mel Putnam, Coda 3-0466 


FIELD MANAGEMENT 


Expanding Oil Company needs man with record ef 
= k into fleld supervision. 
Hae fie ah school or batter art Lak 
to” travel wide area. Past experience in oil 
—top sot ee Excellent opportunity. Starting cal 
ary m. 


epl: oe National Petroleum News 
o . 42 St, New York 36, N.Y. 














STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12,000 Gal. Cap 
Colled and Non-Colled”” 
Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 
Other Tanks Too 
Also — Complete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
Phone: COrtiandt 7-8090 
New York 7, N. 



















































aa ES (Pon Ne. rf Address to office nearest you 
RK: W. 42nd St. (36) 

SAN FRANCISCO: 68 Post St. (4) 
al 

li tui EMP ll 
divisions and contact major oil companies from 
Maine to Virginia. Excellent opportunity with a 
man in gasoline and oil marketing equipment. 
Write for interview stating experience. P-8793, 


NEC v4CO ‘ 0 N. Michigan Ave. (11) 
Positi Vacent ————— 
Wanted—Regional Manager to supervise 3 sales 
long established manufacturer for an experienced 

National Petroleum News. 





Wanted Plant foreman and bookkeeper familiar 
with records and products of Sinclair Refining 
Co., communicate with L. R. Squires, Marketer, 
Telephone Tilden 6-2181 Kissimmee, Fla. 





1—3600 gallon six compartment Fruehauf $1450 
1—5000 gallon three compartment Fruehauf $2250 
1—5600 gallon three compartment Hile 1948 and 





FOR SALE 


51 $3300 te $3750 


BRUCE E. HACKETT CO. 
621 W. 58th St., Kansas City, Mo. 





MAN HUNTERS 











————Selling Opportunity Offered 
Wanted: Manufacturers’ Representatives. Must 











be presently contacting Major Oil Companies, in- 
dependents, oil equipment jobbers, pump and 
tank installers, truck tank manufacturers. To 
sell petroleum marketing valves and fittings. 


RW-7501, National Petroleum News. 


+ /EQUIPMENT--ased-surplus 


For Sale 




















If you are looking for 
personnel on the execu- 
tive level, there is no 
better way than through 
the more than 18,440 
subscribers of this pub- 
lication. You can make 
contact with them 
quickly, easily, and eco- 
nomically through Pe- 
TROLEUM PROCESS- 
ING’s classified section. 











For Sale 4200 Gal. tank trailer; this is a modern 
streamlined trailer 4 compartment. New axle, 
wheels, brakes and lights. Priced for quick sale 
$2000.00. Emerson Perrine, Sharon, Pa. 








Wanted 











Wanted 4 spindle sealing machine for round, 
quart size, motor oil cans. State location, age 
of machine, general condition and price. W-7652, 


National Petroleum News. 


Bulk Oil Plants—Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Pe- 
troleum Marketers, 605 Produce Bank Bldg., Min- 
neapolis 3, Minnesota. 























Unusual opportunity for equipment manufac- 
turer desiring expanded outlets in following 
states: Virginia, West Virginia, Tenn., North 
Carolina, South Carolina and Georgia. Write 
BO-8621, National Petroleum News. 








A Michigan oomeany actively engaged in petroleum 
industry since 1928 is interested in becoming manu- 
facturers agent for well established petroleum ey 
equipment or supply company. We have our own 
plane and can cover large territory with well qualified 
salesmen, having good contacts in the Michigan, Ohie 
area. 


RA 8859 National Petroleum News 
520 N. Michigan Ave., Chicago (1, tl. 
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Serves two cars at 
the same time. 
Utilizes minimum space 
(35" x 23"). 
Speeds traffic flow 
through station. 


Doubles volume potential 
per unit. 
Cushions rush of peak- 
hour business. 
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Tokheim Parkway is offered in several 
styles: with single pumping unit as Model 
“325; with dual pumping units as Model 325- 
HS; and-as island dispensers for remote 
control pumps, Model 325-RC. Parkway is 


the last word in dual pumps. It’s built to 
high Tokheim standards of performance, 
economy and silence. See it; try it; and 
you'll agree. Call yout@gkheim represent- 
ative, Write today for new i 


TOKHEIM CORPORATION. 


OKHEIM 


Designers and Builders of Superior Equipment 
FORT WAYNE 


Since 1901] INDIANA 





Ne ae 


GASOLINE PUMPS 


Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, inc., Shelbyville, Ind. 
Factory Branch: 1309 Howard Street, San Francisco 3, California 


In Canada: Tokheim-Reeder of Canada, ttd., 205 Yonge St., Toronto 


THERE tS NO SUBSTITUTE FOR TOKHEItM QUALITY 





SUN 
PRODUCT FACTS 
TO HELP YOU 
SELL MORE OIL 


It’s a fact that product knowledge is an essential 
of good salesmanship. And the Product Informa- 
tion Bulletins shown at the left are crammed 
with helpful data on a number of Sun Oil 
Company’s high-quality petroleum products for 
wholesalers. 


For complete information on Sun’s products and 
how you can benefit from their use, use the 
handy coupon or write directly to General 
Wholesale Department, SUN O1L Company, 
Philadelphia 3, Pa., Dept. NP-2. 


WRITE FOR ANY OF THESE FREE BULLETINS 
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Gentlemen: Please send me the free Product Information 
Bulletins checked below: 


)Sun Golden Oils—W1 Sun SRX Motor Oils—W4 

Sun SAE 5W-20 Motor Oil—W2 Sun Automotive Greases—W6 

}Sun Solvent Refined Oils—W3 Sun Gear Lubricants—W7 
Sun Solvent Refined Heavy-Duty Oils—W5 
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NAME. 





COMPANY. 





ADDRESS 





CITY. ZONE. STATE 
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GENERAL WHOLESALE DEPARTMENT 


SUN OIL COMPANY 


PHILADELPHIA 3, PA. 


CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





